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We endorse and have pledged 
our support to the Jewelry 
Industry Publicity Board. 





Genuine Onyx and Diamond 
Initial Rings 


The Preference of the Majority . . . 
is the Key to Increased Sales. 


And the masculine preference today .. . 
O-B Standard of Quality . . . 
Rich, massive "designed-for-men-rings” . . . 
Genuine onyx and diamond initial rings. 
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A. SAUER & CQ. 


MANUFACTURERS OF FINE JEWELRY AND WATCH STRAPS 
JEWELRY DESIGNING* JEWELRY REPAIRING * ENGRAVING 
DIAMOND SETTING* LAPIDARY WORK» PLATINUM SMITHS 
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SPEAKING OF 


LBERT S. SAMUELS, SR., San 
Francisco jeweler, did some 
pinch-hitting for cupid recently, and 
in a wholesale way. When 57 pros- 
pective brides arrived in port from 
New Zealand to join their GI 
sweethearts, the immigration ser- 
vice, thanks to a new law, was 
forced to play a reluctant villain. 
The new law permits fiancees of 
war veterans to enter the country, 
provided they get married within 90 


THANKS PAL / 
a 








days. To make the law stick, it is 
required that such immigrants post 
a $500 bond as surety that the mar- 
riage will be performed, with the 
bond returnable when evidence is 
presented to show the marriage has 
been completed . 

Uninformed of the new law, the 
New Zealand girls were confined to 
their ship and not allowed to land. 
Thirty-five of them managed to 
round up their bonds, but 22 were 
not so lucky. That’s where Samuels, 
living up to his firm name, The 
House of Lucky Wedding Rings, 
came to the rescue. With the Red 
Cross handling the details, Samuels 
wrote a check for $11,000 and pre- 
sented it to A. J. Phelan of the im- 
migration service. 


“Whew!” said Phelan who makes 
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a poor villain. “Thanks for taking 
that one off our minds.” 

“I don’t know what we'd have 
done,” said one of the brides-to-be. 
“We didn’t have that much money.” 

Samuels, not content with posting 
bond, offered to give free wedding 
rings to any of the veterans short of 
cash. 


® © 


EN MILLER, Decatur, IIL, 

jeweler, believes that virtue 
should be rewarded while the virtu- 
ous person is still alive and able to 
enjoy the plaudits of his fellow men. 
Consequently, he has started a one- 
man campaign to present flowers to 
one person daily in recognition for 
good deeds done. 

First recipient of the Miller bou- 
quet was the mayor of Decatur, 
James A. Hedrick who was pre- 
sented with a large group of deep 
maroon gladiolus. 

Backing for jeweler Miller’s 
“good-deed-rewarding” gesture is 
provided by a local florist. 


o 


HERE are times, it seems, when 
even the most aggressive mer- 
chant decides to chuck it all and re- 
lax. It happened, recently, to a Chi- 
cago jeweler who has a shop ad- 
joining the Chicago, Milwaukee and 
North Shore Station on Howard St. 
A sign in his window read: 
“No ambition. Gone fishing. Back 
July 25.” 





Jewelers 


Circular. 
NON OL 





September 1946 


AST month we decided, rather 

grimly, perhaps, that a certain 
amount of edification must appear 
in these columns. And, as you'll 
recall, we gave you the low-down 
on the derivation of the word 
“jewel.” 


This month we'll give the same 
sort of treatment to the word 


TWELVE M10-NIGHTE 
NUREMBERG EGGE ~ 





“watch.” Where did it come from? 
Why? When? 

Well—(will the young man in 
the back row please stop passing 
notes!) the word “watch” was in 
existence long before the “Nurem- 
burg Egg.” Oh, ages before! But 
it’s strictly an Anglo Saxon word. 

Now wait a moment—don’t in- 
terrupt! We were quite certain 
you'd try to show how smart you 
were by mentioning that “of course 
the word ‘watch’ is connected with 
the ‘night watch’ where the old fel- 
low walked around saying ‘eleven 
o’clock and all is well.’” But why 
did they call that a “watch”? 

Going all the way back to Middle 
English (around the time of the 
Norman Conquest of England) we 
find the word “watch” was “wacche.” 
And it was derived from the Anglo 
Saxon term ”waecce” signifying 
wakefulness, the state of being 
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awake, and all that. So you see the 
old boy who called out the hours 
was called a “watch” because he 
was (supposed to be) awake. 

“All right,” you say, “but what 
has that to do with timepiece?” A 
fair question and we'll answer it. 

Before mechanical timepieces were 
invented the men “on watch’’ (be- 
ing awake), needed some method of 
determining the passage of time so 
that they could shout it out with 
a reasonable amount of conviction. 
Clepsydrae (we'll go into those an- 
other time) were expensive and 
bulky, and hour-glasses were not too 
easy to acquire either. So, they used 
a simple expedient—a length of 
candle which would burn a prede- 
termined length of time. 

Thus the first watch (or equip- 
ment for the wakeful watchmen) was 
a candle, And the term gradually 
became applied to almost any me- 
chanical gadget which could measure 
or show the progress of time, clocks 
included. Then, after Peter Hen- 
lein produced his famed “Nurem- 
berg Egg” around 1511, the term 
in English gradually came to refer 
only to those “portable clocks” 


which could be carried on the per- 
son. 











That's the story on the word 
“watch.” Perhaps we can go into 
that clepsydra business next time. 


© © 


HAT with most advertising 

these days taking a_ heavily 
serious, even socially conscious tone, 
we look with approval and relief 
upon B. Harris & Son’s light- 
hearted series of ads in The New 
Yorker. An old (1898) New York 
jewelry store specializing in an- 
tiques, the firm is definitely not of 
the life-is-grim, life-is-earnest school 
of advertising. B. Harris’ attitude 
toward its high priced stock-in-trade 
is far less reverent than that of some 
toothpaste companies we could 
mention. 


? 


“Jools, jools, rich and rare,” was 
their headline for one _ effort 
which featured a flip little drawing 
of a lady pirate spearing a string of 
pearls. “Wouldst hear about our 
brooch that explodes in a flaming 
sunburst of 34 Brazilian-cut dia- 
monds?” the copywriter asks and 
then, without pausing for an answer, 
plunges into a detailed description 
of the “jool.” “Black enamel spears 
darting from behind a yellow-gold 
crowned setting underscore its triple 
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"| know you're a new man, Fentley, but our customers 
pay listed prices—we DON'T fiip double or nothing.” 
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tiered brilliance. We find in the 
peripheral circle twelve 12-point 
diamonds (100 points to the carat, 
remember); in the parterre boxes, 
Metropolitanically speaking, twelve 
75-point diamonds; in the mezzanine 
nine 20-point diamonds and, sur- 
mounting it all, the glorious one- 
carat sun itself.” 


SK the average jeweler if he’s 

ever heard of Joe Art, Wichita 

Falls, Texas, jeweler, and he'll 
probably say “No.” 


But ask the GI’s and ex-GI’s who 
were stationed at Sheppard Field if 
they’ve ever heard of him and the 
chances are they’ll answer “Yes.” 
And add, “Why, he has a million 


friends.” 


The first Christmas that Shep- 
pard Field was established near 
Wichita Falls, Art noticed that many 
soldiers, spending their first Yule- 
tide away from home, were gazing 
into his windows wistfully. He made 
a practice of walking out and talk- 
ing to them, asking ‘““What’s the mat- 
ter, son? Broke?” If they answered 
in the affirmative he’d give them a 
dollar, to be repaid at their conveni- 
ence. Of 276 such loans, all but 32 
were paid back. 


The walls of Art’s office are cov- 
ered with portraits of the soldiers 
he befriended either with money or 
advice, and a huge stack of letters 
on his desk testified to their wide- 
spread location. There are letters 
from every state in the union, and 
others from men stationed all over 
the globe. They never forget Joe. 
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VERYONE knows that a bit 

of rouge will make a lady’s face 
red. It worked in a rather round- 
about way for one of the customers 
of Finlay Strauss, metropolitan New 
York jewelers. 

It seems a lady came into the 
store seeking advice on how to polish 
some of her jewelry. Rouge, she 
was told, would be the best agent. 

Several days later the lady re- 
turned with her jewelry a sticky, 
gummy mess. “This,” she exclaimed, 
“is what happened when I took your 
advice and used rouge to polish my 
jewelry.” 

Turned out she had used face 


rouge from her compact. 
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Autumn leaves in Autumn colors provide versatile background for fall jewelry display. 


A Window For the Coming Month 


Theme: 
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Too seldom receiving the fashion importance which it deserves, 


jewelry, nevertheless, is an important fashion accessory. Here 


is a versatile display setting to tie in with fall promotions. 


OWEVER frivolous and capricious a subject 
H “Fashion” may be made to appear, it neverthe- 
less constitutes what amounts to a major industry in 
this country. The public’s need to be merely adequately 
clad would never of itself have been responsible for the 
present magnitude of the clothing business. The crea- 
tion of an acute fashion consciousness through advertis- 
ing, display and other forms of promotion is what keeps 
the cash register tinkling. 

Oddly enough the application of “Fashion” to the 
retail jewelry business has been strangely limited. 
Although from the customer’s point of view, jewelry is 
as much an item of fashionable dress as a hat or a 
handbag, it is much too rarely promoted as a fashion 
item. Diamond jewelry because of its intrinsic value 
is, of course, much more than a mere costume accessory, 
but pinned to a lady’s gown or encircling her wrist, 
any piece of jewelry is very much a part of her costume 
and must therefore automatically “be in fashion.” 

Window displays offer the most dramatic means of 
promoting both diamond and costume jewelry from the 
fashion viewpoint. Color, fabric, fashion photographs 
and sketches, miniature mannikins and any number of 
other accessories can be called into play to add interest, 
glamour and fashion authority. While diamond jewelry 
calls for a more restrained treatment than that permis- 
sible with costume jewelry, there is no reason for the 
museum-like stiffness of so many windows. Not only 
can the smartness of the jewelry itself be stressed, but 
the habit of wearing jewelry can be encouraged as 
fashion right by thoughtful display. 

Much of the present day costume jewelry is just as 
well designed as more precious pieces and is well made. 
These should be promoted on their own merits—not 
merely as a substitute for diamonds. More massed 
arrangements to suggest a variety of selection may be 
used, but indiscriminate crowding should be avoided. 
Sufficient space should surround each piece so that its 
individual design may be readily appreciated and the 
grouping as a whole gives no feeling of confusion. 

The display illustrated here suggests one possible ar- 
rangement to tie in with coming fall fashion promotions. 
A fabric-covered column supports two cut-out autumn 
leaves to which jewelry is pinned, and several lengths 
of dress materia] which also serve as a background for 
jewelry. Copy is lettered on a side panel. This display 
is quite appropriate for either diamonds or costume 
pieces. 

To assemble this display, an eight-inch diameter 
cylinder is covered with fabric. Leaves are cut from 
beaver board, padded with cotton batting and fabric 
covered. One yard lengths of dress materials are 
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by VIRGINIA DIXON 


tacked to the column, swirled around it and arrangea 
in simple folds on the window floor. The leaves are 
then tacked to the column. 

If the window is high, the column should be about 
eighteen to twenty-four inches in height. If the window 
ceiling is low, the column should extend the full height 
of the window. Wallboard tubes are available in nine 
and twelve foot lengths and a variety of diameters. Cut 
down, capped with beaver board discs and covered, they 
serve excellently as window elevations. 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Materials 


Wallboard tube—8" diameter (avail- 
able 9 and 12 ft. lengths) 


Source 

Coy-Disbrow & Co. 

686 Greenwich St. 

New York 14, N. Y. 
Local lumber dealer 
Jas. A. Cole 

235 Fourth Ave. 

New York 3, N. Y. 
or local department store 
Department store 
Show card writer 


Beaverboard for leaves 
Fabric—! yd. lengths for draping 
V4 yd. for each leaf 
Vy yd. for column 


Cotton batting for leaves 
Copy panel—hand lettered 





The leaves in the model window were twelve and 
sixteen inches in length, but they may be cut any size. 
For a larger window, a half dozen or so could be used 
to advantage. Lightly padded, brooches and bracelets 
may be pinned directly on them and earrings may be 
slipped over the edge. Because of the odd shape of 
the leaves, fabric for covering them should be quite 
elastic in texture or it will be hard to cover them 
smoothly. “Lustercrash,” a display fabric serves par- 
ticularly well for such a purpose. It drapes readily 
and is not too different in texture from many dress 
materials. If you prefer to use a dress material, choose 
those that drape softly and will serve as a flattering 
background for the jewelry. 

Autumn fashion colors are quite varied, but tend to 
be rich and deep in tone. Maroon, dark green and ivory 
were the colors used for the model display. Rust and 
orange tones or shades of green could be used. 

To be really effective, such displays as these must be 
“fashion-right.” That is photographs, sketches, fabrics, 
colors—whatever material is used must be smart, correct 
and up-to-date. If you are not sure yourself, get com- 
petent advice or study the fashion magazines until you 
do know! The important thing is to make your store 
an authoritative fashion center. It will be a distinction 
well worth the effort. 
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On Sunday 


afternoon, 






do what your 







customers do... 


N SUNDAYS, some folks may snooze. ..some 
may chat...some play golf... BUT— 







Come time for ‘“The Adventures of Ozzie and Har- 
riet’’ you'll find a big percentage of them gathered 
near the radio, listening to Ozzie Nelson and Harriet 


! (Uh 
/ Hilliard. 


ae 
LISTEN TO Surveys show that, when these light-hearted, 


young comedians are on the air, more sets are 


OZZIE a nd HARRIET # | tuned to them than to any other program! 


What’s all this to you? This popular, fast-paced 
comedy show is your show! It’s sponsored by the 
International Silver Company to tell your customers 
about America’s finest flatware—1847 Rogers Bros. 
Silverplate and International Sterling. It’s broad- 
cast every Sunday over 143 stations of the Colum- 
bia Broadcasting System. The only silver show on 
R " the air! 

The Internationa | Silver Com pany So listen in this Sunday—every Sunday. Ozzie and 
Harriet are just back from a ten weeks vacation 
ey Sane with more on the ball than ever. They’re a great 
1847 ROGERS BROS. INTERNATIONAL STERLING comedy team. A great selling team, too. There’s 
America’s Finest Silverplate more than fine entertainment in store for you. 
There’s solid satisfaction when you hear the fine sell- 

ing job this show is doing for you! 
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Here’s Beal 
Public Spirit 


j 


Robert Savitt, New Haven, 
Conn., jeweler, has taken 
the bull by the horns to 
secure housing for vets. 


OBERT SAVITT, New Haven jeweler (Savitt’s, 

107 Church Street), one of the city’s most civic 

minded merchants, has launched a one-man campaign to 

bring about a solution to the veterans’ housing problem 
in that city. 


Himself the father of a returned GI, Savitt has long » 


worried over the vet housing problem, and has fretted as 
he watched the succession of committees, surveys, prom- 
ises, words and schemes which were all the vets have 
received in their long years wait for houses. 

As he watched and talked of the problem, Savitt 
slowly built up an idea of his own, and announced it in 
full page ads . . . a seven-point program to provide 
homes for 200 vet families on a rental basis, at a rental 
that would be within the grasp of most returned ser- 
vicemen. 

Because the scheme was only an idea, but one which 
Savitt believed could be used as a base from which other 
ideas could be started and a project developed, Savitt 
termed his idea a “dream” and it was under the head of 
“One Man’s Dream” that he ran the copy of his full 
page ads which outlined his program. 

Veterans who have been forced to stand by while in- 
dustrial building put up acres of new factories in the 
area, while Yale University constructed Quonset huts 
and barracks for its married students, and while the city 
squabbled over possible sites to build some temporary 
housing, got their first feeling of a break in the situa- 
tion when they read Savitt’s ad. 

The ad loosed a tidal wave of offers for help. Archi- 
tects and contractors came forward to offer their ser- 
vices, the agent for a prefabricated house waived his 
commissions in offering his homes to the project, men 
and women offered help ranging from loans of money to 
any chore which would help speed the program on its 
way and eventually earn homes for the needy veteran 
families. 

Under Savitt’s plan the public would be asked to con- 
tribute one million dollars (the city has already shown 
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One Man’s Dream 


A Plan to Give the Veteran a Home 
. 


NE might | lay awake thinking of one of our 
greatest problems — the problem of devent 
homes for our veterans, and their loved ones. 


This great and powerful nation raised the money te 
buy the tools of war—to fight the war, and win. Sure. 
we here at home worked long and hard. But our fight 
ing men worked longer and harder—and gave more 
than ever we did 


Let's do the farr and honest ting. Let's doall we can 
to solve one of the nation’s greatest problems—hous 
ing for veterana 


1 HAVE A7STEP PLAN- 


4 plan of non-profit. large wale, modern housing for 
the veteran, who cannot or doesn't want to buy a home 
now—he only wants a decent place to live in. And 
here is how the plan would work. 


7 A community fund of $1,000,000 or more. to he 
raised by public subs-ripnon of $1. of more. for 
which a suitable bond will be ued 


2 Thre bond will be redeemable, without interest, 
as soon as the houses are remed, and the project 
becomes «if-upporting 

3 The fund will be ued to build and maintain 
about 200 private homes—permanens, modem 
with improvements night up-to-the-minute oa h 


6 The enure plan. financial and constructional, 


will be supervised by a trustee group of prom- 
nent citizens serving without pay That will be 
THEIR contribution toward a better Com 
rounity life 


J The fact that YOU lend YOUK money, without 

“ nterest, will be YOUR contribution toward the 
improvement vf your community. of your 
property values, and above all—will give you 
that glow of pleasure that comes with unself veh 
cervice to your fellowman Needlew to sey. this 
plan is very clase tory heart. but lean t doit alt 
alone I need your help’ 


Do I really believe this dream can come true’ ell, 
here 1s the evidence of my good faith—my personal 
check for $5,000 has been placed un trust with The 
New Haven Bank, N BA 


That t= WY investment in thes veterans housing plan 
That is MY investment un the future of New Haven 
Iwanttoknow what YOU. Mr Citizen. think about it 
Here ss our cham to DO SOMETHING for New Ha 
ven and our veterans Here 1s our chance lonetanes 
ample for the rest ut the country to follow 


Maybe it'salladream Ma,be But! hope and pray 
that through you, Mr and Mrs New Haven, we will 
wake up and show the nation how our demorrar + 





a httle gem—v ith play grounds and as mmun really works 


ity house to serve all Will you write and tell me whet YOU think and 


The houses wall be built to rent for the lowest what YOU will do? And Please do it TODAY’ 
possible figures, with beat. hght and all other 
services included im the monthly rental. All 
houses will be heated from one central plant, in 
stead of hundreds of small furnaces. In that 
same building there will be laundries, carpentry 
shops, and whatever else 1s needed for domestic 
services—even personal hobbies. 











ROBERT R SAVITT 
107 Church Street 


5 ‘The veterans living in these homes will only pay 
New Haven Conn 


regular monthly rental. They will have ng 
additional financial obligation 








* 


its ability through raising nearly nine million dollars 
for various drives) in amounts of one dollar or more, for 
the purchase of non-interest bearing bonds. To start 
things rolling, Savitt put up a $5,000 check. These funds 
would buy and develop land and build 200 homes which 
would be rented to vet families. Once the project be- 
comes self-supporting the bonds would become re- 
deemable. 

Savitt does not seek anything from the idea, he is not 
interested in personal glory. The entire project he put 
forward simply in the hope that it would catch the pub- 
lic’s imagination and that the public would be the force 
which would see to it that something was done. 

His ad stresses this . . . it is an invitation for all the 
public to join hands and work together in solving the 
problem . . . it does not seek to enlist people in a “Savitt 
Plan” but begs them to work together on a plan, his or 
another, and he puts his dream forward as a suggestion, 
for consideration. 

It is too early yet to tell how the project will fare, 
but present indications are that the ice has been broken 
. .. broken by Savitt’s efforts and his “dream.” 

Response to his ad which have flooded his home and 
his store are being culled, and when this has been done, 
and the amount of pledged help has been determined, it 
is believed that there will be enough people behind 
Savitt’s dream to start the program on its way. 

And in the meantime, Savitt has earned the veterans’ 
gratitude and is spoken of among the former servicemen 
as “‘a good Joe,” high praise from any GI, Swabbie, or 
Gyrene. 
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Sales in all departments of the 
McCurley store have profited by 
catering to the stude nt trade. 
Right is view of the interior of 
store with personnel at the rear. 


“You can't write down to 
student customers," says 
Mr. McCurley, and his ads 
in student newspapers, be- 
low, have adult viewpoint. 






oe® TUDENTS now in attendance at American 
colleges and universities now jingle more 
spending money in their jeans and merit the merchan- 
dising attention of jewelers in school towns,” according 
to H. S. McCurley, Norman, Okla., jeweler. Mr. Mc- 
Curley has explored the student market and found it 
well worth consideration. 

Long before the end of the war brought swollen en- 
rollments at colleges and universities all over the coun- 
try, H. S. McCurley was building the foundation for a 
profitable trade with students at Norman’s University 
of Oklahoma. Now that the war is over and the an- 
ticipated enrollment at the University for this fall is 
estimated at 12,000 students, he expects to harvest rich 
rewards as a result of his foresight. 

Before the war, the Norman jewelry store was sup- 
psying fraternities and sororities of the University with 
pins and rings. Reviewing the merchandising needs of 
this youthful traffic, the jeweler discovered that the most 
frequent demand of this group was for suitable gifts 
for various occasions. This discovery motivated him to 
establish, during the war, one of Oklahoma's finest gift 
departments. 

Covering one complete side of the McCurley store, 
the appeal-packed department contains a varied array 
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Student Trade Merits 


More of Jewelers’ Attention 


of gifts displayed against an appropriately handsome 
backdrop. Weddings, birthdays, anniversaries, births 
and the complete galaxy of events are religiously ob- 
served with appropriate gifts by today’s crop of ui- 
versity students. At McCurley’s they have no difficulty 
in selecting gifts to suit the occasion. 

Student traffic at the store today is the heaviest in 
the history of the store, thanks to the smash hit made 
by the gift department. Glassware, chinaware and 
silverware—both sterling and plated—are spotlighted 
gift department products. Silver is in heavy demand 
for wedding gifts by university students. The jeweler 
foresees an excellent market for this merchandise for 
several years because many newlyweds were unable to 
purchase their pattern during the war. 

Indian-made sterling jewelry is also highly regarded 
merchandise of the McCurley gift department. Students 
have discovered Indian jewelry makes an _ especially 
welcome gift for the less momentous events in the lives 
of friends and relatives. The jeweler acquires these 
products directly from Indian artisans in New Mexico 
and Arizona. 

Indian jewelry has proved a lure for tourists who visit 
Norman from all parts of the country, since many of 
them have never seen real Indian jewelry before and 
buy it as a souvenir of their visit. 

The students who frequent the giftware branch of 
the McCurley store are incurable browsers, and the 
raerchant encourages the youthful clientele to examine 
and contemplate to their heart’s content before buying. 
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The varied assortment of giftwares 
carried in McCurley department 
has brought the store a heavy 
student trade which is reflected 
in added business in all other lines. 











by GRIER LOWRY 





Although he and his sales assistants furnish advice to 
students who visit the gift department, sales clerks are 
cautioned to place no pressure on the students to buy. 
“They have little use for stereotyped sales argu- 
ments,” said the jeweler discussing student patronage. 
“They prefer to examine the merchandise with only a 

minimum of sales assistance. Today’s university student 
mn is a good judge of merchandise, buys a good quality 
of products, and is the first to demand modern styles 
and models. We buy according to their tastes.” 

To stimulate student business, Mr. McCurley em- 
| ploys at least one student sales assistant. This autumn 
— a student apprentice will work part time in the watch 
irths repair branch. 

‘ ob- It was inevitable that the steady student traffic gen- 
erated by the gift department would be a boon to all 


cally branches. Sales of watches, rings and sundry mer- Flatware, jewelry, and watches are featured 
(Please turn to page 810) in this window of the McCurley store which 
st in anticipates even greater sales among stu- 
nade dent group as fall enrollments top 12,000. 








, for H. S. MeCurley, Norman, Okla., jeweler, 


believes that potential student trade 





ents offered by all-time high enrollments 
lives gives jewelers located in or near a 
college town good opportunity for extra 


i business in gifts, jewelry, and watches. 


the During the war, watchmakers at the store 
‘ were kept busy repairing watches of ser- 
vicemen from nearby base. Loss of this 
Ing. business has been offset by student work. 
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Dual Store Set-Up 


HARLES SCHWARTZ & SON had a problem. 
Fifty-eight years ago the elder Schwartz had 
started a retail jewelry business in Washington, D. C., 
setting up his store on 7th Street, N. W., in what was 
then the center of the fashionable shopping district. 
For many years 7th Street continued to enjoy the 
glamorous atmosphere of the “carriage trade” and 
Schwartz prospered and grew accordingly as a. purveyor 
of fine jewelry to Washington’s upper social circles. 
But finally, as almost invariably happens sooner or 
later in every American city, the character of the neigh- 
borhood changed. “Society’’ began moving to the outer 
edge and in the suburbs of the city, newer and “smarter” 
shops which drew the patronage of the upper income 


This is the type of advertising that was 
run by Charles Schwartz & Son prior to 
the starting of the new campaign. Note 
that both stores are featured in the same 
advertisement —an arrangement which 
Mr. Schwartz felt was defeating the pur- 
pose of having the two separate stores. 


Covers Two Types of Trade 


Many jewelers have been faced with the question of what 






groups began to spring up along H Street, and little 
by little 7th Street became the shopping district of the 
wage earner. 

Now, wage earners may be just as good as anybody 
else, and so is their money. Charles Schwartz and Son 
were glad to have their business, and gradually adjusted 
their stock and their merchandising to conform to their 
new clientele, and continued to do a nice volume at, 
nice profit. 

But they still couldn’t quite reconcile themselves ty 
the idea of abandoning the highly desirable trade op 
which the business had been built. Yet they knew that 
they couldn’t mix the two types of business, and that 
if they moved the store to the newer and dressier shop- 








to do about loss of trade through change in neighborhood 
character. Here’s how Charles Schwartz & Son, Washington, 


D. C., worked out this problem to their own satisfaction. 
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by R. W. CORRIGAN 





The "Groom's Room" in use. 
Here, the naturally diffi- 
dent swain may examine the 
prospective ring either 
alone or, as in this case, 
accompanied by the bride- 
to-be. The "Groom's Room” 
has a masculine air with 
substantial furnishings 
and sporting prints on wall. 


“Groom’s Room’ Idea Bids 
For the ‘Forgotten Man’ 


Everybody thinks of the bride when a wedding is in the offing, 
but it took Krauss Jewelers, Ambridge, Pa,, to provide a break 
for the lad who’s marrying the gal and footing many of the bills. 


The lucky winner of Krauss’ “Guess 
the End of the War" Contest collects. 


T seems to be almost an axiom that while everyone 
makes a great to-do over the bride at a wedding, the 
groom generally goes completely unnoticed. 

Socially, this is pretty well established. And commer- 
cially it works out pretty much the same way. While 
many a jeweler has fixed up a separate department in 
his store and called it the “Bride’s Bower” or something 
similar, who has thought of the groom? 

Answer: Krauss Jewelers, Ambridge, Pa. 

Last February this firm decided to do something about 
the “forgotten man” at a wedding. They realized, of 
course, that being overlooked was perfectly all right 
with most bridegrooms—they become embarrassed when 
too much attention is focused upon them. But, from the 
retail point of view, the groom does a great deal of the 
buying (or should, at least) and feels out-of-place and 
self-conscious among the displays and salespeople. 

Accordingly, the Krauss firm set out to do something 
about the situation. 
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“The idea is my own modification of features that I 
saw in THE JeEweELERS Circutar-Keystone,” says Phil 
B. Krauss, firm owner. “I am a constant and careful 
reader of that magazine, and have always found useful 
and important methods in its trade stories. Examining 
layouts of “Bridal Bowers” and “Bride's Nooks” con- 
yinced me that everyone was playing up the bride in 
what might be called a natural approach to sales of wed- 
ding jewelry, but leaving out an important factor: the 
groom. He has a lot of the buying to do, but he gener- 
ally feels out of place and embarrassed. 


“So, I decided to provide him with a corner to him- 
self, away from other customers and miscellaneous mer- 
chandise. In the ‘Groom’s Room’ he can relax, with a 
mind free to examine and pick just what he wants for 
the big event.” 

To that end, Krauss fixed up a cozy little room with 
a door, next to his office. It was paneled and tinted in 
soft finishes, lighted with daylight lamps and furnished 
with armchairs. A desk large enough to hold a couple 
of trays of rings, was provided, along with scales to 
weigh unmounted diamonds and a 10-power loupe to 
examine them. 

There the boy’s urge to hide away was satisfied and, 
sometimes alone but often with the girl along, he was 
able to select unset diamonds and settings to his taste 
and the lady’s. If desired, the attractive girls of the 
staff—blonde, brunette and red-head, varying in age 
from 18 up—would model the rings. The air of privacy 





At left and below—Advertising used to launch the “Groom's Room" was frankly 
the "teaser" approach. Below left—The check used to pay off when a Krauss 


and the lack of haste or bother enabled the groom to feel 
perfectly free to decide what wedding set will fit his 
circumstances. 

Although the “Groom’s Room” would seem to suit the 
“closing booth” routine of some high-pressure sorts of 
selling, that is just the opposite of Krauss Jewelers’ in- 
tention and method. It is true that few prospects who 
have set down in the intimate quarters have left without 
buying, but whether they buy at all or buy more than 
they may originally have intended, the result stems from 
the complete absence of pressure and the buyer’s ability 
to relax in comfortable surroundings. 

An extraordinary advertising campaign was used to 
launch the Krauss “Groom’s Room.” Primarily, the ads 
were slanted to arouse curiosity on the part of the “un- 
married” men of the community, although one can sur- 
mise that a good many married men became intrigued, as 
well. The initial advertisements, some of which are re- 
produced on these pages, made no mention of the 
“Groom’s Room” at all—the angle of “living models” 
was emphasized. Then, as the opening date approached, 
it was pointed out that the “Groom’s Room” would be a 
boon to all unmarried men, and that the salesladies 
would act as models for engagement and wedding rings. 

To say that the “Groom’s Room” has been sensa- 
tional would be putting it mildly. In the first five months 
of its operation the new departure has accounted for 
business equal to 10 times the cost of installation, caused 

(Please turn to page 812) 





ad backfired. Right—Veterans are given service buttons and pocket photostats. 
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Expansion of Premises 







Is Cue for Modernization 


Barr’s, Philadelphia, found the time ripe to acquire the 
adjacent building, thereby acquiring the room for a greatly 
expanded and completely modernized jewelry establishment. 


OCATED in the 1200 block on Chestnut St., Phila- 
delphia’s “block of tomorrow,” the newly enlarged 
and modernized home of Barr’s, jewelers and silver- 
smiths, adds much to the area’s reputation for being 
modern. For in this block, over 90 per cent of the stores 
are either entirely new or have been modernized in the 
past few years, and those remaining will be modernized 
as soon as materials become available. 

In 1939 Barr’s moved from the 1000 block on Chest- 
nut St. to the present location. However, at that time the 
firm’s quarters were quite small being but a single unit. 
Recently, however, the owners were successful in acquir- 
ing an adjacent building and expanding the store, so 
that at the present time it boasts a 40-ft. frontage. 

The most notable feature of the modernized Barr’s, is 
the preponderance of display space which permits com- 
plete segregation of merchandise. 

Two center islands of eight cases each occupy the cen- 
ter of the store. The one nearest the door displays cos- 
tume jewelry of all types, ranging from inexpensive 
items to the more elaborate and costly variety. The sec- 
ond island is devoted to men’s accessory jewelry, a sepa- 
rate case being ear-marked for each manufacturer's 
presentation. 

The diamond department, an inverted horseshoe by 
the entrance, consists of six cases, and permits semi-pri- 
vate consultation between customer and salesperson. 

Other displays in the store (there are 35 display cases 
in all) feature watches, set rings, scholastic jewelry and 
baby goods. In connection with scholastic jewelry, it is 
interesting to note that Barr’s have one of the largest 
stocks on the East Coast, serving over 2000 high school 
students annually. Such items as school rings, prom fa- 
vors, pins and keys are particularly in demand. 

Wall cases throughout the Barr store, some 25 in num- 
ber, provide ample display facilities for larger items 
Bert's fecede demonstrates how the ecqs'- such as clocks, dresser sets, silver hollowware, electrical 
sition of the adjoining property permitted the appliances, china and leather goods. 
firm to extend window display area without One of the 8-ft. cases ranging along the side of the 
a ye eee Seas evn. store is devoted to such items as wallets, cigarette cases, 
fountain pens and mechanical pencils. Two additional 
cases are occupied by the service department, and dis- 
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Above—View of the interior of 
the Barr store as seen from the 
entrance. At Right— View of 
the store from the balcony in 
the rear. The special diamond 
display department may be seen 
at the left of the entrance. 


play metal and leather watch bands for both men’s and 
ladies’ watches. 

A separate case has been provided for the presenta- 
tion of sterling and silver-plated flatware. Samples of 
all patterns are appropriately featured and the browsing 
customer is able to view the contents at a glance. 

One large case on the main floor of the store is de- 
voted exclusively to the needs of Veterans: ribbons, dis- 
charge emblem rings. pins, etc. Since authorized by the 
War Department, they have sold over 5000 discharge pins. 


FOR SEPTEMBER, 1946 


In expanding the store’s size to take in the adjacent 
store, Barr’s were fortunate in being able to retain the 
original store front and merely add to it. The addition 
encompassed a 25-ft. window display space which, being 
on Chestnut Street, acts as a splendid merchandising aid 
since the entire span is completely unbroken. 

The basement of the new store, like the first and sec- 
ond floors of the building, is completely air-conditioned 


by the 26-ton Carrier units. Devoted to shipping, stor- 
(Please turn to page 313) 
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Recognition of services provides incentives for employees to work for the firm, 


Rx For Suceessful Business... 


Your Relations at Point of Sale 


EREL & LOWENSTEIN, Memphis, Tenn.. 

jewelers—known throughout the Cotton Belt as 
the Diamond Store of the South—believe that a happy, 
well-trained, and well-informed sales force is just as 
important as the finest merchandise and quantities of 
advertising. 

Certainly, facts and figures relating to their phenom- 
cnal success over a period of 36 business years bears 
out this contention. 

“You may advertise in newspapers, on the radio and 
on billboards—all of which we do,” said Mr. Joseph 
Perel, who manages the store’s finances. “You may stock 
the best in merchandise—which we also do—but so do 


many of our competitors. Unless you take into con- 


sideration the human factor—the people who work for 
you—the merchandise, no matter how good, and the 
advertising which tells about it, goes for naught if your 
employees are disinterested and uninformed cogs in a 
lifeless, cold-blooded machine.” 

One need not take Mr. Perel’s unsupported word for 
this. It is only necessary to observe the progress they 
have made since, in 1910, Mr. Perel and Mr. Lowen- 
stein bought out the bankrupt stock of the Shaw Jewel- 
ry Co. in Memphis. 
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They started out with three clerks. Today they have 
98 employees. In 1925, having outgrown the seams of 
the old store, they built a large, new one, and moved to 
their present location, 144 South Main St. Now, in 
1946, they have bought the two large stores next to 
them. For months this project has been in the hands 
of architects and carpenters and out of it has emerged 
one of the most modern jewelry stores in the deep Soutli. 

To the diamonds, watches, and other allied jewelry 
lines have now been added gifts, typewriters, cameras, 
electrical appliances and radios; merchandise, which 
during the war years they found to be profitable. They 
have two other branch stores: one at Jackson, Tenn., 
and one at Mayfield, Ky., and their 16-page catalogue 
las been expanded to a 40-page pamphlet. No othe 
jewelry firm in Memphis has made such rapid strides. 

Employees will tell you it is fun working at Perel & 
Lowenstein’s where they are regarded as human beings 
rather than as store fixtures. No matter how minor 
their position they are treated as members of a big 
family rather than hired help. That they actually be- 
lieve this, one has only to look at their contented, happy 
faces and note the interest with which they go about 
their work, the manner in which they greet each other 
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when they enter the store in the morning, or the sincere 
admiration which leaps to their eyes when one of the 
bosses pauses to make some friendly comment. 

Each employee is made to feel that he or she is an 
integral part of the organization and responsible for its 
perfect functioning, that they are individuals with per- 
sonalities and intelligence, and that above all they have 
a right to express themselves. In no clearer way can 
this attitude of employer toward employee be shown 
than through the items which appear regularly in Perel 
& Lowenstein’s employee publication, The Diamond 


Gazette: 


“THREE DOLLAR PRIZE TO BE AWARDED 
EACH MONTH FOR BEST SUGGESTION 
TURNED IN 


The management announces a prize of $3 to be 
awarded to the employee making the best suggestion 
of the month. Explain your ideas in detail . . . don’t 
be timid whether you are criticizing a present prac 
tice or suggesting a better one.” 

Perel & Lowenstein believe in giving the underdog a 
break. They believe in awarding praise where it is due. 
The public acknowledgment of an idea, along with a 
monetary award, has done much to inspire an employee 
to greater effort. Many of these $3 prize suggestions. 
contributed throughout the years, have become some of 
the store’s' most cherished policies. 


The firm feels that when an employee believes that 
he is important to a business and that his suggestions 
are worthwhile, then one has an employee constantly on 
the alert for new ideas. He inspires his co-workers to 
do the same. This results in a happy, cooperative 
family group all working for an organization of which 
they are a component part. Discourage this feeling ot 
importance, according to this wide-awake and progres- 
sive jewelry firm, and you have a listless, uninterested 
group of workers, who watch the clock, wish the day 
were over, and leave as soon as another job looms up 
in the want-ad page of the daily paper. 

“Employees,” Philip Perel says, “are in a better 
position than the employer to make profitable sugges- 
tions. They are in closer touch with customer—they 
know his likes and dislikes. Even when it comes to the 
actual mechanics of their work they can often make 
worthwhile time-saving suggestions whereby the whole 
store will profit and save the firm money.” 

Nor do Perel & Lowenstein stop with the mere 
awarding of prizes for promotional ideas. They treat 
their employees as members of a big family. They keep 
them informed as to changes the firm may have in mind; 
they are told of the strides the organization is making, 
what its future plans are, what they expect in the post- 
war era, or effect strikes have on business in general. 

Every now and then they have, a “sales clinic,” which 

(Please turn to page 818) 


A modern store, the best merchandise, and active advertising 
campaign, are all unimportant to your business suceess unless 
you have your sales staff working with you instead of for you. 


This employee publication 
is one of the best means of 
providing the close rela- 
tionship between employer- 
employee enjoyed by store. 
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Personal Touch 
Pays Off 


In Promotions 


Dick and Gladys Gregg, young west coast 


retailers, capitalize on human interest 


appeal in their publie relations. 


OULD you like your sales promotion stunts to 
pay off not only in increased sales but in valu- 
able free publicity plus the goodwill of local citizenry? 
You may well accomplish such results if you follow the 
lead of Dick and Gladys Gregg, co-owners of Jerram’s 
House of Fine Diamonds, San Luis Obispo, California. 
This young Mr. and Mrs. team has injected its own 
lively personality into the business policies of the store 
with results that are highly gratifying. 
“We like to term it the personal touch,” smiles the 
feminine half of the team, “and it is not limited to our 
across-the-counter dealings alone. It is carried right 
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One of the most oftective 
of the Gregg promotions js 
the presentation of g watch 
to the Fiesta Queen. Here 
Dick Gregg (with beard that 
was grown for the occasion} 
looks on as latest Queen js 
presented with wristwatch, 


by ROBERT E. APPLETON 





Display windows in Jerram's modern front 
are designed to give passersby a closeup 
view of small but choice selection shown. 


over into our various advertising mediums and our sales 
promotion stunts.” 

“We've had particularly good success with promotion 
stunts,” chimes in Husband Dick, “and there is no doubt 
at all that the personal touch is the answer.” 

Just what is this personal touch which the Greggs are 
obviously sold on? 

“Well,” says Gladys Gregg, drawing a big breath, “all 
good sales psychology is based on the human element. 
A window display is arranged so as to be attractive to 
the eyes of passersby. A good sales talk is one which 
will fall easily on the customer’s ear. But a window dis- 
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Longines 


od 


Longines watches give great satisfaction be- 
cause they are so accurate, so long-lasting, so 
distinguished. Ten World’s Fair Grand Prizes 
and 28 Gold Medal awards attest to the su- 
perior manufacture of Longines watches and 
their elegance; the highest observatory honors 
acknowledge their accuracy. Throughout the 
world, no other name on a watch means so much 


_as Longines, the world’s most honored watch 


” Pad ul of Lingines Millnaur Nath 


buat Yitk Menteral Gunn 














THE LONGINES SYMPHONETTE, MISHEL PIASTRO, CONDUCTOR - ON LEADING RADIO STATIONS COAST-TO-COAST 


FIRST OF A SERIES OF FULL PAGE ADS NOW APPEARING IN NATIONAL MAGAZINES 
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play that is merely pleasing to the eye because it is laid 
out along symmetric lines will not compare to one which 
has a special theme, a human interest appeal. It is the 
same with a well planned sales talk. No matter how 
cleverly worded, it will definitely lack punch if the sales 
person fails to add his own personal spark of enthusi- 
asm, his own personal touch.” 

In order to insure their sales promotion enterprises 
having this all-important human interest appeal, the 
Greggs decided on a plan which could not miss. 

“The simplest way to focus the public’s interest as 
well as its attention on the store,” explains Mr. Gregg, 
“is to tie in with something that the public is already 
interested in. That is why our promotion ideas are 
linked with various civic events which are sure to have 
a widespread appeal.” 

Undoubtedly the most effective of the Gregg enter- 
prises is the gift they award in connection with San Luis 
Obispo’s Fiesta de las Flores. The Fiesta, which is a 
gala three-day affair, draws a heavy county-wide crowd. 


Another Gregg enterprise 
is the presentation of gifts 
to the outstanding boy and 
girl high school graduate. 
Here, Mrs. Gregg presents 
gifts to students at recent 
high school graduation, 


Highlighting the colorful spectacle is the coronation of 
the duly elected Queen of the Fiesta. Directly tied in 
with the coronation ceremony is the presentation of a 
gift from Jerry Jerram’s House of Fine Diamonds (the 
gift for the current Fiesta was a wristwatch retailing 
at about $400). . 


“The response to the Fiesta award,” relates Mrs. 
Gregg, “was tremendous. For weeks before the event 
the store traffic increased enormously as a result of folks 
dropping in to see the watch. Not only the various con- 
testants and their hopeful friends and relatives, but 
citizens in all walks of life showed great interest in the 
award. After the Fiesta the increase in store traffic was 
even more marked. Although an accurate accounting is 
out of the question, a safe estimate on the increase in 
sales the first month following would be in the neighbor- 
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hood of 100 per cent. Needless to say, the watch itself 
was more than paid for in the increased returns,” 

Of even more importance than the immediate resultant 
profits is the gain of lasting appreciation and goodwill, 
the true value of which cannot be measured. The many 
congratulatory letters and phone calls, the major 
from people in no way connected with the Fiesta, is 
proof enough that the gesture was widely appreciated 

Another award which has proven popular is the loca] 
high school graduation award, which consists of two 
gifts. One gift goes to the outstanding boy student tp 
be graduated and the other to the outstanding girl. The 
presentation of the awards is listed in the graduation 
program and is incorporated into the ceremony. The 
current award was a compact for the girl (retail value, 
$65) and a nationally advertised lifetime fountain pep 
for the boy. 

“We are especially happy to give the graduation 
award,” says the Greggs, “as it has the added quality 
of rendering a public service to deserving youngsters, 





The school officials are particularly cognizant of this 
fact and are most cooperative and appreciative.” 

“The possibilities for tying in with local events are 
innumerable,” Mr. Gregg points out. “As soon as suit- 
able trophies are once more available we plan on exploit- 
ing this field even more fully. The athletic angle is one 
we shall hit strongly. Not only shall we donate trophies 
for various athletic events, but we also plan on sponsor- 
ing at least one team of our own, probably a bowling 
team. 

“Of course, tie-ins need not necessarily be confined 
to local events. Clever handling of national holidays, 
etc., will bring in good results. But for a sure-fire plan 
that really strikes home, the local field is too good aD 
opportunity to overlook.” 

“And,” winds up the Mrs., “don’t forget—it’s the 
personal touch that does it.” 
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wave wings in to kiss o tranquil shore. Among its fellows, it alone 
special, spray-jeweled splendor — becouse it brings 
© first message of her love. So some day will her diamond gleam unique 
blazing gems, -olight with her own love's significance, 
the engagement ring-stone that’s to mark her married lifetime 
should be selected for its singular role. It need not be of many 
rats, for color, Wority, and cutting are important also in determining 
. vale. You will need the judgment of a trusted jeweler. 
De Beers Consolidated Mines, Lid., and Associated Companies 


The prices above were averaged trom 








@ great many stores in Aptil, 1946. 


New and excifing . . . here's the first advertisement of a dramatic and different 
series on an age-old and important theme . . . the diamond engagement ring tradition. 
This fascinating four-color advertising . . . with 112,032,208 messages through the year 
in leading magazines . . . is designed to deepen the appreciation of, and the desire 
for, the diamond as the symbol of love and marriage. It points with sincerity to the 
importance of seeking a trusted jeweler’s advice in making a purchase. . . . De Beers 
Consolidated Mines, Ltd., and Associated Companies. 


SEE THIS ADVERTISING IN: LIFE *« THE SATURDAY EVENING POST + COLLIER’S + LOOK 
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Facade of the Pitt store, showing 
how the ‘island’ harmonizes with 
the rest of the store front. Note 
the small stand beneath the island. 


by JOHN HEFLINGER 





Of course it isn’t surrounded 
by water, but William Pitt’s 
island is surrounded by his 


eustomers, and that’s better. 


Close-up view of the ‘island’ illum- 
inated. Step arrangement within 
the display permits the showing of 
a great variety of merchandise. 


Atel LOUIS STEVENSON is not the only 
creator of a profitable Treasure Island. William 
Pitt Jewelers, at the corner of Colorado and Euclid, 
Pasadena, California, have built an octagon-shaped 
island which is responsible for a veritable treasure of 
sales. Located in the store’s front foyer entrance, it is 
an eight-windowed showcase that is truly a pedestrian 
eye stopper. 

Beautiful in itself, it has the further advantage that 
without giving the air of a hodge-podge of different 
items, it can offer to the gaze of the passerby such a 
variety of merchandise that it is the rare person indeed 
who does not usually see something in the display to 
invite his or her closer inspection. 
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This is achieved by the fact that ordinarily a different 
type of goods is shown in each of the eight sides, Thus 
eight different lines—which means something to attract 
practically everyone—are on display in one concentrated 
area and yet there is no effect of a jumbled assortment 
of unrelated items, because each group is kept-within its 
own section. 


“Experience has proved that the best effect is created 
and more articles sold when each section sells one line 
of merchandise exclusively,” William Pitt, owner, de- 
clared. “Otherwise a scattered hodge-podge display 
results. Of course such specialized sales events 48 
Mother’s Day, Father’s Day or graduation time are 

(Please turn to page 821) 
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RONSON EXPANDS ITS —_ NETWORK 


“137 stations 


COAST-TO-COAST, BORDER-TO-BORDER! 


Here’s the new MBS line-up for RONSON’: “Twenty Questions,’ Saturday nights, 


beginning October 5th (Pacific Coast, Sunday nights, beginning September 28th) 
See your local newspaper for time and station 
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RONSON DEALERS This tremendous rota ———or Sen Anrenio MAE 


Denison “ KRRV 





increase of radio coverage gives Ronson a hook- Certerevitle wane «EW YORK «8 tyter xoxs 
. ‘ y Cordele WIM Buffalo WEBR — an 
up covering 70% of America’s radio homes in Dublin WMLT Middletown WALL Wate WIX 
Orlin WKEU = New York WoR AH 
. ° ° 9 Macon WNEX Syracuse WOLF len KLO 
markets which account for 71% of the nation’s ritiedgerite WHE NORTH GanoLs Salt Lake City — KALL 
‘ Cah é Sevenneh wece sttevile WEN VIRGINIA 
retail sales. Continuing throughout the Christmas ihinols WON Sreeuvific «- WGTC.«—«séertamouth «= WSAP 
. ° ‘ . Reck Is.- Jacksonville WJNC Petersburg wssv 
gift season, the Ronson radio campaign will be ore WHOF Lumberton = WTSB_Pulaakl wruv 
e ° e a = wisc Whitevill 
supplemented with an intensive advertising — om ween > seetrantatome m 
Dubvave ono 
j ; } 1 x City KTRi Akron WHKK Yoxmne. KIT 
schedule in leading national magazines. Never pre ae Gauten WHBC WEST VIRGINIA 
False Mergentown WAR 


has there been such a massive merchandising 


program in the lighter industry. 


There’s no combination like unchallenged prod- 
uct excellence and consistent advertising domi- 





nance. No wonder public demand continues to 


OUR SOTH YEAR 


pace Ronson’s steadily increasing output. And 


what could be better for you as a Ronson dealer, . 
because that demand is drawing into your store 
more and more people with more money to spend. 


RONSON ART METAL WORKS, INC., Newark 2,N.J. WORLD'S GREATEST LIGHTER 
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of Whee. Marthe 


--- A Merchandising Primer 


At left is regular sapphire crys- 
tal and at right a star crystal. 
In center is facetted gem and a 
star stone. Both rough and cut 
specimens are from the American 
Museum of Natural History, N. Y. 





A condensation of the facts and fiction on the 


birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


HARING first rank among precious gems with dia- 

mons, emeralds and pearls, are the ruby and sap- 
phire, both varieties of the mineral corundum, the only 
difference being in their color. It is of the sapphire of 
_which we will tell here, it being the natal stone for Sep- 
tember. 

The sapphire is found in a wide range of colors from 
colorless stones which, unfortunately, are deficient in 
fire and cannot approach the diamond, to pink, green, 
yellow, purple, orange and blue. The yellow stones 
compare with the topaz in color und are superior to the 
latter in hardness. Corundum is next to the diamond in 
hardness and ranks nine on Moh’s scale. This hardness, 
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ccupled with their beautiful color has made the sapphire 
a popular stone for jewelry, especially for rings. 

Their most popular color for jewelry is blue, from 
which color the stone is said to have derived its name. 
Today, “sapphire” and “blue” are synonymous in mean- 
ing. In ancient times it was used to signify all blue 
stones and like ruby was eventually restricted to only 
the hardest of them. 

Like the ruby, certain sapphires because of a peculiar- 
ity in their crystalline arrangement, display the six- 
sided star effect when cabochon cut. 

Unlike the ruby of which large stones are extremely 

(Please turn to page 828) 
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tise and shine 


a lovely Victoria necklace to enhance your charm... 
from morn to 


midnight 


at midday and twilight 
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This full-page Utetoria advertisement will appear tn the Mou. 15th Vogue. Other Victoria ads 


will run regularly in Life, American Weekly, Esquire, Look, Ladies’ Home Journal, 
Photoplay, Holiday and New York Times Magazine; Total circulation 21,739,550. 


See Your Vietoria Distributor “Today 
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Current Display Keeps 


Interest in Colored Stones Active 











In addition to their monthly window promotion, Shaw's uses one large 
window each year, as above, for a complete showing of colored stones. 


Shaw Jewelry Co., of San Antonio, Texas, finds that specialized 


displays of the birthstones are best means of building eustomer 


interest and creating additional business on colored gemstones. 


ISPLAYING colored gems in the window is not 

as easy as it might seem. Filling a window or a 
section of a window with various rings, as most jewelers 
do, is a rather haphazard way of creating interest in 
any particular gem variety. Specialized displays of a 
birthstone are a decided improvement but even such dis- 
plays usually say little more than—‘This is your birth- 
stone, why don’t you wear one?” 

The Shaw Jewelry Co., in San Antonio, Tex., has de- 
veloped some ideas in gemstone merchandising that have 
proven very valuable. Each month a small window is 
dramatized with rough and semi-cut stones and the copy 
includes facts about the stone as well as legefds that 
have grown up through the certuries in connection with 
the particular gem. Each year a large window is used 
for a complete showing of all gemstones and the resul- 
tant window traffic is really astonishing. 
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by BARNETT SHAW 


This year the big display proved a bigger sales-getter 
than ever before. This display was left in the window 
for two weeks and calls which resulted from it were 
practically continuous for the period. Many people 
came in merely to talk about gems or to have a family 
heirloom identified but the window also accounted for 
many definite sales, not only of rubies and sapphires of 
high value but a great many opals, aquamarines, ame- 
thysts, and other less expensive gems. 

The display had a definite theme. In the back- 
ground was a.large papier-machié globe of the world, 
above which was the caption: “Everything in the world 
is reflected in the beauty of precious gems.” Grouped 
about the window were the principal gemstones, each 

(Please turn to page 826) 
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CEYLON. 
Glades 
























> 
from Ratnapura, “Village of the Gems,” come the 

cA loveliest sapphires of all colors. Importing directly from 
Ceylon to New York, we present one of the world’s most important 


collections of genuine sapphires both mounted and unmounted. 


BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, N.Y 
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Mental Hazards Encountered 


In Jewelry Retailing 


*‘Booby-traps’ of the mind can be responsible for many troubles 


which beset the retail jeweler, simply because they cause him 
to lose sight of his primary interest—the selling of jewelry. 


ETWEEN the ears and under your bald spot (if 

you have one)—that’s where you find them. They 

exist only in the mind, yet are fearfully real. Mental 
Hazards. These booby-traps of the mind have ruined 
many a jeweler, halved the success potentials of others. 
As the first post-war year ends, and the second one 
gets under way with new complicating factors, mental 
hazards of new varieties, added to the perennial ones, 
are a threat to efficiency and good management. For 


example—the “Should-I-Sell” fever with which hun- 


dreds of jewelers are infected right now. 

Billy Lewis, who has conducted a successful jewelry 
store for 12 years, in a western Nebraska town——Lewis 
is not his real name, of course—makes a good case study 
for us. Down the street a block is Joe Hatch, who built 
up a prosperous auto repair business during the war, 
buying a fairly large building in which his shop was 
located. Two or three months ago, Joe sold building and 
business for a cool $50,000, triple his investment. And 
that isn’t all. Bill Lewis’ old friend, Jack Stevens, has 
sold his laundry “cleaning up” financially, and another 
friend, Oliver Holt, has disposed of his moving and 
storage business—‘“getting out while the getting is 
good,” is the way that he put it. 


THE “SHOULD | SELL?" FEVER 


Billy Lewis had a thought, “Why not me, too?” There 
was nothing wrong with that thought, except that it 
returned, dozens of times, hundreds—until it wasn’t just 
a thought, it was a mental hazard. Billy Lewis believes 
-—and he is probably right—that he could sell his 
jewelry store and show a handsome profit—yes, a 
beautiful one—on the deal. His books for the past four 
years make very pretty reading for a prospective buyer. 
Billy hasn’t admitted— yet—that he is interested in 
- selling, yet several people have asked him to set a price. 

One hour the jeweler tells himself, “Shucks, I’d be a 
fool to sell this good business! I don’t want to retire! 
What would I do with myself—and what would I do 
with the cash—get 2 per cent on my money?” 

And then the remark will occur to Billy of a fiftyish 
friend who sold his weekly newspaper and job press. 

“It was a nice offer, Billy. I did some figuring, and 
decided that if I sold out, I’d be as far ahead right now 
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by H. R. SIMPSON 


as I would in another 10 years, if I held the business and 
kept on working. So I sold.” 

I don’t expect Billy Lewis to sell. Nine out of ten of 
the jewelers who, right now, are afflicted with “Should- 
I-Sell” fever won’t sell. But meanwhile their uncer- 
tainty has become a bad mental hazard. They do not 
give the 100 per cent concentration to their businesses 
which, in these tricky times, they ought to give. They 
are not making the plans, preparing for a successful 
future in competition, that they should make. 


TAKE DEFINITE ACTION! 


The business man who is disorganized, hurt, by this 
mental hazard, should do one of two things. (1) He 
should, with determination, put this question off in s 
corner of his mind where it will not disturb his efficient 
management of his store, or (2) he should make up his 
mind. 

The daily newspaper and the radio are twin mental 
hazards these days. of zillions of business men. Lead- 
ing a normal, happy life, we would find it rather hard 
for a time to get along without them. Yet with their 
headlines—always big, black—365 days a year, and 
their radio commentators, always with their exciting, 
pompous voices, attaching false importance to the most 
routine news—they can become a very bad habit for the 
jeweler. Unfortunately, there is no practical way to gel 
our daily news (in printed or verbal form) without too 
much spice, chili, or mustard. 


DON'T BROOD OVER NEWS 


Over-attention to news, especially news concerned 
with social, political, and economic matters effecting 
business can become a serious mental hazard. The mer 
chant worries when worry is entirely negative in its re 
sults. He worries about matters about which he can do 
nothing, whereas the same concern, directed. toward 
problems of his own store, would logically lead in due 
course to improvement and progress. 

There are the age-old, eternal, mental hazards of the 
individual in business. Talk with an understanding old 

(Please turn to page 329) 
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REHER BROS. & WIDE 


Importers and Cutters of Precious and Semi-Precious Stones 


48 West 48th Street New York 19, N. Y. 
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Pierced ‘Work 


Gives Jewelry 


A Delicate Air 


Cartier achieves laey effects 
in open-work mountings seen 
at Hampshire House in July. 


OU won't be hearing the words “chunky” and 

“massive” used in the description of jewelry this 
year, if Cartier’s latest collection is any indication—and 
we think it is! The words you'll be more likely to hear 
—and use—are “light” and “delicate,” “intricate” and 
“airy.” 

At a dazzling exhibit held at the Hampshire House in 
New York in mid-July, Cartier displayed its handsome 
new creations, most of which could be described in just 
such frothy terms. Pierced work in gold and platinum, 
with the metal spun out to lacy lightness, was demon- 
strated in many of the clips, brooches and bracelets. 

The new jewelry, though actually larger than ever, 
gets away from the slave-chain look by the use of pierc- 
ing, one of the jewelry craftsman’s most difficult arts. It 
is the successor of the gold wire jewelry which came 
here from Paris about six years ago and of the more 
recent stick-work which bristled with straight wires like 
toothpicks. Pierced work, as a mounting for diamonds 
and other precious gems, will be difficult to “copy down” 
in dressmaker jewelry since its beauty depends on hand- 
filing with tiny saws in intricate patterns, almost as fine 
as lace. An outstanding example of this work was a 
handsome bracelet terminating in two square hollow 
posts of pierced work. 

For the mechanically minded, Cartier has produced a 
growing flower which can change from a gold bud into a 
full blown diamond-edged rose at the whim of its wearer. 
Also aimed at the gadget-fancier is a brooch that stre-e- 
etches. It is a good-looking diamond bar pin which with 
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This fountain of jewels was the center of interest — 
at Cartier's mid-summer showing. Platinum, diamonds 
and gold predominated on its satin tier. Regency fob © 
watches; top-of-the-ear earrings struck new notes, 


a gentle pull turns into a big diamond-shaped brooch for | 
more expansive moods. 
Another admirable engineering feat is the “over the” 
top” earring with the chief ornament swinging ‘over” 
the ear like a senorita’s spit-curl. The ornament, a” 
sapphire and diamond confection, is carried up there on™ 
a curved platinum wire concealed behind the ear. 
There is a colossal gold bracelet with crossed-over 
ends like iceman’s tongs and the diamonds thrust 
through the metal at random. “Pari-mutuel” is an’ 
amusing bracelet of pony skin clasped with a halter and) 
ring of diamonds. Clever clips are a little love letter” 
sealed with a ruby, flying away on a diamond wing, and) 
an outline map of France in diamonds with the tricolor) 
in rubies, diamonds and sapphires. 7 
The “dandy” fashion for high stocks and pointed col- 
lars is saluted by Regency watches, designed after the} 
huge fobs worn by the English Prince Regent in the 
days of George III. These long pendant watches in dia-] 
monds and enamel were designed to be pinned at they 
belt but may also be worn on the lapel or the pocktt. 
Also featured at the show were the diamond nuptial’ 
crown worn by the last three empresses of Russia and a 
collection of the tiniest real diamond jewelry ever to em) 
ter the port of New York from Paris. The latter was 
imported by Cartier in connection with the French) 
fashion-doll art show, “Theatre de la Mode” (see Jun¢) 
JC-K, page 238), and will next be seen when that ex 
hibit opens at the San Francisco Art Museum in Sep 
tember. 
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IRDS of a feather really flock together in Car] p 
Lindstrom’s intriguing new designs, featur; 
graceful humming-birds worked in gold, with diamond, 
and other precious stones for the eyes. 

These birds come not only in pairs, but in whole 
flocks to mass on a hat, along the neckline of a dregs 
or in any other way milady prefers. 





To illustrate how versatile the jewelry is, Irene Hey. 
vey takes the pair of gold humming birds, pins them 
first as clips on opposite sides of her gabardine suit ang 
links them together with a double gold chain to give , 
chatelaine effect. Then she takes the same birds, ping 
one on the shoulder and one on the hip of her suit, with 
the gold chain worn singly over her shoulder and around 
her arm like a French soldier’s fourragere. The dain 
humming-bird ear clips can be worn clipped to the collar 
of a suit to add distinction and interest to any outfit, as 
Miss Hervey demonstrates. 


Definitely “fun” are Lindstrom’s “cock of the walk” 
pins that are caricatures of birds in gold, complete to 
top hat and a saucy tail set with a jewel. Irene Hervey 
wears not one, but ten of them pinned to a simple white 
beret, and immediately the beret achieves new impor- 
tance not only as a fashion item, but as a definite “cop- 
versation piece.” These pins can also be worn on 4 
dress, marching up the strap of a shoulder bag, or 
pinned to the cuff of a blouse—they are versatile be- 
cause they are so humorous, and because they may be 





Irene Hervey, motion picture star, il- 
lustrates how two gold humming bird clips 
and matching earrings can be worn several 
ways. Here the clips are linked together 
with gold chain to give chatelaine effect. 


From Hollywood: 


Flocks of Gold Birds 








Flatter Tailored Suits 









Miss Hervey here takes the same gold hum- 
ming birds and pins them on her hip and 
shoulder, links them together with a gold 
chain and gets a totally different effect. 
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CUT YOURSELF A BIG SLICE 
OF BIRTHDAY RING SALES 


It's someone's birthday every day of the year —and day by day 
jewelers reap rich dividends with birthstone rings 
that feature finest OVAL imported and domestic colored stones. 
Bearing the closest resemblance to real mined gems, 
these celebrated stones are unexampled for beauty and luster, 


matchless for durability and resistance to cracking and chipping. 


Rings by Engel & Oliver 


FINEST IMPORTED AND DOMESTIC COLORED STONES 


ALL SIZES * ALL SHAPES + ALL COLORS 


OVAL MANUFACTURING CO., Inc. + 64 W. 36th St, New York 18 


OVAL IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE, R. | TRUE COLOR, GEM-LIKE, GLASS STONES 
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Here Miss Hervey wears a dozen "Cock 
of the Walk" pins on her white beret. 
Birds are set with various stones and 
make "conversation piece" of her hat. 


by JEAN GILMAN 


Fashion Editor for Margaret Ettinger 
Hollywood, Calif. 





worn with sports clothes or evening clothes with equal 
success. 

Lindstrom also has designed some flower pins in vary- 
ing sizes, with matching ear clips that can be worn in a 
variety of ways. Instead of using a single clip, Miss 
Hervey takes three of varying sizes and wears them 
clustered on one shoulder. Three gold leaves surround 
a delicate four-petaled rose with stamens of diamonds, 
sapphires or rubies, and the earrings are exact replicas 
in miniature of the certer rose without the gold leaves. 
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To illustrate the versatility of the gold 
humming bird earclips, Miss Hervey wears 
six of them as tiny clips on her collar. 


More effective when worn together are these 
gold flowers with diamond, rubby and sapphire 
centers. Earrings are blossoms themselves. 
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MULTI - FACET’ 


NATIONALLY *. 
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Because it is the only 

totally faceted diamond ever 
produced... because it gives an 

impression of larger size... because it 

is guaranteed against chipping... because it 
has great consumer appeal...the Multi-Facet 
Diamond offers you unlimited sales possibilities. Write 

for franchise availability in your community. 


The name Nulte Facet is stamped in each ring 
ADVERTISED 


_ Diamond Craft of America, 551 Fifth Ave., New York 
“.. London, Amsterdam, Antwerp 





Welcome A.N.R. J.A. 
Visit Our Exhibit in Booth 514 


All diamonds cut in our Modern he 


Diamond Rings . . .  . Diamond Bracelets 
Diamond Earrings . Diamond Watch Attachments 


Importers of i. 


ESTABLISHED IN NEW YORK CITY SINCE 1914 


.& J. BLETS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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Take Your Choice ... 


Installment Selling. or the Quality Market 


The day of ‘everyone has extra cash’ has passed, and it now 


behooves the jewelry retailer to concentrate upon either the 


ordinary common man, or the upper-crust with the savings. 


- 


by THE OBSERVER 


S of Jan. 1, 1946, there were 140,386,509 people 
in the U. S. according to the estimate by, the 
Bureau of Census. That’s a lot of market ... and yet 
it isn’t, because a lot of these people do not have the 
cash to buy your jewelry. Many of them had it through 
the war years, but they have not got it now, if we can 
be guided by the figures of the Bureau of Economics, 
which have to be okay with me. 


People in 70% have 
MILLIONS SAVINGS 


28 ™ 20% 














70m 50° 
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First, there are 42 million who have no savings at all 
that are worth recording, and are trying to buy meat 
and potatoes and pie and coffee with what money they 
get hold of. Then there are another 70 million, who, 
while they are a little better off, have only modest 
amounts of from fifty dollars to £1,800 laid away and 
are very apt to be hanging on to that until the fight 
against the black market clears away and things settle 
down a bit, or may have it ear-marked for that new car. 
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98 Million people hold All savings 


TOP 20% 
of U.S. families 
Have 77% of 


So, regardless of how fast you went after the mass- 
market during the last five years the rush may soon 
have to turn in the opposite direction. It’s the old story 
of the rich get richer and the poor get children. Obvi- 
ously most of the G.I. Joes who hustled to the altar and, 
perhaps, bought a diamond ring in the process, can no 
longer be classified as good prospects or as “in the 
money,” for the majority of them today are either just 


Amount of 
SAVINGS 





$1800 
OR MORE 


$50 to 
$1800 
Bracket 




















50% 
— poecily 


SAVINGS 























starting in as trainees or are members of the “52-20 
Club” which has assumed such large proportions since 
the Japs gave up the scrap. Those boys, and their | 
wondering wives, are searching for abodes and living ~ 
with the in-laws and have little to spend for trinkets, 
gadgets or little else of what you sell. 
And the chances are that prices will remain at theit © 
present levels, if not higher, on those items made wholly 7 
(Please turn to page 330) 


THE JEWELERS’ CIRCULAR-KEYSTONE ~ 



































THE GUILD OF AMERICAN DIAMOND CUTTERS | 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 
bean 
Melee Plant: 305 East 45th Street, N.Y. C. Los Angeles Office: 220 West Sth Sfreet 














Diamond Tool Research Co. 304 East 45th Street, N.Y. C. 








, 
j 
*Trade Mark U.S. Pat. App. for if 








Spare 0! Spare Those Birthstones 


*The birthstone and anniversary lists are causing all sorts of 


eonfusion’ wails Percy K. Loud, and he saggests that specifie 


items for months and anniversaries be abandoned altogether. 


OW that ANRJA has decided to look into the mat- 
ter of revising the birthstone and anniversary 
lists, perhaps they will consider the suggestions of Percy 
K. Loud, president of Wright, Kay & Co., Detroit. 
Mr. Loud is in favor of dropping jewelry from the list 
altogether. 
Heresy, you say.... 
Perhaps—but then there’s Mr. Loud’s side of the 
story. 
Recently, one of his department managers stopped 
Mr. Loud and asked him, ‘Why, in the name of all that’s 
holy, can’t we sell aquamarines in December?” 





January yar Mutts 
February —> Hatehet 


March eer me Bottle —_— 
April —> New Sadler Hat 
May > Deep - unl 
June + > Sunm-sad 


July Harkey — Suntan Lifion 
August Sardonyx-orPeridet——> C Raghiaad 
September or tRe_ MA, 
Octobef 3 


November see = Rey Reactor 
December Se erbepereetete net popetaten tant op Bhat, Chack 


























Mr. Loud gasped. “I don’t know why,” he said. 
“Can’t we?” 

“Not the way I read the birthstone list,” answered the 
manager. “It says right here that aquamarines can be 
sold only during the month of March. Or—at least 
that’s the way it operates.” 

Mr. Loud started to protest but the department mana- 
ger waved him off. “Look,” he said, “for instance a cus- 
tomer wants to buy a nice ring for his wife. Her birth- 
day is in October . . . you are talking opal . . . but the 
man doesn’t like opals (some people don’t). So you 
suggest sapphire, and he takes a look at your chart and 
sees that sapphire is for September But his wife wasn’t 
born in September, and he doesn’t want to give her the 
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wrong stone, so he says ‘to heck with it’ and goes out to 
buy her a box of chocolates, instead. . 
“Now if sapphire only didn’t belong to September, 
you could go right ahead and sell the stone on its merits, 
and make a sale... .” 


1—Paper— KReemex 

2—Getton— White Shiel 

3— heather Leather Necklie 
4—Books— Mas Order Catalogue 
5—Weeder-Celocks) Toath picks 


6—lron— Eleclue Iron 
7—Copperbroneetwarl 
8—Etecteteat-aepphances- ye 


" g— Pottery Ye? 
—_— Moda “T" 

11—Seeet Oualling, Surords 

12S -heen— Ponoch Ta 

13—bare— New Guitatus 

14—hos— Dantad Apporurtmoul 
15—Erystal CaysteQ Bald 

10—Chira— Year's. pr Sendary 

2.5 —Strver- Color Rasteran (er han 
30—Peat- Boyan Oystery Cr cant tell) 
35—}rde-or-eerat Backsenatchern 

4o—Rrby- Seanmn Tehal ~ Creammotc Reds 
45—Sapphite ExncMwat uw "Blue Boyt” 
50—Golkd— Paud Bula, 
55—Emeratd- Trip 5 laud 
60-—Diemend—Whoeld's Saran Tickets 





That’s what started Mr. Loud thinking. 4 

“Why not,” he mused, “make the box of chocolates for 

September and leave the stones available for any mont 

at all.” 

Accordingly, Mr. Loud went to work on the birthstone 

and anniversary lists and made a few revisions here ant 
(Please turn to page 838) 
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Radio Promotion for Jewelers 


EFFORTS made to acquaint customers with the ex- 

istence of a radio program, its characteristics, time 
and station, and other such information fall into the 
category of promotion, and advertising an advertising 
effort is often as significant as advertising the product 
itself. 

What the jeweler really buys when he buys a radio 
program is a possibility of developing an audience. 
While it is always a problem to decide how much money 
should be spent in advertising an advertising promotion, 
there are certain factors in broadcast efforts which make 
such activities highly productive. 

A program will be broadcast over the same station at 
the same time over.a period of weeks or years. This 
gives the advertiser a chance to present his advertising 
to a group of listeners time and time again, and this fac- 
tor alone justifies efforts to add new listeners which 
would not be justifiable if the same effort were made to 
increase the one-time readership of advertisements in 
other media. 

Promotion includes efforts to build listener audiences 
and to cash in more completely on the program’s appeal, 
and continuity of effort applies with the same impor- 
tance to the promotional support given a radio program 


by MARIE FORD, Editor 
Radio Showmanship 


as to continuity of broadcast effort itself. Any program 
worth buying is worth promotional backing. The more 
you make listeners aware of a program—that is, the 
more a program is sold—the better the results both in 
terms of the size of the audience and in terms of actual 
sales. 

Direct mail, newspaper, point-of-sale displays, transit 
and outdoor advertising and radio and motion picture 
trailers represent some of the media through which the 
jeweler may promote his radio offering with the public, 
How extensively he cultivates this field depends to a 
large degree on how extensive his radio campaign is, 
and, of course, upon available funds. 


1. Direct Mail. When the Zales Jewelry Stores took 
on sponsorship of ‘“‘Passin’ the Buck” over KTOK, Ok- 
lahoma City, Okla., direct mail stuffers were used in 
out-going mail to remind the public of the radio offering, 
Likewise, in connection with its “Musical Masterpieces” 
series over KFAC, Los Angeles, Cal., the Slavick 
Jewelry Co. offered listeners a complete monthly sched- 


This excellent program promotion piece has proven extremely effective for the 
Slavick Jewelry Co., Los Angeles. A program booklet listing the titles and 
composers of all musical selections with their composers, is combined with 
tasteful firm advertising. A mailing list is maintained for the booklet and, 
in addition, copies are distributed at the firm's store, increasing traffic. 
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ule of program offerings. Copies were available at the 
store, or listeners could send self-addressed, stamped 
envelopes. These two examples represent possibilities 
of direct mail promotion, which also includes printed an- 
nouncements, envelope enclosures, stickers, blotters, etc. 

2. Newspapers and Magazines. Newspaper display 
advertisements as well as spotlight advertisements on 
the radio pages of newspapers may be used. Copy in 
radio listener publications, local periodicals, etc., is also 
effective. Slavick Jewelry Co. used daily newspaper 
space to remind the public of its radio offering, and 
space was also given to the show in the regular editions 
of the station’s “Radio Life.” The Anderson Jewelry 
Co., Ogden, Utah, also used newspaper announcements 
as well as tune-in reminders, spot announcements and 
window displays to remind listeners of its KLO radio 
offerings. 

8. Point-of-Sale. ,Counter cards, shelf strips, floor 
stands and indoor displays showing pictures of the stars, 
program time and station data are also useful devices. 
Window displays and window strips, as well as give- 
away folders, package stuffers, stickers, special booklets 





times over-lap, merchandising may be said to be directea 
mainly toward the product, sponsor or service offered, 
However, insofar as it has to do with broadcast actiyj. 
ties, the merchandising effort should be related to the 
radio activities of the sponsor. 

Some programs are designed with their merchandisin 
values uppermost in mind, and the merchandising effort 
is continuous. On the other hand, merchandising may 
also be spasmodic and quite incidental to the radio offer. 
ing. In such cases, merchandising effort is usually used 
to stimulate regular listeners and to attract new ones. 

“National Street Quiz,” which the National Jewelry 
Co. sponsored over WBIG, Greensboro, N. C., may be 
cited as an example of merchandising which is an inte- 
gral part of the program format. On this quarter-hour 
series, an announcer with a traveling microphone inter- 
viewed passers-by in front of the sponsor’s store. Those 
questioned received cash awards for correct answers to 
questions, with losers getting dollar cigarette lighters. 

“Tello-Test,” which the S. A. Meyer Jewelry Co, 
sponsored over WJPA, Washington, Pa., is another ex- 
ample of continuous merchandising effort. This tele- 


Sixth in a series of articles designed to help retailers make the 
most effective use of their radio time. This installment considers 


program promotion and merchandising procedures which have ‘clicked’. 


and handbills belong in the point-of-sale category, as do 
celluloid buttons and gummed, ribbon tape. 

For example, Zale’s used placards in its front win- 
dows as well as a display board within the store, along 
with paid newspaper space, spot announcements and di- 
rect mail stuffers. The Anderson Jewelry Co. also used 
window displays along with tune-in reminders, spot an- 
nouncements and newspaper announcements. 

4. Miscellaneous. When the Gunter’s Jewelry Store, 
Anniston, Ala., co-sponsored ‘Movie Quiz” over 
WHMA, screen ads called the attention of movie-goers 
to the. radio offering, as did lobby displays from the lo- 
call theater from which the program was broadcast. A 
marquee banner and window displays were also used. 

And in Colorado, the Denver Jewelry Co., in its “Five 
Minute Mysteries” series over KOA, called attention to 
its program by means of spot announcements. Stations 
will frequently contribute courtesy spot announcements 
to launch a new program series. 

There are many other types of program promotion 
which can be developed in connection with a radio offer- 
ing. The best type of program promotion depends upon 
the purpose of the campaign. Whether it is to build au- 
diences, create sponsor-program identification, stimulate 
selling effort or to intensify listener loyalty, there’s a 
time and place for promotional effort which backs up a 
radio series. 


MERCHANDISING ACTIVITIES 


Program promotion is promotion designed primarily 
to increase the tune-in for a specific radio program. Mer- 
chandising is also an important activity in connection 
with successful broadcast efforts. While the two some- 
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phone quiz show with a straight money give-away angle 
was the talk of the town and the sponsor reported that 
store traffic doubled as the result of the series. In this 
case, the announcer telephoned listeners at random, and 
the $2 per telephone call kept building until the question 
was correctly answered. Those who failed to answer the 
question correctly received $1 merchandise certificates 
as a consolation prize. 

Programs not designed to do a persistent, spectacular 
merchandising job may also lend themselves to mer- 
chandising effort. For example, when the Kingoff 
Jewelry Co., Danville, Va., sponsored a news broadcast 
over WBTM, it offered listeners as a special wartime 
merchandising ‘“‘hook,” free ration book holders. There 
were 500 requests the first week the offer was made. 
Also, in Philadelphia, Pa., Morton’s Jewelers, partici- 
pating sponsor on the “Irish Hour,” made a St. Pat- 
rick’s Day offer of a map of Ireland, complete with a 
genealogical origin of all Irish names. There were 
15,000 requests. 

In almost all merchandising effort the listeners get 
something—some inducement is given the listener to 
respond to the direct appeal of the advertiser. On the 
man-on-the-street show for Will Sales, Jewelers, broad- 
cast over WINN, Louisville, Ky., contestants had their 
choice of 10c., 25c. or 50c. questions, plus a complimen- 
tary ticket to a local theater. The Kay Jewelry Co., in 
its “Skull Crackers” series over KROW, Oakland, Cal., 
awarded merchandise to the two highest personal scorers 
on each broadcast, in addition to cash awards for the 
winning teams. Those quizzed on the “Kay Treasure 
Chest” over WSPD, Toledo, Ohio, were given cards 

(Please turn to page 332) 
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Se Bath Tubs were Pro- 
: hibited by Legislation 
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ay 
er 
' Less than one hundred years ago the first 
ry bathtub was installed in an American home. 
“ It aroused a storm of learned protest. 
“ The legislators of several States were so 
~ fearful of the harmful effects of bathing the 
to entire body that they passed laws prohibit- 
. ing the installation or use of bath tubs. 
“ Imagine the bootlegging that went on every 
Saturday night! 
We can smile today at the idea of prohibit- 
ing baths yet this is no more illogical than 
the idea of carrying a heavy loose diamond 
inventory. Too many surplus diamonds in 
the safe will slow up the progress of any 
le jeweler. 
at 
, Profits that might otherwise be earned have 
: to be used to pay interest charges, insur- 
he ance costs and other penalties. 
es 
A few years from now no sensible jeweler 
" will handicap his business by staggering 
? under the load of a heavy loose diamond 
st inventory. He will laugh at the idea just as 
1e we all can laugh at the idea of prohibiting 
bath tubs. 
: Buy your diamond’ rings under the Schless- 
: Harwood System in straight sizes at rock- 
e bottom prices. Buy only what you need. The 


benefits are immediate and permanent. 
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The second and coneluding article tracing the development of 
the Ameriean watch industry, written by an authority on the 


subject. Evolution of sizes and styles are discussed here. 


YPES and styles of watches in the period covered 
by this history run in two distinct lines of evolu- 
tion: changes of size, shape and exterior design, and 
technical improvements in the timekeeping mechanism. 
In 1869 the prevailing man’s watch was 18 size and 
“the bigger the better.” Often, extra weight was added 
by using hunting cases, frequently with massive box- 
joint hinges. Customers sometimes made a final choice 
by “hefting’”’ two watches and taking the heavier! Along 
with this he-man watch went a gold or silver bull-chain 
and a massive charm. A man was known by his watch 
and chain (not to mention such harmonizing features as 
bushy beards and handle-bar mustaches) and the virtue 
(?) of heaviness was emphasized by quoting the price 
of a watch as so much per ounce for the case, plus a 
given sum for the movement. 


Women’s watches were not made in great numbers, 


Ameriea=—Pioneer of 


Mass-Produced Watches 








Below—Although this looks like a modern gent's watch, it was ac- 
tually made in Switzerland about 1825, representing the culmina- 
tion of the earlier trend toward smallness started by Lepine in 
1760. At right—An example of the later trend toward smaller 
watches, this timepiece was made by Ezra Bowman in 1879. These 
watches, and the large one shown on the next page, are all ap- 
proximately actual size and form part of the author's collection. 





by JOHN J. BOWMAN 


then, since the sex was still unemancipated and theoreti- 
cally didn’t have to know what time it was. Only school- 
ma’ams considered watches indispensable and the small- 
est they could obtain were 10 size or 114 inches in 
diameter, usually hunting-cased and worn in a dress 
pocket. 

It is not generally known, but the vogue for large 
watches was actually a revival. Nearly a century earlier 
a fashion trend had begun, reaching its climax about 
1830, for watches as small and as thin as possible. Then, 
during the next 50 years, there was a gradual return 
of larger, heavier watches, reaching its height about 
1880. The next swing of the buyer-demand pendulum 
naturally went back toward smaller and smaller watches, 
This was spurred, no doubt, by a vigorous advertising 
campaign launched about 1900 by Gruen featuring the 
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“Veri-thin” models. Men’s watches gradually diminished 
from 18 to 16, to 14 to 12 size, and even smaller and 
proportionally thinner. With this went a shrinkage of 
chains to the thin-linked type suspended on toggle-bars. 
At the same time men began parting their hair in the 
middle, shaving off the whiskers and wearing choker 
collars, skintight trousers and button shoes. In short, 
the day of the “dude” had arrived, and he was a far 
cry- from the hairy type of masculine beauty favored in 
the ’70’s. 

Women’s watches also decreased in size at this time, 
und were worn exposed on a brooch instead of being 
hidden in a pocket. These watches were termed 
chatelaines. The trend in both men’s and women’s 
watches toward lightness favored also a change from 
the hunting case to open-face models. 


REVOLUTION: THE BRACELET WATCH 


The most radical change of all watch styles was the 
introduction of the bracelet watch, and the virtual revo- 
lution it caused in the trade was not readily apparent 
at the beginning. 

An indication of the origin of the bracelet (or 
“wrist” ) watch can be found in THe JeEwevers’ Circu- 
LAR for May 2, 1906, in an advertisement by Hippolyte 
Didisheim, a New York importer. A watch movement 
was illustrated mounted on an expansible link Carmen 
bracelet, then a popular item of jewelry. Later, in the 
issue of Feb. 5, 1907, another importer offered a similar 
watch—the bracelet idea was catching on! Apparently 
these are the earliest records concerning the introduction 
of the bracelet watch in America. 

During the next five years American factories began 
offering them, at first with a slim spring-link bracelet 
attachable to a regular open-face case at the bow and 
hinge. Then, as demand grew, cases were designed ex- 
clusively for bracelet-watch use, with the crown placed 
a quarter-turn from the bracelet fastenings. Around 
1920, metal bracelets gave way to ribbon styles. It must 





Left—A “Carmen” bracelet, popular as jewelry about 1900 
formed the basis of the first wrist-watch by substituting 
a@ movement for the medallion. Right—A “chatelaine" watch, 
Swiss-made, popular with the ladies before the wrist watch. 
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High-water mark in the trend toward large watches is 
represented by this huge Waltham made about 1882. The 
trend started in the U. S. about 1865, died in the ‘9's, 


be remembered that at first these watches were alto- 
gether feminine and for many years jokesmiths had a 
field-day with the sissy who wore a watch on his wrist. 
Wrist watches for men were not at all popular before 
1917 when World War I introduced military watches 
with luminous dials. Even after the war the prejudice 
against wrist watches for men remained, but during 
the 1920’s an advertising campaign by Elgin featuring 
a hairy arm wearing a wrist watch helped to dispel the 
prejudice. Sales rapidly shifted from pocket to wrist 
models, and the great revolution was established. 


WATCH MERCHANDISING PROGRESS 


Prior to 1900, the American watch trade was accus- 
tomed to rather infrequent changes in the exterior and 
decorative designing of its merchandise. For example, 
plain bascine, engine-turned and ‘‘top and bottom” en- 
graved cases were produced for as long as ten years 
before any effort was made to popularize some other 
style. However, around the turn of the century, manu- 
facturers began a new policy of creating annual style 
changes. A cue was taken from other trades to increase 
siles volume by often introducing models that would 
outmode the previous ones. This policy worked so well 
that it was firmly established by 1920. 

Merchandising practices other than styling- became 
the subject of experimentation, also. About 40 years ago 
the idea arose of selling watches as complete units, cased 
at the factories. Previously it was the custom for the 
retailer to stock separate movements and cases and 

(Please turn to page 333) 
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Little Known Gemstones... 








Rough and cut zircons from the collection of 
the American Museum of Natural History. 


Sixth in a series of articles on those gemstones 


generally unfamiliar to the publie but which should 


receive the appreciation that is due them. 


HE return of zircons to the market emphasizes the 

need for more information on the subject of this 
gem. Several factors have combined to hurt the popu- 
larity of this very attractive stone, even though it is 
eminently suitable for jewelry use. Of these the most 
important, from the standpoint of history, has been the 
comparative rarity of stones of an attractive natural 
color. The commonest color for zircons as they come 
from the earth is yellow-brown, and in this color zircons 
must compete with so many other gems that even though 
it is more brilliant and fiery than most, these yellow- 
brown specimens have not had great vogue in modern 
times. : 

The mineral name, zircon, comes from the ancient 
appelation “jargon” or “jargoon.” It seems first to 
have been used by Werner in 1783, after Romé de L’Isle 
had recognized it as a distinct mineral a few years ear- 
lier, basing his studies on a red “hyacinth” from Ceylon. 
Klaproth analyzed it in 1789 and found in it an unknown 
element to which he gave the name zircon earth. Recog- 
nizing this as the same material as that found by an 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


earlier chemist in the so-called “hyacinth” it was soon 
realized that the yellow-brown and red crystals were 
color varieties of the identical mineral, and the unknown 
element was named zirconium when it was finally identi- 
fied and described. Zircons were known under different 
names, the red stones called hyacinth and jacinth, the 
browns, jargoon or jargon; white stones have been 
called ‘““Matura” or “Matara diamonds.” 

This early confusion resulted from the custom among 
ancient writers on lapidary subjects of defining their 
gems in terms of color rather than composition. One 
cannot criticize the practice; with their limitations they 
could do nothing else, but the unfortunate pursuit of 
the custom into more modern times makes almost insolu- 
ble some of the nomenclature dilemmas, like those of 
topaz and olivine. 

(Please turn to page 337) 





THE JEWELERS’ CIRCULAR-KEYSTONE 








THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. . .every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence ... . 


Kittay & Blitz, Inc. We invite your consideration. 


22 WEST 48 ST., NEW YORK 19, N. Y. 


IMPORTERS AND CUTTERS ... PRECIOUS .. . SEMI-PRECIOUS . . . SYNTHETIC AND IMITATION QUALITY STONES 
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.-». YOU CAN BUY THE BEST 


TRUBLAK onyx ringstones, regardless of price, are the cheapest 
stones to use. Your stone setter can set them faster because of their 
remarkably accurate fit and unsurpassed finish. He can make more 


money for himself and finish more rings for you. 


Remember, in any stone-set ring, it is the stone ‘which first attracts 





the customer. There are many inferior stones being offered costing 
a few cents less than the finest stones that have been produced any- nes 
where, at any time. 

TRUBLAK black onyx ringstones are again available, in either 

buff top or flat top, in single bevel or double bevel, as desired. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


y 
ADOLF MELLER 


Company 


387 CHARLES STREET -* © « PROVIDENCE 4, RHODE ISLAND 


America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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Part II of an informal history 
of jewelry styles during the 


past seventy-five years. 


by DOROTHY DIGNAM 


It's all a matter of taste—and today’s 
taste is simple. One giant topaz on a 
chain of gold and a pair of pearl ear. 
rings are enough decoration for Miss 1946, 


Fashions Are 


Ever Changing 









ASHION dropped the bustle when we entered the 
twentieth century but gave up little else. Clothes 
were still elaborately trimmed. Beading and spangles 
were now mingled with braid, lace and embroidery, and 
the favorite area for adding jewelry was out in front on 
the bosom of the gown. The most expansive article ever 
designed for the lower front of the bodice, at least half a 
foot wide and swaying with fringe, festoons or pendants, 
was called a “‘stomacher.” And there was the jeweled 
lorgnette at which the “funny papers” poked so much 
fun. But this aid to older eyesight was very useful to 
matrons and very profitable to jewelers. Lorgnettes 
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were not a bit funnier than today’s pink, purple and pop- # 
° * “ 1b 

eyed spectacles which even more women are using and A dangle 'tepes ond © couple of peut z 
do not buy from the jeweler. would have been lost amid the collection i 
On the check list I used for this survey, Mr. Wither- of jewels worn by Fannie Ward, petite i 


. : di ,ci 1900. She is wearing a 
bee Black, Sr., placed the lavaliere and the mesh bag in in ae aaa fe ow te oo aa pd 


this period before World War I. He mentioned platinum assortment of diamond flora and fauna. 
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The name SORET on gold jewelry 
is a mark of distinction. 
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lockets, rings, cuff links 


SOMERS-ERNST CO., Inc. 


Diamond Importers 


Suet, NEW YORK 19, N. _sY. 
LOS ANGELES, CALIFORNIA 
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filigree in all forms, diamonds combined with black 
the basket motif and the bar pin as important, 

The lavaliere, to clear up a point, was not named di. 
rectly for the lovely, fragile Louise de la Valliere, sweet. 
heart of Louis XIV’s youth. The word comes from ‘ 
tiny silk tie or scarf, which Louise probably wore, Grad. 
ually this neck-fancy became a ribbon tied in front; they 
a jewel was suspended from it; and finally it meant 4 
jewel or pendant suspended on a chain. 

Arthur A. Everts reminded me of the jeweled hatpins 
of this era. The big “merry widow” hat arrived jp 
1911, and the willow-plume “platter” just after it, A, 
many as eight pins, long as skewers, were used to secure 
one hat to one head. 

Galt’s mentioned diamond monograms for garters 
and fobs (both feminine), and Jaccard’s added that big 
finger-rings shouldn’t be forgotten. 

Rings, in fact, were collectors’ items, and 
woman was a collector. Even so conservative a tome as 
the Encyclopaedia Britannica says that diamond rings 
were the rage because of the custom of choosing a dia- 
mond for the engagement ring and then adding other 
diamond rings to go with it. The more you added, the 

(Please turn to page 348) 


Onyx, 





Mrs. John R. Drexel, the Philadelphia social 
leader, wore an elaborate matched set of 
opals and diamonds when she sat for her 


In the modern manner—Lily Pons wears an open portrait in 1910. The jewels were set in 
necklace of diamonds and platinum. Her huge a brooch, dog collar, tiara, and festoon, 
bracelet is culinary—a diamond love apple crossing from the shoulder to the waist. 


(tomato at the grocers) and some mushrooms. 


Gertrude Vanderbilt (Mrs. Harry Payne Whit- 
ney) wore this spectacular headdress at the 
opening of the Metropolitan Opera House in 
1893. It was described as “golden spikes 
each ending in a large shimmering diamond.” 
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BONDED DIAMOND RINGS 


Each brilliant Cardinal Diamond Ring is bonded to meet exacting 


Plus These Additional 


Important Promotion 
Features standards of quality and value... to create customer 


+ Window Displays confidence and sales. To promote this unique selling idea... 

+ Counter Displays an actual bond given at the time of purchase. . . Cardinal Bonded 

+ Newspaper Ads Diamond wedding and engagement rings are continuously 

+ Dealer Ads promoted in dramatic full-color ads in leading national magazines, 

+ Radio Spot plus a full schedule of powerful merchandising and 
Announcements promotional features. Write today for information. 


CARDINAL DIAMOND SYNDICATE 


? BAUMAN-MASSA JEWELRY CO., Saint Louis, Missouri 
M. B. BARKAN COMPANY, Milwaukee, Wisconsin 
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Let the Jeweler Beware! 


Many a slick operator has his eye on the jeweler as an easy 


proposition, and the author presents here several time-honored 


but necessarily well-known ruses which swindlers have used. 


Editor’s Note: The author has been intimately con- 
nected with the retail jewelry business since 1902 when 
he started as an apprentice. He retired from active 
business in 1940 and now devotes his time to writing. 
This article is based upon his more than 40 years of 


taperience in the retail jewelry trade. 


RIME does not pay, or does it? 

Crime does not pay in the long run, but here are 
three cases where crime did pay, and paid handsomely, 
for the time, at least. 

I am moved to recall a few crooked deals, in the jewel- 
ry line, which stand out in my own mind, over and above 




















Watch the checks you have endorsed. 


the many minor ones, looking back over forty odd years 
spent in this line, myself. Newcomers to our branch of 
retailing might store these in the back of their minds for 
future use. Variations of these incidents might crop up 
at any time. 

First, there was the man who called upon Jeweler A., 
and asked to see some diamond earrings. After some 
preliminaries, the customer selected a pair for $900.00, 
and said: “Now, Mr. A., will you kindly lay these aside 
for me, and I will give you a check in full for them? Of 
course you don’t know me, but I am a traveling salés- 
man, and I come through here once a month. I will call 
next trip, by which time the check will have cleared, and 
I will pick up the earrings.” 

Of course, Jeweler A. had the check, and the mer- 
chandise, too, so how could he lose? Well, in the course 
of events, the check was deposited, and immediately 
bounced back with the well known notation, ““No such 
account.” A little panicky, the jeweler thought it over. 
He even went to the safe to look up the earrings. Yes, 
they were there, so how could he lose? 
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by PAUL P. WENTZ 


Some days afterward, he was about to place the mer- 
chandise back in stock, when who should come in by: 
the earring customer, nonchalantly, as promised. He 
asked for his earrings, stating that it would soon be his 
wife’s birthday. The jeweler parried with, “But my dear 
sir, your check came back marked ‘no such account.’” 
The customer put on a puzzled expression, and asked 








Don't be too hasty in calling the police. 


to see the check. He stared at it, and then said, “Whai 
do you know, I gave you a check on the wrong bank. 
Tell you what I'll do, I'll give you a check on the cor- 
rect bank, and pick up the earrings next trip.” Again, 
Mr. A. thought, how can I lose? 

However, lose he did, for, instead of tearing up the 
returned check, the crook took it to his hotel and cashed 
it, with the well known Mr. A.’s signature still en- 











Chewing gum under the counter is an old trick. 


dorsed on the back. In a similar case, see that the check 
is torn up in front of you, or DESTROY ALL EX- 
DORSEMENTS! 7 
Then there was the chewing gum trick. A well dressed 
couple called on one of our finer jewelry stores. They 
asked to see expensive solitaires. They seemed to be 
(Please turn to page 360) 
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BLUE & WHITE 


This Company, which has always specialized in 
GENUINE ZIRCONS, again has available beau- 
tiful blues and whites in all sizes. Qualities for 


every grade of jewelry from Sterling to Platinum. 





For Dealers interested in quantities we have 
original unopened lots exactly as received, as 


well as special sorted qualities. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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How Profitable Is Your Advertising? 


Everyone admits that advertising is well worthwhile, as witness . 
the results when advertising is stopped. But here is a method of 


i checking the efficiency of each individual campaign insertion. 


DVERTISING has long remained an elusive qual- by ERNEST W. FAIR 

ity insofar as the jewelers’ ability to determine the 

exact profit obtained from a specific advertisement or 
series of advertisements. Most of us have found from 
practical experience that in pays to advertise as we were 
pointedly shown when we stopped all of our advertising. 
And most of us have been able to readily perceive 


erly filled in the jeweler can receive as close a dollar 
and-cents profit return figure from every ad he uses as he 
can obtain by any known method. 

Not only does it enable us to accurately check the 
sales pulling power of a specific advertisement within a 
day or two of the advertisement’s appearance and to 






























































whether an extensive campaign as a unit was profitable. ascertain whether or not our idea was a profitable one, 

However, determining the effectiveness of a specific but it enables us to have a valuable record to which we 
short term campaign or of a single specified ad is an- can consistently refer in planning all of our future ad- 
other thing entirely; this remains a most elusive factor. vertising. 

Here is an “Advertising Check Card” designed to Here is how the form, shown herewith, works. It is 
show the specific results from a single planned advertise- used for each advertisement. A copy of the ad is at- 
ment or series of advertisements. With this chart prop- (Please turn to page 361) 

ADVERTISING CHECK CARD 
THE XYZ JEWELRY COMPANY 

TN Ee eee Le Pee ee ee OT TT (publication) 

ee Bae at.......... 0 per Mme; total cost §.......006...5 BOv. mppeemed OB. ccc ccs ccecccsesccccces oun 

Ne silt Scan sedmuatieianinvelechs ss iN tedinudadte aie 1946 

Sales summary above days | No. Sold | Sale Price | Cost | Net Profit | Total Profit 

_ —n ee ee a iad . aE A Se. 
a eee onl ra — a Sere eee rere aoe Sy oa — | 
| | | 
Ne! NE! ENTS a ae os aa a oe | 
: adh ecuasdhmsonearcemmciananiicis a. 
| | 
= | 
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SUMMARY: 

ieneaeinnes Total profit on sales of items advertised...................55- Pe nee 

atin col Less average profit daily sales above items..................+. ey are 

Total profit on sales of advertised items directly creditable to Adv; subtract two lines directly above Bis cewrcunan it 

IR, oD es. Seiad evs ooteedd oS week ew CMD RA ee een wee Te Si eae ecient, Bisse ese 

Net profit before general overhead, subtract two lines above............... es 
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Selling through Wholesalers Exclusively 


62 West 47th St. © New York 19, N.Y. 
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Making the best of what 
he had to work with, W. H. 
Sharp, of Algona, Iowa, 


has store to be proud of. 


The tall display windows of the original 
front were cut down by installing black 
frames to center attention on the jewelry. 


FTER three years service in the Navy during tle 

war, W. H. Sharp, of Algona, Iowa, has realized 

his ambition with the recent opening of his own jewelry 

store in his home town. With current restrictions and 

shortages on building material, the store is not as com- 

plete as Mr. Sharp would want it; nevertheless, as can 

be seen by the accompanying photographs, he has a 
store of which he can well be proud. 

Nothing was done to the store front with the excep- 

tion of a new awning but an outstanding effect was 
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The four wall cases and 

cases in the Sharp store ps 
Philippine mahogany. The parti 
tion at the rear is colorful 
papered in a combination of ted 
blue, and gray and will be used 


for showing china and dinnerware, 


given the deep show windows by the installation of 
black frames which cut down the window space and pro 
vided a stage effect to the displays of jewelry. These 
windows stand out even more through the use of back 
drapes of white velvet. 

Inside the store, a color scheme of turquoise and 
Swedish red has been carried out in novel effect. There 
are four eight-foot wall cases of Philippine mahogany 
finished in a natural shade and with plate glass shelves 

(Please turn to page 364) 
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WATCHES 


Men's Filled & Steel 
to 


$25 


Inventory 
Control Aids 


Stock Turnover 





by ROBERT LATIMER 


Sample page of a notebook which 
employs the Heffern-Neuhoff in- 
ventory control system. The 
basis of the system lies in the 
fact that loose-leaf pages are 
used and may be easily removed. 
Below—The book in actual use. 





Here’s a simplified but thoroughly accurate method of spotting 


those shelf-warmers which mean less profits. Originated by 


Heffern-Neuhoff, St. Louis, it can mean a saving for you. 


OW well the use of a simplified, but accurate in- 
ventory control can increase turnover and elimi- 
nate shelf-warmers in the watch department is illus- 
trated by the system in use at Heffern-Neuhoff, St. 
Louis, which in two years increased turnover from one- 
half of one time to a general one and one-quarter times 
while greatly reducing the investment. The same system 
is now being applied to other departments in the store 
to keep wartime inventories at minimum for the best 
turnover. 

“Our watch stock was in poor condition when we de- 
veloped this plan two years ago,’ Mr. Neuhoff ex- 
plained, “‘and the turnover rate was actually the worst 
in the store since we are known predominantly for ster- 
ling silver and diamonds, rather than watches. We 
found we had many ‘cats and dogs’ in the watch stock 
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which would remain in their boxes for years; that we 
were consistently overbuying on some lines and slacken- 
ing off on those which would help to make up the deficit. 
Thus, we aimed the new control system at eliminating all 
slow-movers, reducing stock and increasing turnover 
with a more accurate method of buying.” 

The stock system developed consists simply of loose- 
leaf pages in a leather book kept conveniently at hand 
in the watch department. Mr. Heffern and Mr. Neuhoff 
first changed the inventory from a list of stock numbers 
into classifications which show at a glance stock on hand 
of types—divided according to the type and material of 
the case, men’s and women’s, specialty types, such as 
chronogranhs, waterproofs, etc., de-luxe lines, and nov- 
elties, as the main heads, and subdivided in each classi- 

(Please turn to page 362) 
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OPA or 


no OPA 
-Qur Prices Are 


Always Right 
4.6. Beckon bo. Chicago 


AMERICA’S LEADING WHOLESALER 
29 East Madison St., Chicago 90 


BRANCHES: Denver, Detroit, Nashville 





“Buy From Becken—And Get The Best” 
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YEAR and a half ago, in February, 1945, a group 
of New York business and professional men met 
to form the “52 Club.” 

Why that name? 

Simply because originally it was planned that there 
would be 52 members, each paying a membership fee of 
$52 per year, the entire proceeds to be devoted to provid- 
ing personalized entertainment for groups of sick and 
wounded soldiers, sailors and marines. 

There were not even a full 52. members when the or- 
ganization was started—there were but 32 charter mem- 
bers. But during the ensuing year and a half, member- 


















“32 Club’ Aids Disabled Vets 















With Entertainment and Jobs 


Organization of businessmen bands together with intention 
of providing an ‘evening out’ for disabled veterans at local 


Army hospitals. Job counseling and employment service now added. 


ship has grown to over 1569 members. And many of 
them are from the jewelry industry. 

The plan of the 52’s action is very simple—and effec- 
tive. 

A service hospital is contacted and a group of a dozen 
disabled or sick soldiers are invited to attend a party 
“on the 52 Club.” Naturally, only those men who are 
ambulatory in one way or another can participate, but 
these men are provided with transportation, met by one 
or more members of the club, taken to an outstanding 
restaurant for cocktails and dinner, whisked to a radio 

(Please turn to page 364) 


This group of dis- 
abled vets loads 
up on steak 
and the -fixings 
through the cour- 
tesy of the 52 
Club. Afterwards, 
they will attend 
a broadcast and 
a Broadway play. 
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STUDENT TRADE MERITS MORE ATTENTION 
(From page 247) 


chandise have increased materially since the installa- 
tion of an enlarged giftware division, and the watch re- 
pair trade among students has grown as a result of this 
shrewd merchandising maneuver. 

Regular student customers of the gift department. 
and new students uninformed of the vast assortment of 
giftware at McCurley’s are enlightened through news- 
paper advertisements which the jeweler inserts in the 
University newspaper, and merchandising pieces dis- 
patched to a mailing list of students. Advertising copy 
used is as intelligently and carefully prepared as copy 
used in the city’s regular daily. 

“You certainly cannot write down to students,” de- 
clared Mr. McCurley. “We give as much consideration 
to the copy prepared for the student paper as for the 
Norman Transcript. They are a discerning and alert 
group, and we work up the copy designed for their eyes 
carefully. In preparing copy on gift items we keep ar 
eye on the calendar and insert copy well in advance 
of events commonly observed with gifts by students.” 

A military base during the war, Norman was the 
home of the Naval Air Station, Naval Air Technical 
Training Center, and the Naval Hospital. There were 
22,000 enlisted men and officers at the two stations at 
one time. The store sold a great amount of Navy 
insignia jewelry during the war, but has discontinued 
the line at present. 





Jeweler McCurley has astutely cushioned his stor. 
against the loss of this war-created Navy traffic with 
his program designed to nail a good share of the student 
business. 

A jewelry store has been in continuous operation on 
the corner occupied by the McCurley store since 1999, 
Twenty-five feet wide, the store has two commodioy 
display windows, one of which is devoted solely to gift. 
ware. H. S. McCurley established the store in 1928, 
in partnership with J. E. Finks. He purchased Fink,’ 
interest in 1935, at which time he enlarged the store 
and added a number of new lines. 

A registered watchmaker, Mr. McCurley is not only 
capable of performing excellent service on watches, but 
also repairs jewelry and designs special jewelry on 
order. 

Carrying on in the family tradition, is Robert J. Me- 
Curley, son of the owner, who is at present serving as 
a watchmaker’s apprentice in the store, but who will 
this fall enter Bradley Polytechnic Institute, Peoria, 
Ill., to study horology. 


DUAL STORE SET-UP 
(From page 249) 


the 7th Street establishment kept right on doing business 
in the same old way at the same old stand—each as a 
separate and independent unit—except that both were 
featured in every one of the firm’s advertisements. This, 
of course, tended to counteract the difference in the types 
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of the two stores and the sharp line of demarcation 
between them, and which Mr. Schwartz felt was to some 
extent defeating the purpose of opening the second store. 
Then a new angle occurred to him. Couldn’t some means 
be devised, he pondered, by which each establishment 
would not only contribute to the strength of the other 
but would at the same time clearly retain its own sepa- 
rate individuality. He put the problem up to Edward 
Raum, the firm’s advertising manager. 

“What we want,” said Mr. Schwartz, “is an adver- 
tising campaign for each of the stores that will be 
dignified, and yet the same. How about it?” 

That was a real challenge to the imagination of any 
advertising man, and Mr. Raum rose to it. Ultimately 
he bounced up with what seemed to be the answer. 
Both stores would use exactly the same style of type in 
all their advertising, both would use pen and ink 
sketches for illustrations of merchandise and both would 
employ an oval shaped panel in all ads as a sort of 
recognizable and unifying trade mark. 

To differentiate between the two, the “carriage trade” 
F Street store’s ads would consist only of pictures of 
items with their prices against a black and white wood 
cut effect background on which the oval would stand out 
in white. The oval would be small in size, laid on its 
side, and would contain only the words “Schwartz,” 
F Street. The address and the phone number would be 
printed across the bottom of the ad. 

For the 7th Street store the oval would be upright 
and the full width and depth of the ad, with all of the 
pictures and copy inside it. Entirely different items 
would be shown, more selling copy would be used, and 
the wood-cut effect background would be eliminated. 

The accompanying reproductions of typical advertise- 
ments show the result. Note how both groups have the 
same general air, both serve to remind the public of 
both Schwartz stores, yet both are different. 

That difference is of course further carried out by 
the fact that the advertising of each store features en- 
tirely different classes and price ranges of merchandise, 
the purpose of the campaign being to identify each store 
as headquarters for one group of one class of goods of 
the other. 

Thus the 7th Street store handles all types of electric 
appliances, including even heavy items, such as refriger- 
ators, which are displayed on the upper floors and only 
the lower and medium-priced jewelry; while the F Street 
store has only jewelry, watches and silverware with no 
electric appliances or other supplementary lines. Mer- 
chandise carried in the F Street store ranges in price 
all the way up to such things as an emerald and diamond 
bracelet with a price tag of $135,000 and an emerald 
cut canary diamond, with a retail value of $100,000. 
Karat gold jewelry and high-grade watches are also 
featured in that establishment. 

In addition to the newspaper advertising, the F Street 
store also sponsors a weekly 15-minute radio program 
which is broadcast over one of the leading Washington 
stations from 12:30 to 12:45, each Sunday. The pro- 
gram consists of musical selections of a serious but not 
too highbrow a character, combining sentiment with 
Music appropriate to Sunday. Thus, at Christmas time, 
Christmas carols were featured, Easter hymns and 
anthems during the week or two before that Sunday. 
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During June, the bridal theme is featured with a strong 
leaning toward such things as the wedding march and 
songs of a romantic character. 

Each store appropriates from 4 to 414 per cent of 
its gross sales for advertising. Of the total budget 
approximately two-thirds goes into newspaper space. 
Radio takes about two-thirds of the remainder and the 
balance is devoted to direct mail and production costs. 

All of the Washington dailies are used on a schedule 
of from two to four times a week in each, and a weekly 
advertisement is run in the Washington Shopping News 
on inexpensive and costume jewelry. 

Results have proven the campaign highly profitable. 
Two stores of different character each helping the other 
with advertising that is “different yet the same’ has 
more than justified itself. 





GROOMS’ ROOM BIDS FOR FORGOTTEN MAN 
(From page 251) 


over 200 sales and boosted diamond sales high in the 
store’s total volume which exceeds $10,000. 

Advertising is something which comes almost as natu- 
rally to Phil Krauss as breathing, and the plugging of 
the “Groom’s Room’”’ fits right on to the very full line 
which he carried throughout the war. Even when no ad- 
vertising was needed, he ran everything from single-col- 
umn “readers” to full back-page displays on war topics 
and War Bonds. He paid $350 in prizes in a contest 
conducted with the Ambridge Daily Citizen to forecast 





the date of the end of the war with Germany. He solq 
bonds and War Stamps every day of the war, advertiseq 
relief drives and collected the bundles, and gave fre. 
plastic photostats of discharges to veterans. He sti] 
sponsors bowling and basketball teams, and gives a gold 
ring to every new baby in town. 

When a news story resulted from the robbery of one 
of his windows last January, he used the fact that pub- 
licity had made the name “Krauss” in Ambridge synony- 
mous with “jewelry” to advertise: “Even Burglars 
Know Where to Come for the Best Jewelry.” Then he 
went on to advise the thieves that if they would bring 
back the merchandise he would be pleased to fix it up in 
gift wrappings and let them have it in the form in which 
Krauss Jewelers preferred to have their goods go out. 

The result? For several weeks people came into the 
store to ask whether the robbers had come back to have 
their loot properly packaged. 

On that sort of foundation, and on such services as 
sending gifts overseas to all theaters of war with de- 
livery guaranteed (a thousand sent, with only nine lost 
on which refund was paid or a duplicate provided), the 
business has stepped confidently into peacetime condi- 
tions. Service men who received Krauss gifts abroad or 
sent their remittances for gifts to be delivered at home 
come in now to make their purchases in person. 

All of that preparation sat squarely under the initial 
“Groom’s Room” advertising, of which there were seven 
releases inside of two weeks. One dental officer sta- 
tioned in Honolulu, Hawaii, marked his awareness of 














Any Diamond ... 
Speedy on-approval Service 


Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 
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the “Groom’s Room” by sending an order for Krauss to 
pick him the right ring for the Only Girl, whom he had 
found out in those islands. Krauss Jewelers’ goodwill 


and publicity have really reached out over a wide range. 


FICKLE FEMALE SPOILS AD GUARANTEE 

Of course, nothing works out in this life without some 
grief or headache, and already one “Groom’s Room” ad 
has backfired. In May a three-column newspaper dis- 
play assured timid swains: “You'll Get the Right 
Answer When You Ask Her With a Diamond From 
Krauss Jewelers.” On a Friday, in response to the ad, 
the “Groom’s Room” was patronized by a young fellow 
willing to make sure of the right answer with a wedding 
set for $550. Unfortunately, the answer turned out to 
be “No!” and on Monday he came back with the goods. 
Krauss gave him his refund in full, without question. It 
was a hard one to take, but it was policy to take it. 


It is worth noting that while Ambridge has lost nearly 
half of its wartime working population, the business is 
not by any means off in proportion. One plant alone, 
which could not reconvert, let out about 13,000 workers 
to go back to their places of origin. Some families in 
which pay checks formerly totaled some $500 a week are 
now reduced to a single worker accounting for perhaps 
$40 a week. Yet business remains good. Volume has 
been reduced, of course, but by aid of the “Groom’s 
Room” it is not more than 30 per cent off the peak. 


Represented by : 
LOUIS M. ROTHENBERG 
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Another reason for the continuing success of the busi- 
ness is the efficiency and friendliness of the employees, 
all Krauss trained. For example, the best diamond 
salesman in the store is Mrs. Florence Green, who had 
never had any retail business experience of any kind 
before taking a place there. Not only do diamond pros- 
pects ask for her now: she is so good that when avail- 
able the boss has her take care of the boys who are 
subjects for the “Groom’s Room” instead of himself. 


EXPANSION IS CUE TO MODERNIZATION 
(From page 253) 


age of stock, direct mail activities, radio repair and 
jewelry and watch repairing, the basement boasts a 
more than adequate amount of room for all personnel 
working there. 

The second floor of the store is devoted primarily to 
the firm’s executive offices. As in the basement, there is 
ample room for all. 

Barr’s dates its founding from 1853 when the first of 
the Castleberg stores (subsequently acquired by Herman 
H. Barr) was started. In 1921, upon the death of Mr. 
Castleberg, Mr. Barr, his general manager, took over and 
changed the name. The firm operates three other stores 
in Philadelphia and one in Norfolk, Va. 
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Rx FOR SUCCESSFUL BUSINESS 
(From page 255) 


is designed to be a helpful training course to old and 
new salespeople. Experts and outside lecturers are 
called in. The fact is pointed out that most of the 
executives started as clerks and that as the store forges 
ahead the benefits of progress will go to those who are 
able to keep step. 

To solidify this “store-family” relationship further 
the employees have their own monthly newspaper, The 
Diamond Gazette. Young Philip Perel, recently out of 
the army and now a partner, is editor, while Miss Ellen 
Collier, head of advertising and public relations, is co- 
editor. 

Mimeographed on 814 x 14 stock, The Diamond Ga- 
sette runs from 5 to 6 pages each issue and contains 
both business and personal news items. All employees 
are urged to contribute. “This is your paper,” they are 
constantly reminded, “drop your suggestions in the box 

provided or bring them to the Public Relations office.” 
' As a result, the neatly edited sheet is crammed full 
of personal news items. Vacations, birthdays, marriages, 
wedding anniversaries, illnesses, store transfers, prize 
awards, new employees added to the staff—even fashion 
news, all make pleasant chit-chat and contributes to the 
friendly feeling which pervades the store. There is 
news about the boss and his family as well as about 
Len Robinson, the colored porter, who has been with 
the store for 35 years. 





There is a first page editorial by either Philip Per, 
or his brother, Russell, in which the aims and objective, 
of the store are set forth. There are suggestions for 
seasonal selling. For instance, this Mother’s Day item 
appears in the April issue: 


“HERE’S YOUR CHANCE TO COLLECT $1 oy 
ALL HOLLYWOOD ELECTRIC BROILERS 


Every mother would like a Hollywood electric 
broiler, at least that’s the story to tell your customer, 
between now and Mother’s Day. Let’s promote thiy 
item... it is timely and there’s a bonus of $1 on every 
sale. Suggest them... sell them... earn that $1.” 
In the same issue Mr. Tate of the Luggage Depart. 
ment advises salespersons to urge summer vacationist, 
to make their luggage selections right now. 

The March 1 issue of the Diamond Gazette inform, 
employees of Schick Shaver promotion: 

“Schick Shavers are getting plentiful enough t 
make possible the old pre-war promotion that can be 
so successful with proper employee enthusiasm and 
support. A factory representative will be on hand 
April 11, 12, and 13 to clean, oil and adjust shavers 
and place any factory repair work that is necessary, 
Tell the customers about it.” 

There are also such homely bits of advice as “No 
gum-chewing on the floor pulease!” or another item: 


“FORMALITY BEFORE 
CUSTOMERS IS IMPORTANT” 


One thing which makes Perel & Lowenstein 
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a pleasant place to work is the easy familiarity with 

which we go through the store saying, “Hey, Cliff!” 

or “Hi, Bea.” However, this habit is not to be in- 
dulged in when introducing customers to employees. 

Please remember to say, “Mrs. Densby” or “Dr. 

Marbury.” 

Advice given out through the pages of the Gazette 
tukes the sting away from the reprimand. No employee 
feels that he is being singled out, and nothing personal 
can be attributed to it. 

At present Perel & Lowenstein have a profit sharing 
plan to benefit employees now under consideration. This 
ig another sample of the firm’s attitude toward their 
“store family.” 

Basically, the “sharing” idea and the “family-group” 
motif stems right from headquarters. Perhaps one of 
the most unique business relationships in the country 
ig that of Joseph Perel and William P. Lowenstein. 

Boyhood friends from Baltimore, they came to Mem- 
phis in 1910 and went into business together. For over 
twenty years they were in business without a single 
signed statement. After that they put a few things in 
writing because the Perel children were growing up 
and the Lowensteins had no children. These two part- 
ners declare they’ve never had a real quarrel in their 
lives and this very spirit of good will pervades every 
department in the concern. Mr. Perel manages the 
fnances and Mr. Lowenstein the sales and each makes 
his decisions. 

Not only have these two partners worked together for 
36 years but they have lived together as well. Both 


married Baltimore girls, Mr. Perel marrying Mr.:Low- 
enstein’s sister. For over thirty years they have lived 
together at 1409 Peabody Ave., in Memphis. All house~ 
hold expenses are paid out of a common pocketbook 
and the home is owned the same way. The three Perel 
children were born there and grew up having two fathers 
and two mothers. Even their autos are in the firm, and 
their clothes are about the only things they buy on sep- 
arate accounts. Recently Mr. and Mrs. Perel and Mr. 
and Mrs. Lowenstein took a vacation together, one 
they'd planned for 36 years. 

In summing up the Perel & Lowenstein Jewelers 
would lay down these simple and easy to follow rules: 

(1) Give the underdog a break! Make him feel 
important. 

(2) Give praise where praise is due. Better still, 
acknowledge it publicly and reward it monetarily if 
possible. 

(3) Keep the employee informed as to your plans 
and problems—let him feel that he is part of the organ- 
ization. 

(4) Give him security by holding out the hope of 
advancement. Give him to understand that with your 
progress goes his, too. 

(5) Take an interest in his personal life. Remember 
his birthdays and other anniversaries. 

(5) Make him your friend—and he will be yours. 

You don’t have to issue a monthly newspaper like 
the Diamond Gazette to accomplish these things. But 
if you’ve got the sales force and the time, you'll find 
it a mighty profitable venture. 














ONE OF AMERICA’S GREAT COLLECTIONS OF 


CULTURED PEARLS 


IS AGAIN AVAILABLE FOR YOUR SELECTION OF 


NECKLACES - EARRINGS - RINGS 


The finer your trade . . . the more discriminating their taste . . . 
the more important it becomes that you stock D’ELIA Pearls. 
YOUR INQUIRIES AND ORDERS WILL RECEIVE CAREFUL ATTENTION. 


DIRECT IMPORTERS 


B.DELIA € SON 


EE (303 *FIFTH AVENUE * NEW YORK * 16 

SR In Chicago, Harry Sherrill, 10 South Wabash Avenue im 

ae aS emeR 
Y 

Re. mm oe oY la 

ne Leer 


FoR SEPTEMBER, 1946 319 












































































TL 
STONES 


Y 
a, 
-AS) 
GUARANTEED 


UNIFORMITY 


FOR SIZE AND 
FINISH 














Drilling and Slotting for the Trade 
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Can You Help Me? 





My Display Problem Ik, 


Se 





by VIRGINIA DIXON 


Readers’ questions about window and inside-store displa 
will be answered in this department each month by Miss Vin 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Mis 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


oe can I obtain baroque design plaster or 
papier mache scrolls which can be used for decora- 
tion and as frames for merchandise groupings?—F, ). 


Answer—Jonas Display, 154 East 33rd Street, New 
York 16, N. Y., have papier mache scrolls in various 
sizes from 91% in. to 17 in. in length. They also have 
a plaster scroll frame 28 in. by 28 in. All are quite 
reasonably priced. Display Products Company, 612 
West Lake Street, Chicago 6, Ill., have jumbo sizes in 
papier mache scrolls—27 in. and 48 in. in length. All 


| units are chalk white in finish. 


RECENTLY saw a window display using cutout 

designs of flowers and leaves of some translucent 
material applied in some mysterious manner directly to 
the plate glass .. . at least there was no visible evidence 
of sticking material. Can you tell me what this was, 
The effect was very delicate and attractive—W. R. 


Answer—The applique designs you saw were un 
doubtedly cut from one of the sheet forms of spun glass 
which are now available and were mentioned in this 
column a short time ago. These cutouts can be applied 
to the window glass very simply by wetting the surface 
of the glass where the piece is to go and pressing it into 
place. Very lovely and original effects can be obtained 
in this way. Sylkglass Art Cloth, one of the spun glass 
sheet forms, is made by Radiant Glass Fibers Company, 
208 East 27th Street, New York 16, N. Y. 


SHOPPING NOTES 
i. wallpaper industry is now emerging from its 


wartime doldrums with a collection of unusual and 
extremely attractive designs—many of which can be 
used to considerable effect in window and interior dis- 
plays. The more elaborate patterns can be used as 
decorative panels for individual displays, while others 
would make excellent semi-permanent backgrounds for 
both windows and show cases. In addition to the usual 
flower patterns, stripes and conventional motifs, this 
season there are papers with the texture and coloring 
of lovely hand-woven decorator fabrics—twill weaves 
and stripes in soft grayed colors—plastic coated and 
washable to boot—from United Wallpaper. . . . “Sculp 
tured” papers in woodgrain and matting effects by 
Katzenbach and Warren can be painted after hanging 

. an attractive “Spatterdash” effect in several colors 
on a solid ground by Jones and Erwin . . . a delightfully 
gay pattern called “Pastilles” by Bassett and Vollum of 
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multicolor three dimensional dots arranged in orderly 
rows, available in many color combinations . . . and most 
exotic of all—‘‘Reptile,” “Lizardskin” and ‘““Tortoise”— 
‘ast what the names indicate, in all of a hundred stock 
color schemes by Laverne. 

Many new novelty items are coming into the market 
in time for Christmas use. A plastic snow is now avail- 
able which is claimed to be particularly realistic in 
appearance . - - won't pulverize if walked on .. . will 
sweep up easily without sticking to fabrics, clothes or 
carpets .. - is practically imperishable, in fact .. . and 
can be immersed in water to remove dust! Snowballs 
to match are also available . . . from Michigan Display 
Supply Company, 1217 Griswold Street, Detroit 26, 
Mich. 

Stars, bells, crescents and balls are being made of a 
new plastic material called Tala-Bal by Elm Products 
Company, 238 George Street, New Haven 10, Conn. 
This is an extremely lightweight, three dimensional 
material which is sturdy enough, however, to serve as 
a display support for pieces of merchandise. It is 
available in white, silver and gold—the white may be 
colored or tinted as you wish. Stars, flat bells and cres- 
cents are made in 4-in. to 10-in. widths and several 
thicknesses. Full round bells and balls are 3 in. in diame- 
ter and have small wire hangers. 

Flat mirror stars, both single and double face, are 
eye-catching items for Christmas. They come in vari- 
ous sizes from 21% in. to 8 in. in silver, gold and such 
luscious colors as chartreuse, royal and pale blue, 
fuschia, purple, Christmas red and green... from Aus- 


ten Displays, 31 West 31st Street, New York 1, N. Y. 
... in Chicago, Werner Lewy, 27 East Monroe Street. 

A set of smart, modern display platforms are being 
offered by Quensell Displays, Inc., 71-23 Austin Street, 
Forest Hills, N. Y. The units consists of three rec- 
tangular platforms graduated in size from 12 in. by 
24 in. to 24 in. by 48 in., each 4 in. high. Arranged in 
steps, they form an attractive grouping for jewelry 
singly, they would serve excellently for place setting 
arrangements. 

Half-round pedestals of clear lucite are a practical 
means for “building up” a display in simple fashion. 
They are available from the Hecht Fixture Co., 212 
South Franklin Street, Chicago 6, Ill. They measure 
914 in. in diameter, 8 in., 12 in. and 16 in. in height. 
Glass shelves, to combine with them, are also available 
from this firm. 

If you are in a rush for your new fall display pads 
try William L. Bloom, 30 West 47th Street, New York 
19, N. Y. This new firm specializes in offering a com- 
plete line of fine quality ring pads, brooch pads, neck- 
lace forms, etc., in a generous variety of good looking 
styles and colors—in stock for immediate delivery. 





A JEWELER'S "TREASURE ISLAND" 
(From page 260) 
exceptions. On these occasions we tie all sections of the 


island together with one uniform decorative scheme to 
make a colorful gift suggestion display, and devote all 
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of the sections to a more or less diversified showing of 
gifts appropriate to that occasion. 

The island’s windows are 38” high with a 26” width. 
Each section has a two-foot depth. Jewelry is attractive- 
ly set off on tiered steps which are covered with alternat- 
ing light green and pink frieze. Additional articles are 
arranged on adjustable glass shelves. Full length mir- 
rors form the back drop for all sections. Concealed light- 
ing is effectively handled through the ceiling. Small, 
neatly lettered, tasteful show cards form a part of every 
display. 

Front sections are used for all the “specials” so that 
they will be seen by the greatest number of passersby. 
Too, passengers alighting from the bus which stops in 
front of the store would have difficulty missing these sec- 
tions of the island. 

Mr. Pitt doesn’t miss a trick in using his island for 
countless seasonal promotions. Graduation time finds 
one or more of the choice front sections devoted to mod- 
erately priced watches for young graduates. A show 
card carrying a cap and gown motif carries the message. 

Following graduation come the bridal and wedding 
months of June and July. It’s out with the watches and 
in with the silverware, glassware, and other appropriate 
nuptial gifts. 

As previously mentioned, such jeweler’s naturals as 
Christmas, Father’s Day, Mother’s Day and Valentine’s 
Day give Mr. Pitt the opportunity to go all out. By con- 
stantly tieing in with these varied events the island 
dresses up the store’s front with the attention-getting 
flash that a showman creates for each new extravaganza. 








Recently William Pitt Jewelers received an yney. 
pected (and welcome) shipment of Eversharp C.A, Pen. 
No sooner were they out of the shipping boxes than they 
finished their journey in one of the island’s front gop. 
tions. To say that they sold faster than the proverbjs) 
hot cakes would be putting it mildly. 

Several months ago Mr. Pitt discovered that rarity of 
the times-—an oversupply of merchandise. In thi, | 
instance it was costume jewelry and compacts. Always 
obliging, the island performed a creditable job in help- 
ing clear the merchandise. 

Mr. Pitt summed up the additional advantages of the 
island by saying, “Our island is largely responsible fo, 
the good volume that we handle in the moderate priced 
lines. If we didn’t have this show case we'd be in the 
position that too many jewelers find themselves—rely. 
ing almost exclusively on the sale of diamonds, fine 
jewelry and watches. An appealing item in the island 
will entice new customers into the store. More often 
than not these same people will remember us when they 
desire a diamond ring or an expensive wristwatch.” 

“Inasmuch as our articles in the island usually aren't 
in the high priced category, it’s not necessary to take in 
the displays at night. Thus our store doesn’t have 
barren front during the evening hours when there jg 
considerable sidewalk traffic passing our location. On 
the contrary, it keeps right on selling all the way around 
the clock.” 

While the display policy for the island is very flex- 
ible, the general practice is to merchandise the following 
lines: costume jewelry, compacts, men’s accessories, 
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SILVERSMITHS 
BUILDING 


10 So. Wabash Avenue 








YOU ARE ALWAYS WELCOME 


at the home of Benj. Allen & Co. in the Silversmiths Building. 


Assembled here is every type of merchandise for the jewelry 
store, selected by experienced buyers whose years of contact with 
manufacturers and importers qualify them to select the right 
merchandise for your store. 


Every line is replete with the latest and most desirable items. 
You can confidently make our store your sole source of supply. 
Your orders placed personally, through our salesmen or by mail, 
phone or wire, receive the prompt, efficient service developed in 
serving jewelers throughout the country for more than 80 years. 


At this time we call your particular attention to our DIAMOND department for 
loose diamonds, diamond jewelry, solitaire and wedding rings, single or in sets, and 
mountings, all in a price range to meet every*requirement. 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 
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fountain pens, watch bands, small hollowware pieces, 
simulated pearls and, lastly, the optometrist display. 

Boasting the largest window display space for any 
store of comparable size in Southern California, William 
Pitt Jewelers have nine other windows to complement 
the island. 

Flanking it are two large front windows which are 
devoted entirely to diamonds, fine watches and miscel- 
laneous jewelry pieces. Running from the sidewalk to 
waist high level is a utility window which is adjacent to 
the entrance door and directly beneath the west front 
showcase. It displays a varied selection of larze gifts. 

Running along the depth of the store on Euclid Ave- 
nue are six more silent salesmen. These windows fea- 
ture baby silver, jewel and powder boxes, clocks, table 
radios, small appliances and another display for the 
optometrist. 

His “Treasure Island” together with the nine win- 
dows on the “mainland” give Mr. Pitt the opportunity 
to effectively display selections from every line of mer- 
chandise that his firm sells. 





CORRECTION PLEASE 


In an article concerning the Cortland Jewelers, Inc., 
of Minneapolis, which was published on page 250 of 
Tur Jeweiers’ Circutar-Keystone for July, Frank 
Sax was stated to be the owner and manager of the 


store. 
It has been cal'ed to cur attent’on that this statement 





is erroneous. Mr. Sax is the manager of the store but 
has only a part ownership interest in it, the principal 
owner being C. J. Silver of St. Paul, who, in addition 
to the Cortland Jewelers of Minneapolis, also owns the 
C. J. Silver Jewelers, Inc., St. Paul and the Cortland 
Jewelry Co., of LaCrosse, Wis. 


GEM OF THE MONTH 
(From page 262) 


rare, large sapphires on the other hand are more plenti- 
ful, a fact which is reflected in their lower carat cost, as 
compared with the ruby. The yellow and other colored 
varieties are little in demand and their value is corre- 
spondingly low, compared to the blue stones. 

Principal sources of the blue sapphires are Ceylon, 
Burma and Australia with some being found in Siam and 
in Montana in this country. Origin of the “fancy” 
stones is principally Ceylon with a few stones found in 
Australia and Burma. 

The most desirable type of blue sapphire is what is 
known as a Kashmir (or Cashmere) stone. These are 
characterized by a rare velvety, cornflower blue, without 
any trace of black or gieen. These stones were so named 
from the ancient source of sapphires, the province of 
Kashmir in India. Today only inferior stones have been 
found there. 

Like the ruby, the sapphire has been synthetically 
made and because the crystal symmetry is more readily 
ascertained in the synthetic than in the natural stone, 








© 








the former has replaced the natural stone in its use as 
bearing in watches and precision instruments. During 
the war synthetic production went almost entirely into 
war production but since the demand has eased, these 
stones are once more being used in jewelry. 


Several well-known sapphires have their roots deep in 
history. One of these is one of the oldest stones in the 
British Crown Jewels. St. Edward’s Sapphire, as it is 
called, is in the center of the cross of the Imperial State 
Crown. According to tradition it was formerly mounted 
in a ring worn by Edward the Confessor, who ascended 
the throne in 1042. At the back of the Imperial State 
Crown is another fine sapphire. It was used for the 
State Crown of Charles II but was taken by James II 
on his flight to France in 1688. From him it passed to 
his son and was later bequeathed with the other Stuart 
treasures to George III. At Queen Victoria’s coronation 
this Stuart Sapphire occupied the central position in the 
front of the circlet of the crown but for the coronation 
of King George V it was displaced by the second Star 
of Africa diamond and removed to the back position it 
occupies today. 

Other large sapphires are in the British Museum col- 
lection and the Russians have a beautiful cornflower blue 
specimen in the former regalia of the Czars. In this 
country, the American Museum of Natural History in 
New York has a splendid collection of large sapphires 
of various colors and also three magnificent star stones, 
the largest of their known kinds. These are the Edith 
Haggin de Long star ruby weighing 100 metric carats; 
the Star of India star sapphire, weighing 563 metric 





carats; and the Midnight Star, a deep purple star Sap- 
phire, weighing 116 metric carats. 

The following questions and answers are designed ty 
provide in simplified form that information essential jp 
retailer-customer relations whenever these gems are 
discussed: 





To what mineral species does sapphire belong? 

To the corundum family of which ruby is a member, 

What are the varieties of corundum called? 

All except the ruby are called sapphires. 

What stone is meant by sapphire (without pre. 
fix) P 

Blue Sapphire, Oriental Sapphire or Burma Sapphire, 
These names are synonymous in the trade and all refer 
to the same quality stones. 

What is erroneously called Ceylon Sapphire? 

Pink Sapphire is a better name. 

Do these locality names indicate source? 

Not necessarily; they merely designate a type. Often 
the name indicates the first known source of the type but 
unfortunately there are no recognized authentic color 
standards. 

What other colors of sapphire are known? 

Nearly every possible color, including colorless, blue, 
yellow, blue-green, purple, orange, etc. 

What are fancy sapphires? 

Any color but red or blue. 

What is the most desirable type of blue sap. 
phire P 

A Kashmir (or Cashmere) stone. 

Do fine stones come from Kashmir, India, today? 
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No, only inferior stones have been found there re- | 
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cently. 


What are the characteristics of Kashmir sap- | 


phires P 


These stones have a rare velvety, cornflower blue | 


without the slightest trace of black or green. ; 

What are characteristics of Oriental sapphires? 

They have a rich, royal blue color, which appears 
darker in artificial light. 

What are the characteristics of Ceylon sap- 
phires P 

These stones are usually of a lighter blue, often un- 
even in color. They are quite clean and brilliant, with a 
tendency towards reddish blue. The finest Ceylons ap- 
proach Orientals in color. 

What are the characteristics of Australian sap- 
phires ? 

These stones are usually very dark blue—inky—with 
a green tinge. 

What are the characteristics of Montana sap- 
phires P 

They are usually of a light “steel” blue with a char- 
acteristic metallic luster, quite reddish in artificial light. 
The finest Montana sapphires called Yogo, approach 
cornflower blue. 

What are the characteristics of Siam sapphires? 

These are of an intense blue, often blackish or inky. 

Where are blue sapphires found? 

Ceylon, Burma and Australia are the principal 
sources. 

Where are fancy sapphires found ?P 

Principally in Ceylon with a few in Australia and 
Burma. 

How are sapphires mined? 

Usually in shallow, hand-dug pits. 

How do sapphires look when found? 

They are found in their characteristic hexagonal (six- 
sided) crystals. 

What are star sapphires ? 


Sapphires showing a six-rayed star effect when prop- | 


erly cut and in the proper light. 

Does the star actually exist? | 

No, it is purely optical as nothing in the stone corre- 
sponds to the star lines. 

What causes the star? 

This is not easily explained, though it is related to the 
hexagonal crystallization of the stone. 

Are star stones transparent? 

No star is possible in a perfectly transparent stone. 

What are the parallel straight lines often seen in 
a star sapphire? 

These are crystal growth lines and being straight, in- 
dicate the stone is natural. 

What is the best way to see a star? 

With a single direct light stronger than the surround- 
ing light. 

Are sapphires made synthetically? 

Yes. Like ruby, manufactured stones are made with 
the same chemical and physical characteristics as the 
natural. 

How can you tell the natural stones from the 
synthetic P 

Natural stones when examined microscopically have 
straight growth or color lines, showing its crystalline 
growth. In synthetics, these growth lines are always 
curved. 
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What are other characteristics of synthetics? 
The manufactured stones show microscopic round air 
bubbles. 

How heavy are sapphires? 

They are about one-seventh heavier than the diamond. 

How do sapphires resist wear? 

They are about the toughest stones known and only 
the diamond can scratch them. 

Following are the physical characteristics of the 
sapphire: : 


Composition .............. Aluminum Oxide 
RE os atv ese ewewews Corundum 
Crystal System ........c.eeeeee: Hexagonal 
Specific Gravity .....cccccccscccseces 4.03 
Ph: cc. ebheeece seek oceunseaencene 9 
a rr eee rr Excellent 


CURRENT DISPLAY KEEPS COLORED GEMS ACTIVE 
(From page 264) 


group carrying an attractive card. Men’s and women’s 
rings, as well as loose stones, were in each group. 

The following copy was used: 

“The blue of a placid sea in the Aquamarine.” 

“The lovely green of cool grass in the Emerald.” 

“The blue of a summer sky in the Sapphire.”’ 

“The glow of a blazing sunset in the Ruby.” 

“The soft mellow light of the moon in the Moon- 
stone.” 

“The rich warm brown of autumn in the Topaz.” 








“A glorious mixture of all the colors of the rainbow 
in the Opal.” 

“Nature’s finest royal purple in the Amethyst.” 

Centered in the window was a large display of rough 
stones which included rubies, sapphires, tourmalines, 
garnets, topaz quartz, precious topaz, amethysts, opals. 
turquoises and many others. Polished stones cut from 
the rough were displayed along with them. Each speci 
men was labeled with the source of the material, 

One side of the window was reserved for the birth- 
stones of all 12 months. All the stones were genuine and 
included only those which have been officially adopted 
by the ANRJA, namely: Garnet for January, Amethyst 
for February, Bloodstone and Aquamarine for March, 
Diamond for April, Emerald for May, Pearl and Moon- 
stone for June, Ruby for July, Sardonyx and Peridot 
for August, Sapphire for September, Opal and Tour- 
maline for October, Topaz and Topaz Quartz for No- 
vember, Turquoise and Lapis for December. Noticeably 
absent from the birthstone display .were the various syn- 
thetics such as ultralite, emerada, rozezircon, alexan- 
drite, etc., which are too often thrust upon the public as 
the birthstone for any month which happens to be called 
for. Shaw’s discovered a long time ago that genuine 
stones are far easier to merchandise than imitations, or 
synthetics which have no counterpart in nature. The 
only synthetics which Shaw’s use at all are rubies and 
sapphires. A few simulated emeralds are stocked for the 
benefit of customers who do not care to invest in a genv- 
ine emerald. 
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Balancing the birthstone display on the other side of 
the window was a group of mounted gems which did not 
fit into the eight principal groups mentioned above. 
These included spinels, red and green tourmalines, 
cat’s-eyes, blue topaz, star sapphires, peridots, pink and 
violet sapphires and others. 

Another section of the window was devoted to un- 
mounted stones which are not generally known to the 
public, such as rutile, malachite, labradorite, chryso- 
prase, lapis lazuli, amazonite, staurolite, jasper and 
moss agate. 

Another feature of the window was a display of the 
10 minerals which make up the standard scale of hard- 
ness: tale, gypsum, calcite, fluorite, apatite, orthoclase, 
quartz, topaz, corundum and diamond. Appropriate 
notes were included which explained that diamond was 
g5 times harder than corundum, and also listed the va- 
rious gems which are included in the quartz and feld- 
spar families. 

The monthly displays of birthstones at Shaw’s al- 
ways feature a large card with carefully selected copy 
setting forth some of the legends connected with that 
gem, plus a few interesting facts about it. Each card is 
illustrated with drawings. The exact copy for each 
month is as follows: 


January. Not more than 50 years ago, Asiatic 
tribes used garnets as bullets in their guns. 

Legends say that garnets have a calming influence 
on persons born in January, removing anger and dis- 
cord and bringing true friendship. 








RINGS iit a 





Garnets are found in every color except. blue, but 
the deep purplish-red stones known as Pyrope garnets 
are the best known. They have exceedingly fine bril- 
liance and fire. They are found in Europe, Africa and 
America. 

February. The word amethyst comes from the 
Greek Amethystos. It was so called because it was 
believed to cure intoxication. An amethyst was also 
supposed to protect a man against death in battle. It 
was used as a charm against evil thoughts and enabled 
the wearer to see into the future. 

Amethyst is a purple variety of the quartz family. 
The finest specimens come from Siberia and Brazil. 

March. The heliotrope or “Bloodstone” is a va- 
riety of green jasper with red spots. 

Legend says that drops of blood from the body of 
Christ fell upon a piece of green jasper at the foot of 
the cross and spotted it with red. 

The companion birthstone for March is the aqua- 
marine which possesses the greenish-blue color of the 
sea. 

Aquamarine is a variety of the mineral beryl, as is 
emerald. Its hardness and other properties are the 
same as emerald, from which it differs only in color. 
The finest stones come from Brazil. 

April. The diamond is the gem of light. It is a 
hundred times more rare than gold and is the hardest 
substance known to man. It is an emblem of fearless- 
ness and invincibility. It is the gem of kings, queens 
and lovers. 


When Displayed on 


The : bal : Ring Tray System 


A dramatic, compelling ring presentation that turns browsers into 
customers. Smartly styled for sales appeal. Sturdily fashioned by 
master craftsmen. Bengaline silk tops and floor boards with velvet 
covered front risers and ring trays. Choice of rich, harmonizing colors. 
Ring trays on genuine maple bases. Standard 6 ft. x 18” complete with 


tray carrier, $115.00. Order now. 
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WATCH STRAPS 
featuring the NEW 


CORONET Licker 


I 
it streamlines the strap: 
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Here at last! ... The perfect watch 
strap. Exquisite leather combined 
with a cleverly designed, highly 
efficient buckle that adds beauty 
to the strap. Observe the snug, 


compact effect this new buckle 
provides .. . its recessed, locking 
tongue remains immovable. 





A full line of leathers with 
buckles in nickel, yellow or 
pink finishes. Also in gold- 
plated. All non-tarnishable. 






























Diamond is composed of the element carbon, Red 
blue, green and violet diamonds have been found but 
the pure white stones are the most desirable. In pri). 
liancy and fire, the diamond is unmatched by any othe 
gem. 

. May. Whether glittering in the eye of a heathen 
idol or gracing the hand of a lovely lady, the emeralq 
is by far the finest green gem to be found in nature, 

The emerald is said to sharpen the wits and quicken 
the intelligence of the wearer. 

Emerald is a variety of the mineral beryl. The 
choicest color is grass green. The finest stones come 
from South America and Russia. 

June. The pearl is the queen of gems and the fg- 
vorite of women everywhere. 

Modern cultured pearls are grown in living oysters 
and possess all the beauty and luster of rare oriental 
pearls. 

The companion birthstone for June is the moon- 
stone or andularia. The moonstone is believed to 
bring good fortune and is regarded as a sacred stone 
in India. As a gift for lovers, the moonstone is said 
to arouse the tender passion. 

Moonstone is the mineral orthoclase of the feldspar 
group. The best stones come from Ceylon and Switz- 
erland. 

July. The ruby is the favorite gem of the Hindus 
who believe that an eternal flame burns within the 
stone and that it brings happiness and peace to the 
wearer protecting him from all evil. 

Ruby is a variety of the mineral corundum. It is 
extremely hard and tough. The principal source is 
Burma. 

August. The sardonyx is the stone of ecstasy and 
rapture. It is believed to bring wedded bliss and good 
fortune. It is said that if a girl born in August does 
not wear a sardonyx she will never marry. 

Sardonyx is a variety of the mineral quartz. It is 
admired for its deep brownish color and its interesting 
luster. 

The companion birthstone for August is the peridot, 
a yellowish-green variety of the mineral olivine. The 
best stones have been found on an island in the Red 
Sea. 

Legend says that a peridot will dispel the terrors 
of the night. 

September. The ancient Persians believed that the 
world rested upon a huge blue sapphire which gave 
its color to the sky. 

The sapphire is known as the gem of autumn. It is 
a symbol of truth, sincerity and constancy. 

Sapphire is a variety of the mineral corundum, as 
is ruby. Corundum gems rank next to diamonds in 
hardness. 

The finest sapphires are cornflower blue and are 
found in India, Ceylon and South Africa. 

October. The opal is a glorious mixture of all the 
colors of the rainbow. Its lovely play of color is 
found in no other gem and has never been satisfac 
torily imitated. 

The opal is considered a good luck stone, especially 
for those born in October. 

The companion birthstone for October is tourma 
line, one of the most beautiful of all gems. It is 
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highly electric and when rubbed will act as a magnet. 

Tourmalines are found in pink, violet, blue black, 
green and yellow. The dark-green stones are the most 
beautiful and the most popular. 

November. The word topaz is derived from To- 
pazos, a misty, mythical island where the stone was 
first supposed to have been found. 

Topaz is the stone of strength. It is supposed to 
protect the wearer from drowning and enable him to 
see into the future. 

Two different stones called topaz are used in 
jewelry. The most expensive variety is an aluminum 
silicate which is found in various shades of brown, 
blue, green and violet. Citrine, or topaz-quartz, is 
less rare and is found in many beautiful shades of 
vellow and brown. 

" December. The turquoise symbolizes dreams and 
voyages. They are believed to change hue according 
to the health of the wearer. 

Turquoise is a complex phosphate of copper and 
aluminum. It is often cut to include brownish streaks 
of the matrix or “Mother rock.” 

The companion birthstone for December is lapis- 
lazuli, a beautiful blue gem which is usually flecked 
with golden-colored specks of pyrite. 

Lapis was known and highly prized many centuries 
ago. In ancient Babylon and Egypt the stone was 
often used as a talisman to protect the wearer from 
melancholy. 


(All of the copy pertaining to the legendary attributes of 
gems was garnered from the late Professor Kunz’ excellent 
book entitled “The Curious Lore of Precious Stones.’’) 
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MENTAL HAZARDS IN JEWELRY RETAILING 
(From page 266) 


banker, and he will give you case studies aplenty. He 
can tell you of business men whose over-ambition was 
the mental hazard causing their downfall; they tried to 
be too big, too fast. He has stories of the opposite type, 
too, regrettable cases of merchants who obtained suc- 
cess but only small success, because they didn’t really 
want any more and failed to rise to large opportunities. 

There is the mental hazard of the lazy man, who is 
unwilling, constitutionally, to work hard enough to run 
a business right. (And the opposite type, the man who 
works too hard at the wrong things, always holding his 
payroll below the most effective state by one or two 
men. ) 

Fixed ideas which are wrong, but which a merchant 
allows to influence him, are mental hazards. A perma- 
nent example is the retailer who believes that women 
have no place on his sales floor. He doesn’t know how 
much business he might get with a mixed force. The 
merchant—not as numerous as he was once—who be- 
lieves that advertising is a waste of money—has ac- 
quired a mental hazard which puts him under a definite 
disadvantage in competition. 

With some hazards, “emotional” would seem perhaps 
the better word. Over-confidence and timidity, for ex- 
ample. The timid person does not exploit opportunities 
because he is afraid to try. The over-confident man does 
—but loses out because he does not plan with care, try 


hard enough. 
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There are men who live and die, following a long 
career in retail business, and never realize that they 
have mental hazards to deal with. They are ful] of 
talk of “conditions,’—meaning, thereby, external gir. 
cumstances. They spend a great deal of time and of. 
fort to adjust their methods and policies to these. 

If they would learn also to view their mental ang 
emotional problems objectively, coming to recognized 
the personal idiosyncracies and errors which constitute 
hazards for themselves, they might find themselves 
grappling with problems more difficult than outside one, 
—but problems which, if overcome, would contribute 
vastly to their eventual business success. 





TAKE YOUR CHOICE... 
(From page 276) 


or in part of sterling silver which now, at long last, can 
be had for ransom price of 90.5 per ounce. 

A glance at the above chart gives you the quick pic- 
ture of who holds the money and is your cue as to what 
to do to get your rightful share of it. And though pre- 
dictions are that the last six months of ’46 promise to 
yield the biggest volume of business in the nation’s his- 
tory ... the period after that is likely to see a quick 
turn in the direction of the families with the money— 
the top twenty per cent who, whether you like it or not, 
hold 77 per cent of the total savings. One must admit 
that many war-time purchases were made with cash re- 
ceived from war-plant overtime pay, and spent by 
people who never before had had so much cash in their 
pockets. But you will have to agree that that market 
is obviously shrinking. 

Assuming that what we have stated above is true, and 
it is not too much to assume then there are two possible 
courses open to the jeweler. 

If he intends to continue to cater to the mass market, 
he must re-orient his selling to a credit basis—call il 
instalment selling or “budget plan” or what you will. 
That is obvious. For if as the figures show, the bulk 
of the people who make up that market have little or 
nothing in the way of savings, and if those fat rolls of 





SOUTH OF THE RIO GRANDE 










“As you can see," writes Walter Haas, proprietor of Relojeria Suiza, 
Monterey, "Mexico is not just a land of cactus and sleeping people 

To prove his point, Mr. Haas included a photograph of the interior 
of the firm's new store at Morelos 464, Apartado 163. We quil 
agree—in fact there can be no sleepy people around such 
attractive-looking establishment. 
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what I mean. Let us admit that advertising creates a 





ing money from last week’s or last month's 
“ ar bevaed holes in their pants pockets are now desire in a poor man’s breast, causing him to dream 
of a thing of the past, it necessarily follows that the only about the day he can possess it, but if he just hasn't 
cir- way they can buy is by payments out of future cong. got the cash on hand to buy it he cannot be counted 
ef- If you were a credit jeweler before the war, you'd as a prospect, unless you're in the instalment end, of the 
better begin thinking again in terms of down payments business. Your advertising is aimed cat the fellow who 
and and weekly instalments, even though you may have been can come in the next day and say, “I'll take it” . . . not 
zed doing most of your business for cash in the past few the hundreds of good people who must, perforce, pase 
bute years—that is, unless you want to trade up and go after it up, simply because it is far beyond their financial 
ives the business of the people in the higher income brackets. reach. . 
mes If you want the wage earner market, the emphasis will And many of the manufacturers who advertise na- 
ute again have to be on instalment selling. tionally have gone too far in their drive to cultivate the 
On the other hand, if you don’t want to get into the mass market. For a brief period they were actually 
outright credit field, then you'll have to make an effort stimulating the people they had never before approached 
to cultivate again those top-of-the-heap families, whe to come into your store and make a purchase, but it is 
always had the money with which to buy the jewelry indeed true that they, too, will have to return to the 
and other merchandise that you sell—that 20 per cent media that reaches that top 20 per cent who hold 77 per 
re who as we have seen hold 77 per cent of all the savings. cent of the savings. And that is a nice market of 28 
I say cultivate “again” because the average jeweler did million people, but when you stop to think that every 
a not have to strain any muscles to secure a fine turnover advertiser who places a copy is after that very same 
hat during the past four years. Mr. Average Jeweler market it is understandable that they cannot buy every- 
catered to rich and poor alike as they entered his shop thing offered them, even if they are the lucky persons 
“, and did very little about finding out who it was that with their savings on hand. 
#2 made the purchase, or where they lived or whether they Furthermore, these top-bracket families had so much 
i were permanent members of his community or mere more than the average family to start with they are not 
fi transients. Now he will have to be more selective again so anxious to replenish on anything. For did they not 
not or he will lose out. already have the best cars, furs, jewels and household 
Be Add to this the fact that the department stores have necessities to begin with? They were the ones who now 
a expanded their jewelry sections greatly and will con- have their 1942 cars which are still functioning ~_ 
heir tinue to do so with even greater avidity, and you see and thev were the ones who had an abundance of a 
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No. 906—i Pr. Genuine Ruby Guards 
$55.00 per pr. 
No. 610—Wedding Band set with 6 Gen- 
uine Rubies $27.00. 
Nos. 701-707—$1.75 DWT. 
Nos. 76-114—Supplied with Rubies or 
Sapphires $19.00 each. 
No. 635—$5.50, No. 768—$10.00, No. 771 
—$13.00 (Sizes 4 to | ct.). 
No. 132—$18.00, No. 126—$16.00, No. 812 
—$19.00, No. 809—$19.00. 
All synthetic stone rings supplied in available 
colors. 
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1000 TO 100,000 


Large variety of fancy cardboard boxes for 
pearls, pin and earring sets, watches and all 
other jewelry from $125 per M up to $2,500 per 
M for special fitted fabric leather jewel cases 


with lock and key. 


Watch and jewelry boxes of metal covered 
with velvet or artificial leather with spring clip 


hinges. 


An ornate marbleized plastic box with four legs 
for watches, cultured pearls, etc., $1,250 per M. 


Other plastic watch boxes from $650 per M up. 


BUY DIRECT FROM OUR FACTORIES 


IRA HARMON 


489 - 5th Ave. 


New York 17 


Tel. MUrrayhill 2-2492 























the worldly goods that are now coming from the fap. 
tories in such huge quantities. These families are po 
suffering for merchandise of any particular variety, un- 
less it be T-bone steaks or choice cuts of lamb or pork. 

The wise jeweler then, will do everything he can ty 
wake it attractive for these people to buy from him, H, 
will do everything in his power to keep his prices down, 
He will be more courteous and considerate of everyone 
who comes into his store, whether they buy an inexpen- 
sive item or a costly one, or none at all. He will ad. 
vertise quality goods, fairly, priced and attempt to build 
back a great list of potential charge-customers. He yill 
educate his clerks to make the customer feel “at home” 
in his shop and he will do everything and anything to 
make his customers his friends. 

It goes without saying that the people with the most 
money are apt to be the ones with the greater cultur 
and appreciation of the fine things the jeweler sells. 
They are more discerning, harder to sell to, fussy, 
fastidious, if you please, yet they have the money and 
are the ones who can either make or break the jewelry 
store. 

To attract these péople, our wise jeweler will use 
tastefully arranged uncrowded window displays. He 
will see to it that his store and his stock are always 
clean and bright and inviting, and that the goods in his 
floor and wall cases are carefully selected and attrac- 
tively shown. 

Yes, it is time now for diplomacy, tact and suave 
persuasion . . . not the time for either high pressure on 
the one hand or indifference or neglect on the other. It 
is the time for seriousness and application to studying 
people’s wants .. . and particularly the top twenty per 
cent of them who have the most of the cash that can go 
for articles such as you sell! 








RADIO PROMOTION FOR JEWELERS 
(From page 286) 


redeemable either for cash or War Stamps at the store. 

The experience of the Albert S. Samuels Co., San 
Francisco and Oakland, Cal., in its sponsorship of a se- 
ries of Sunday night half-hour interviews from the 
Hotel St. Francis lobby, sheds light on the use of mer- 
chandise offers. 

According to Will Russell, president of Will Russell 
& Co., advertising agency, merchandise orders for $5.15 
were given to the girl of each couple interviewed as 4 
courtesy of the Samuels people. The master of cere- 
monies on this KSFO feature, Art Linkletter, explained 
that the 15 cents took care of the sales tax on every $5 
purchase. This trifling amount gave added impetus to 
the thought that Samuels was really sincere in giving 
both gifts and service. 

“Over a year, it was discovered that about 20 per cent 
of the merchandise orders were never used,” Mr. Russell 
said, “because the people were visitors to San Francisco 
and left before they could visit the store. Of the remain- 
ing 80 per cent, about half were used for small gifts 
and the other half were used as down payments on more 
expensive items. In either case, it brought new custom- 
ers into the store and acquainted them with the friendly 
service.” 
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Probably because of the scarcity of merchandise, the 
current trend is more toward cash prizes than it is toward 
merchandise certificates. Certainly the use of money or 
its equivalent simplifies the problem for the advertiser, 
since it is adaptable to almost any type of program and 
may be offered either on a day or night time show. Since 
the audience may have as much fun out of a competition 
involving a small award as it does out of a program 
where the stakes are large, awards need not be big to 


Keystone with a plea that we try to do something about 
the situation. 

“After all,” he said, “do you suppose any automobile 
manufacturer would be crazy enough to designate his car 
as belonging to any one month? 

“How we jewelers ever got caught in this short- 
sighted plan to restrict our sales I don’t know. But it 
certainly is high time that we break it down and get out 
and really sell these beautiful and desirable gem stones 








. .. sell them on their merits. 
“Let’s forget birthstones . . . 
What do you think?” 
We think the idea is worth considering. 


attract listeners or participants. 

It is quite true that merchandising effort of this kind 
may be carried too far, and in such cases, it. builds 
neither good will nor loyal audiences. The basic ingre- 
dient of the successful, economical program is good en- sadluneibdines 
tertainment, and the finer the program, the better are PIONEER OF MASS-PRODUCED WATCHES 
its chances of continued audiences. However, this does 
not invalidate the use of merchandising effort properly (From page 290) 
applied to stimulate sales, create good will and to tie-in 
with local conditions, seasonal variations, sectional hab- 
its and preferences. It is a form of showmanship which 
offers extra added value and buying inducement to the 
customer and it is valuable to the jeweler because it may 
be used in such a way as to greatly increase store 
traffic. 


and sell gem stones. 


allow the customer to make two choices. This was a 
time-wasting method since two different sales had to 
be made. Frequently, because the customer’s attention 
was divided, no sale resulted. Trials of the complete 
watch-selling plan were so successful that manufac- 
turers adopted it one after the other, and retailers wel 
comed the change. 

Another important change during the past 75 years 
concerned watch pricing. Prior to the advent of Ameri- 
can-made watches, the mark-up on English and Swiss 
types was quite high. When American models were put 
on the market, however (just at the time of a depres- 
sion), the retailer’s mark-up was reduced from 25 to 33 


SPARE THOSE BIRTHSTONES 
(From page 282) 


there. (As a matter of fact he revised everything. Then 
he sent the results in to THe’ Jeweters’ Crrcurar- 
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ROMANCE + NOVELTY 
+ GLITTER + FINISH 


— That's the proven recipe to 
start any Jill's heart jumping 
—and that's what you'll find 
blended to perfection in each 
of these promotionally priced 
Jay Kel Originals, selected 
from our “High Voltage Line”’ 
for Fall . . . We suggest you 
order your requirements now 
and insure timely delivery— 
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The Famous 
TOASTMASTER 





. . . one of the many Nationally 
advertised products we distribute— 


ALSO WHOLESALE DISTRIBUTORS 
OF THE FOLLOWING 
NATIONALLY FAMOUS PRODUCTS 


Marvella Pearls 

Shiman Mfg. Co., Inc. 

1847 Rogers Bros. R. F. Simmons Co. 

Wm. Rogers & Sons Speidel Corp. 

Tudor Plate Louis Stern Co. 
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per cent. In 1895 the Gruen firm inaugurated a Policy 
of fixing required retail prices on all their watche, 
based on a 50 per cent mark-up. This was to corress 
such abuses as loss of costs for “‘no-charge”’ seryicg 
and to protect jewelers’ fair profits from the effects 
of competition by persons ignorant of overhead expenses 
The new policy also aided retail salesmanship by ¢lip. 
inating the time-wasting custom of determining prices 
by haggling, and in time the method was adopted by al] 
manufacturers. 


INSIDE THE WATCH 


Progressive changes were made in the mechanism of 
watch movements between 1869 and 1946. They in- 
cluded the change from key to stem wind; from flat to 
overcoiled hairsprings; from escapements with brass 
wheel and single roller to steel wheel and double roller; 
from key-set to lever-set, and then to pendant-set ex- 
cept for railroad watches. There was a gradual increase 
in the number of adjustments for high-grade watches, 
and in strictness of timekeeping requirements for 4]] 
grades. In dials, over 30 years ago there began a trend 
away from white enamel dials with black numerals, to- 
ward the present-day gilded or silvered metal dial. The 
outline forms of dials had to change to conform with 
fancy-shaped bracelet movements or cases, from circular 
to rectangular, or oval and other curvilinear forms, 
These changes are regrettable from the viewpoint of 
ease in reading time. 

Among recent technical developments are hairsprings 
of special alloy metals marketed under such trade names 
as Elinvar, Elginium, Conel, Nivarox. These springs 
are hardly affected by changes of temperature, there is 
no middle-temperature error, and they are practically 
anti-magnetic and rustless. A monometallic balance is 
used with them, since the springs do not require con- 
pensation. 

There are, too, things newly on the market not really 
innovations, but revivals of ideas in use from 50 to 100 
years ago, although improved in design. These include 
pedometer or self-winding watches, shock-resisting de- 
vices to minimize pivot and jewel breakage, and water- 
resistant cases used especially on men’s wrist watches 
and military watches. An effect of the war was a great 
increase in the use of watches with center-second hands, 
in variations for aviation, navigation and physicians’ and 
nurses’ needs in the armed services, and for timing ep 
erations in war industries. 


PROGRESS IN THE WATCH REPAIR-SERVICE DEPARTMENT 


The business-building power of superior repair-ser 
vice, and the importance of the skilled watchmaker to 
our entire industry and trade, calls for mention of the 
progress made in that field—a vital adjunct to the mar 
ufacturing and merchandising of watches. Noteworthy 
improvements have been made in tools and technical 
methods, and in the training of watchmakers. 

By 1869, laws governing apprenticeship had become 
lax, and the time was ripe for the introduction of schools. 
Pioneers in this were the Parsons school at LaPorte, 
Ind. (a predecessor of Bradley Polytechnic Institute a 
Peoria, Ill.), and the Bowman Technical School at Lar 
caster, Pa., in 1886-7. The Elgin Watchmakers College 
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was founded in 1920. More recently there has been a 
great increase in horological schools, in every section of 
the country, too numerous for individual mention here. 

Other strong influences toward the elevation of craft 
standards have appeared in the past quarter-century. 
The Horological Institute of America was founded in 
1921, granting to those who pass its examinations, cre- 
dentials in the grades of Certified Watchmaker, and 
Junior Watchmaker. It promotes education in horology, 
publishes a technical journal, and otherwise carries out 
its general aim to elevate the science and practice of 
horology. In 1934, the United Horological Association 
of America, Inc., was organized on the basis of local 
guilds and state associations. It is active in promoting 
watchmakers’ licensing legislation in the states, pub- 
lishes a technical periodical, and provides other educa- 
tional helps for the members of its guilds and state as- 


sociations. A movement for state laws requiring watch- 


makers to be licensed is spreading and six states now 
have such laws in force: Wisconsin, Minnesota, Okla- 
homa, Iowa, Indiana and Oregon. In numerous other 
states licensing laws are to be presented to the legis- 
latures. 

It is significant that during the period when American 
inventors were creating the modern system for manufac- 
turing watches, they were also making revolutionary im- 
provements in tools and technic for repair work. About 
the time when THe JEwevers’ Circu ar first appeared, 
the first radical improvement in the watchmaker’s lathe 
in three centuries was generally accepted by the craft: 


this was the “American” lathe, now so called wherever 
it is made. It is a live-spindle lathe with split chucks 
to hold the work, replacing the European dead-center or 
“fiddle-bow” lathe used up to that time. The superior 
new lathe was driven in one direction by a foot-power 
wheel, instead of in alternate directions by a hand-bow. 
Thirty years later the electric motor displaced the foot- 
wheel and is the prevailing power now. More recent 
improvements of American invention are watch cleaning 
machines, friction jeweling tools, and watch-rate re- 
corders. The latter are an advanced aid in the diagnosis 
of some of the more obscure faults that affect the per- 
formance of watches. 


RAILWAY TIME INSPECTION 


During the past half-century a compelling force for 
improving the quality of repair work and watch adjust- 
ments has been the existence of the Time Inspection 
services on most railroads. In 1892, in connection with 
a head-on wreck of two passenger trains at Kipton, 
Ohio, Webb C. Ball of Cleveland was called to the for- 
mal inquiry to testify as an expert on watches. It de- 
veloped that the watch carried by one of the engineers 
had a fault of stopping, then starting again, and had 
caused the wreck. Similar wrecks had occurred in other 
sections of the country for similar reasons. This set Ball 
to thinking, and he suggested to railroad managements 
a plan for insuring the accuracy of trainmen’s watches. 
It provided: 

(1) Appointment of competent watchmakers as in- 
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spectors, and all operating employees would be required 
to submit their watches for examination and rating 
periodically ; 

(2) Rating-record cards to be carried by employees 
and copies sent to the Chief Time Inspector of the 
railroad ; 

(3) Inspectors to order cleaning and repairs when 
found needed, meanwhile loaning a good watch to the 
employee ; 

(4) Employees would be required to buy watches of g 
specified grade, make and model, with a system of pay- 
ment by deductions from wages, if desired. 

The Ball Railroad Time Service was organized, and 
now handles inspection work for many railroads in the 
U. S. and Canada. Other railroads established their own 
services, on similar lines and in addition to influencing 
repair work, this system has stimulated excellence in the 
manufacturing of American watches, by promoting ri- 
valry among competing makers. 


MATERIALS BUSINESS MIRRORS CHANGES 


A branch of the watch industry that has grown to 


_ great proportions today is that of the ‘‘materials house” 


selling repair-parts, tools and supplies. All changes of 
styles and models, and in workshop technic, have had 
their effect on this business. 

In 1869 all watch crystals were round though there 
were varieties like thin Genevas for hunting cases, and 
thick flat-parallels and mi-concaves for open-face cases, 
But this was simple compared with the complexity of 


| today’s stock: fancy forms and sizes for bracelet watches 


and both glass and plastic materials for unbreakable 
crystals. The business in movement parts has also be- 
come more intricate as a result of frequent redesigning 


| of watches. 





About 40 years ago materials dealers began making up 
American parts in systematized assortments, selling 
them in sets of bottles and boxes with numbers referring 
to a chart bearing technical data on each item, as an aid 
to stock-keeping and interchangeability in using parts. 
Later came a really epochal improvement in the Swiss 
materials business. Since there are literally thousands of 
different “makes” of Swiss watches in use, instead of 
the comparatively few names denoting the origin of all 
American watches, ordering of Swiss parts had become 
confusing to retail users, and difficult even to the whole- 
sale material trade. Two means toward lessening this 
confusion appeared. About 1930, materials importers 
began issuing charts, showing pictures of setting-parts, 
to identify the basic “ebauche” models of Swiss move- 
ments. (In Switzerland, a few large factories made 
ebauches-rough movements of a few standard designs, 
selling these to hundreds of smaller factories which fin- 
ish and export them under thousands of different trade- 
names.) But on the Swiss material charts, the pictures 
of setting-parts identify the basic model of any watch 
whatever name is on it, and a set of numbers indicates 
the correct parts to order for that watch. 

Then in 1943 Tue Jewevers’ CircuLar-KeysTone 
published “Trademarks of the Jewelry and Kindred 
Trades,” 5th Edition, listing the thousands of names ap- 
pearing on Swiss watches, each with a key-number refer- 
ring to the manufacturer, importer or wholesaler of each 


| watch, and his American address. By means of this, and 
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the charts, many of the earlier perplexities and head- 
aches of the Swiss materials business have been 


eliminated. 


CONCLUSION: 
It is, as was pointed out at the beginning of this his- 
tory, impossible to consider the development of watch 
manufacturing in America in any but the barest detail. 
But the foregoing should provide at least a minimum 
account of the.origins and growth of the trade in this 
country and, perhaps, inspire those who wish to know 
more about the subject, to dip into various specialized 
histories which provide a more detailed account. 

Among the most profitable sources of information on 
the development of American watch manufacturing is 
Timing A Century, the history of the Waltham Watch 
Co., by Charles W. Moore (Harvard University Press, 
1945). Another source of substantial information is 
Time Telling Through the Ages, by Harry C. Brearley, 
published in 1919 by Dougleday Page & Co. for Robert 
H. Ingersoll & Co. 


LITTLE KNOWN GEMSTONES 
(From page 292) 


Zircons have presented a problem to the mineralogists 
because of the tremendous variations in their physical 
properties, although they retained the external shape 
and crystal angles which showed them all to be identical 
materials. Eppler, for example, has found that their 
specific gravity ranged from 3.905 to 4.825. 


The variations noted in the reported properties of 
zircons have interested mineralogists and physicists with 
the result that a large bibliography on the subject can be 
assembled. The survey series published by Anderson? 
is most informative on the subject while subsequent 
work” has added even more data. The answer to the 
problem seems to lie in the composition of the mineral, 
into which a radioactive element, thorium, can enter in 
place of zirconium and hafnium. The disintegration of 
this element attacks the surrounding mineral and gives 
it the structure commonly called metamict by mineral- 
ogists, the final substance being in reality a pseudomorph 
after zircon. The nearly isotropic green zircons from 
Ceylon are of this type, x-ray analysis shows them to be 
mixtures of zirconium oxide and a natural silica glass. 
Heating experiments reported by Stott and Hilliard 
show that zirconium silicate decomposes to the zirconia- 
silica mixture at 1580° C. and that heating of partially 
decomposed zircon at a temperature near that restores 
the original structure. Unfortunately, they seem not to 
have made the most crucial experiment from the jewel- 
ers’ standpoint, that of heating Anderson’s low index 
and low gravity green gem to see if it could be recon- 
verted to zircon. The older analyses of the mineral do 
not take the rare element content of the mineral into 
consideration, hence we are still in need of data on the 
composition and its relation to the physical properties. 

Zircon is among the earliest minerals to crystallize in 
solidification of a rock melt. Its commonest occurrence 
is in the form of microscopic crystals embedded in other 
minerals in igneous rocks. It is extremely resistant to 
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alteration by weathering, hence when the rock in which 
it is enclosed disintegrates, it often persists in concentra- 
tions of heavy mineral sands. Zircon sands are widely 
exploited sources of zirconium for use in alloys. The 
chief source of zircon in sand form is India, though 
deposits are also known elsewhere, including the south- 
ern Atlantic coast of the United States. 


LARGE CRYSTALS RARE 

Though abundant and widespread as microscopic crys- 
tals, zircon is comparatively rare as large crystals and 
the occurrences of gemmy transparent material is re- 
stricted to Ceylon, Indo-China (with a few occurrences 
across the border in Siam) and Australia. 

For years Ceylon was the chief source of zircons, 
which were found as rolled waterworn pebbles in the 
gravels associated with the other gem minerals. How- 
ever, the development of the Indo-Chinese deposits dur- 
ing the past two decades has made them the more impor- 
tant today. Zircons seem to be the only gem minerals 
produced at this locality which is very remote, several 
days’ journey from the nearest river, a branch of the 
Mekong. W. F. Eppler describes a journey to that re- 
gion, one of the few trained scientists ever to see these 
deposits. The working appears to be typical of the 
Eastern gem mining, with pits sunk in valley gravels 
which are then hand washed by Burmese immigrants 
who ship the selected stones to Bangkok, where they are 
treated and sold. 

As stated earlier in this article, the commonest color 


of zircon in nature is yellow brown. These yellow-brown 
stones possess considerable fire, but are less popular than 
some of the other hues. The rarest and most valued is 
red, often approaching garnet but usually more orange 
in hue. In large sizes, such stones are highly valued 
but not often seen. Green is not uncommon, but much 
seems to be characteristic of the metamict zircon, which 
is softer and less transparent than the other varieties. 
Microscopic examination of many stones shows a band- 
ing of lines of differing refractive index which impart a 
lack of clarity to the gem. Hence, green zircons never 
possess the brilliance of the other hues and their value 
is relatively low. Heat treatment, especially of the 
Indo-Chinese stones, has created a much greater popu- 
larity for the gem when it was discovered that the 
brownish stone could be made a brilliant blue or colorless 
by heating. Anderson’s* third zircon paper goes into de- 
tail into the matter of heat treatment and the various 
“mixes” in which the stones are placed. In summary, 
apparently the reddish-brown Indo-Chinese stones are 
most susceptible to change, and they vary from stone to 
stone in their response to the treatment. A reducing 
atmosphere is necessary to make a blue stone. All 
“Siamese” stones are so treated, and the gnal color may 


be anything from unchanged to yellow, blue or white. 


“BLUE” STONES INCREASED POPULARITY 


While the popularity of the gem was enormously 


increased with the discovery of the “blued zircons,” un- 
fortunately the color so induced is not always entirely 
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permanent. The rate at which the reversion to the 
original color, or at least to a brownish color, takes place 
varies from stone to stone, but it is probable that in time 
(though it may take many years) all of the treated stones 
will change. A large blue stone in the collection of The 
American Museum of Natural History is now distinctly 
greenish, though it is purported to be one of the rare 
naturally blue gems. 

Anderson says that though the blue color tends to 
change after a time, it can be restored by moderate heat- 
ing to 400° to 600° but Halford-Watkins® claims that 
many of the stones upon reheating become gray and 
milky, fit only to be thrown away. 

The problem of what causes the color in zircon has 
yet to be solved; the blues and browns are “not pig- 
mental’? and can also be affected by radiation, the effect 
usually being the reverse of that caused by heat. Dark 
stones have been described which are reversibly sensi- 
tive to light, fading upon exposure to yellow, darkening 
again to brown in the darkness. 


REFRACTIVE INDEX NEXT TO DIAMOND 


The refractive index of zircons makes them the near- 
est common gem to diamond in this respect. The refrac- 
tive indices of the clear yellow, blue and white stones are 
about 1.93 to 1.99. This ranges down to 1.79 to 1.82 
for the isotropic green Ceylon stones. The birefringence 
consequently has as great a variation, and the high index 
clear stones may have as much as .060 difference between 
the two rays, which means that the doubling of the 
facets, as seen through the table, is very pronounced, 
thus making the identification (and distinction from 
diamond) a simple matter. 

The dispersion of zircon is next below that of diamond 
(some gem materials exceed that of diamond, and beni- 
toite has a dispersion identical with diamond) which 
means that properly cut stones will show much of the 
fire characteristic of well-cut diamonds. By preference 
they should be cut as brilliants, there being no great 
need for economy of material in the cutting of these 
stones, and a white emerald-cut zircon possesses only 
the very dubious distinction of imitating a diamond. This 
very resemblance makes its impossible to sell white zir- 
cons to some people because they do not wish to appear 
to be posing as owners of the more expensive gem. 

Along with the other variations in physical properties, 
we find the hardness of the mineral ranges between not 
much over 6 for the green isotropic stones to over 714 
(by the very indefinite Mohs’ scale) for the common 
gems. An intermediate type of zircon was found by 
Chudoba® to have a hardness about equal to that of 
quartz. These many variations in the physical prop- 
erties might lead one to believe that zircon is a difficult 
stone to identify. However, it should be remembered 
that even the lightest zircon is heavier than most gems, 
and that the more common varieties of the gem all have 
very similar properties. The jeweler need not worry 
about confusing zircons with other gems, the best are 
unmistakable and the others do not matter except to the 
expert. 

Zircons show luminescent phenomena. Crystals from 
many localities fluoresce orange yellow in ultraviolet 
light. Three of the warm brown Ceylon gems of the 
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American Museum’s collection show a brilliant glow | 


under these conditions. The blue Indo-Chinese stones, 
on the other hand, show only a weak response, while a 
reen isotropic Ceylon stone gave no response whatever. 
Herbert-Smith reports that A. H. Church describes an- 
other phenomenon in zircon—the emission of tiny flashes 
of light, resembling sparks when it is ground on a dia- 
mond charged copper wheel. Some other minerals show 
this same effect which is called “triboluminescence.” The 
North Carolina corundum, for example, “sparks” this 
way when sawn or lightly struck with a hammer, and 
seuae clear rock crystal shows such an effect visible 
through the clear portions, when being sawn. Like 
fluorescence and phosphorescence, it is a luminous phe- 
nomenon related to the internal structure and too com- 
plicated to explain here. It is not too well understood 
anyway and thg “explanations” are largely theoretical. 

A final word should be said about the liability of zir- 
cons to damage in use. They appear, despite their 
hardness to be relatively brittle and with rough wear 
they soon lose the polish and perfection of their facet 
edges. An excellent substitute for diamond, a beautiful 
gem in its own right and a stone which should have 
increasing popularity, its wearing should be marked by 


precautions that we should take with any thing of | 


beauty. 

2 Anderson, B. W., “Recent Work on Zircon.” The Gemmo- 

logist, Vols. 7 and 9 (the latter with Payne, C. J., 1937, 1939). 
2Stott, V. H., and Hilliard, Alfred. Variations in the struc- 

ture of zircon. Min. Mag. 27, pp. 198-203, 1946. 


% Anderson, B. W., “Recent Work on Zircon,” II The Heat | 


_— of Zircons. The Gemmologist, Vol. 7, pp. 97-103, 
¢ Kennard, T. G.; Howell, David H. Spectographic Examina- 
tion ef Siamese Zirgon, Am. Mm. 21, pp. 721-726, 1936. 


’Halford-Watkins, Lt.-Col. J. F. Zircons, The Gemmologist, | 


Vol. 5, pp. 7-14, 1935. 


*Chudoba, Karl. F., Hardness and Density of Zircons, The 


Gemmeologist, Vol. 7, pp. 548-549, 1938. 


FASHIONS ARE EVER-CHANGING 
(From page 298) 


better off you were—socially, sartorially and financially. 
Women even wore rings on the index finger, and jewelers 
have told.me how customers would come in, “peel off” 
one, two, three, four—as many as 14 rings, and leave 
them to be cleaned. The names given to finger rings re- 
flect, not the fashions, but the recreations of the time. 
We have had banquet rings (14-course feasts) and din- 
ner rings (fewer servants, fewer courses) and cocktail 
rings (just a few drinks). 

The one ring all women want, of course, is the soli- 
taire that says “Yes.” During the first World War we 
were still in the era of long engagements—the average, 
one year. Today it’s a few weeks. Thousands of girls got 
diamond engagement rings in 1917 and 1918 and sat 
down beside their hope chests to wait for the return of 
the A.E.F. In that war period, the peak of our mar- 
riages occurred in 1920 when the doughboys were com- 
ing back home. 

Bobbed hair, which followed this war, affected 
jewelry design in two ways. Combs and barettes, which 
had been so important with long locks, gave place to 
small slides, most of which could be bought in 10-cent 
stores. Earrings didn’t have a chance because hair and 
mushroom hats came right down to the collarbone, and 

(Please turn to page 358) 
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PHOTOS 1 TO 16 


i—James H. Hetzel, Eisenstat Mfg. Co.; Charles 
A. Mealy, Forstner Chain Co., Mrs. Raymond L. 
Roy, South Bend, Ind.; Karel Pappie, Forstner, 
Mr. Roy. 
2—DeWitt Fischman, Jack L. Kaufman, Aaron 
Sverdlik, Harry Rosenshield, Barnett Robinson, 
Benn Carter, all of Robinson & Sverdlik. 
3—Joseph Magid, L. Luria & Co.; Gene West, 
P. Godart, US Time Corp. 
4—Mr. and Mrs. Irving Sacks, Paul Murray, all 
of Irving Sacks, Inc. 
5—Albert Gass, H. Rothschild, S. Nathan & Co.; 
Mrs. Rothberg, Brooklyn, N. Y.; Al E. Lane, S. 
Nathan & Co.; Mr. Rothberg. 
6—Sidney Cohen, Arrow Jewelers, Buffalo, N. Y.; 
Joseph Goldstone, Imperial Pearl Syndicate. 
7—Norman Speigel, Al Sternberg, George Cohn, 
A. Cohen & Sons; M. Wander, Rochester, N. Y.; 
Mr. William Decker, Harry Melcer, Melcer's, 
Galveston, Tex. 
8—J. H. Kaplan, E. E. Hart, Rudolph Bros. & Co., 
Rochester, N. Y.; William Korn, Wm. Korn & Co. 
9—Abe Eichelbaum, Somers-Ernst Co., Leslie B. 
Umsted. John A. Malcom, Anglo-African Ship- 
ping Co.; Seymour Pollack, Somers-Ernst Co. 
10—C. R. Thorson, Howard Dunkley, General 
Electric Clock Division. 
1I—R. C. Meilach, Lady Alice Pearls, H. Howard 
urkin, Baltimore, : 

12—J. Hertz, Jack eee, Sterling Jewelers, 
Glens Falls, N. Y.; Jack Goldenberg, Leo Nelson, 
Crawford Watch Co. 
13—Mr. and Mrs. W. P. Shaw, E. R. Burwell, 
Burwell Jewelers, Albion, Pa.; Don Blank, Speidel 
Corp.; Mrs. Burwell. 
14—Bernard Rosenstein, Mildred Bonfigles, Mrs. 
Joseph, Sig. Dawer Co. 
15—Barney Lessner, Joseph Stern, Bristol Seam- 
less Ring Co. 
16—Harry Neuber, Mrs. Florence Daniels, Edward 
L. Stern & Co. 
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11.000 Register 


REAKING all records, both for attendance and for number of exhibi- 
tors at the trade show, ANRJA’s 41st annual convention got under 
way at New York’s Waldorf-Astoria Hotel, Monday, August 12. 


Registration of those attending started early. 


On Sunday afternoon the 


registration counter was opened at 1:00 o’clock and by the 6:00 p.m. closing 
over 2,000 visitors had registered. The following day, starting at 9:00 in 
the morning, registration was again in force and crowds of retailers queued 
up several deep in the Silver Corridor, anxious to secure the precious little 
white cards which would entitle them to badges permitting them to pass 
the ever-watchful Pinkerton men guarding the $10,000,000 worth of jewelry 


on display. 

By Monday evening, although the 
crowds of would-be registrants were 
still standing in line, well over 5,000 
retail jewelers had already had badges 
issued. After an hour’s closing, regis- 
tration was again started in the Wedg- 


wood Room, and it continued on the ° 


succeeding days of the convention as 
well. By Wednesday evening, next-to- 
last day of the convention, over 11,000 
had been registered. 

Huge as the registration was, the ex- 


hibits, too, were phenomenal for an 
ANRJA Convention. Exceeding by 30 
per cent the number present at the 194 
convention (the most recent and largest 
to date), manufacturers and wholesalers 
exhibiting in the grand ballroom, mez- 
zanine, foyers, Basildon Room, Jade 
Room, Astor Room and participating 
suites totalled 145. In 1944, only 115 
exhibitors were present. 

Despite the large amount of space 
devoted to exhibits, however, the un- 
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Jewelers from all parts of the United States 


and far-away places as well, flock to first 


post-war session in the Waldorf-Astoria. 


precedented registration resulted in 
great crowds throughout the exhibition 
areas. At every moment the exhibits 
were open, it was necessary to elbow 
one’s way through the aisles, and fre- 
quently, at particularly popular booths, 
hotel attendants found it necessary to 
use police technique and “break it up.” 

As usual, retail jewelers attending the 
convention came from all 48 states of 
the Union and, in addition, from many 
far-flung points. One jeweler attended 
from the Philippine Islands, another 
came from the Netherlands West In- 
dies, and one jeweler from Bermuda was 
present. 

An additional point of interest was 
the attendance of jeweler Ben Baxter 
of New Bern, North Carolina. Flying 
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his,own Culver plane, he landed at New 
York’s LaGuardia airport on Sunday, 
parked his plane, and checked in at the 
Waldorf-Astoria. 

The initial convention session, a Na- 
tional and State Officer’s Luncheon, was 
held on Monday at noon in the Wedg- 
wood Room. On Monday evening, the 
opening convention session featured an 
address of welcome by New York’s 
Mayor William O’Dwyer, an invocation 
by Rabbi Aryeh Lev, introduction of 
presidents of allied organizations in the 
jewelry trade and industry, and the 
annual address of the ANRJA Presi- 
dent, C. I. Josephson, Jr., of Moline, Ill. 

On Tuesday, a morning convention 
session was held in the Wedgwood Room, 

(Please turn to page 348) 











PHOTOS 17 TO 32 


17—Miss Ruth Miller, M. Moss, Sr., Miss R. F. 
Ros, Si Moss, Irving Fenton, Mossalone; Mr. 
and Mrs. Marsh, Marsh & Sons, Newark, N. J. 
18—Mr. and Mrs. S. L. Orr, S. L. Orr Co., Ma- 
con, Ga.; W. H. Rosen, B. A. Ballou & Co. 
19—Henry Moehling, Jr.; Charles S. Bruder, Iskin 
Mfg. Co.; Arthur T. Matis. 
20—Miss L. M. Shapiro, Mrs. Mary Chiarello, 
Harrison Cowan, Harvey A. Suderman, Longines- 
Wittnauer Watch Co. 
2|—Daniel Rosenthal, Gabriel Williams Co.; 
Mrs. J. Krasnow, Providence, R. |., William B. 
Klipper, Sammartino Br 
22—Mr. and Mrs. J. Levine, Colonial Jewelry 
Co., Syracuse, N. Y.; Richard Cohen, Elrex 
Watch Co. 
23—Joseph Jacobson, Mrs. Jacobson, Bill Jacob- 
son, Elaine Jacobson, Stanley Levinson, Nat Post, 
Joseph H. Jacobson & Sons, Inc. 
24—S. Auerbach, Allentown, Pa.; William Clark, 
Jack Sauerhoff, American Time Products. 


25—M. B. Donson, P. R. Fixel, Sparkes Mfg. Co. 
26—Carl Doubet, Jr., Wilmington, Del.; 1. L 
Wallace, Jewelry by Wallace. 3 
27—Vincent Healy, Georgia Landau displaying 
palladium jewelry designed by Nadja Buckley 
for Baker & Co. 
28—Ed Ansen, Sy Tenner, Louis Aisenstein & 
Bros.; Albert Magnon, Tampa, Fla. 
297—H. Bender, Richard Polumbaum Co.; Sam 
Chaiken, Bronx, N. Y.; Dave Green, Felix Sirota, 
Sam Pianin, Al Gordon, Richard Polumbaum Co. 
30—Mrs. and Mr. R. W. Landis, Harrisburg, Pa.; 
S. Friedman, House of Treasures. 
3I—Herbert W. Stranger, H. W. Stranger Co., 
Providence, R. |.; E. W. Frizzell, Gemex. 
32—Morton 8B. Farrell, Morton B. Farrell Co.; 
Louis Gavant, National Jewelry, Rome, 2° 
Mrs. Gavant; Herman Rose, Morton B. Farrell Co. 
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DISTRIBUTOR 


“The Camfield is backed by an ex- 
perienced organization that really 
knows its way around in appliance 
merchandising. Keep ‘em coming — 


ve 


the trade wants more 





DEALER 


“The Camfield gives us more to talk 
about in improved features, conveni- 
ence and toasting perfection. It’s a 
product of substantial quality —and 
we sell ‘em as fast as we get ‘em!” 
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CONSUMER 


“TI'm the final judge, and believe me 
the family really took a shine to our 
Camfield—toast’s just the way my 
‘individuals’ demand without a speck 
of trouble. It’s a honey !” 








The highly satisfactory reactions to @ Exclusive Equa-Therm* 
, @ Finger-Trip Release 
the new Camfield come from every- @ Hinged Crumb Tray 


@ Automatic Shut-Off 
@ Mirror-Chrome Finish 





where — distributors, dealers and con- 






Represented Nationally by 







D. E. SANFORD CO. sumers. To you, we say: we're doing @ Automatic Pop-Up 
NEW YORK @ BOSTON e PHILADELPHIA @ Cushioned Pop-Up 
ATLANTA @ CLEVELAND ¢ CHICAGO our best to “keep ‘em comin’—fast!” © AC-DC Current 






ST. LOUIS e SAN FRANCISCO 
LOS ANGELES « DALLAS e SEATTLE 






@ Color Regulator 
@ Oven-Type Construction 





*Camfield’s exclusive guard against 
voltage variation. For constant 
“toast-right” heat from the very 


start, for perfect toasting every time. ¢ A Pe F 4 E L D 


CAMFIELD MANUFACTURING COMPANY 


GRAND HAVEN, MICHIGAN 
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34—Harold Cohen, E. H. Woodworth. 


35—Myron Everts, H. and J. Blits. 


36—Robert B. Green, Bronz Shoe Co.; Mr. 
and Mrs. Herbert Gamler, Buffalo, N. Y. 


37—Matthew A. Rosenthal, Gabriel Wil- 
liams; Morris Wexler, New York; J. M. 
Soloway, New York. 


38—Jordan booth, one of the outstanding 
exhibits. 
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and was addressed by various noted 
speakers from the industry whose re- 
marks will be covered subsequently in 
this account of the convention. On 
Tuesday afternoon, another convention 
session in the Wedgwood Room was de- 
voted to particular problems and ques- 
tions in the field of jewelry retailing. 

The convention session on Wednesday 
morning in the Wedgwood Room was de- 
voted primarily to talks by prominent 
wholesalers and manufacturers on sub- 
jects of vital interest to the retail jeweler. 
The Wednesday afternoon session was 
concerned with details of store manage- 
ment and operation. 

Thursday, final convention day, was 
devoted to a closing session consisting 
of committee reports and the election 
and installation of officers. 

Resolutions, adopted by ANRJA at 
its 4lst annual convention, included the 
following: 


RESOLUTIONS ADOPTED 


1. A resolution expressing apprecia- 
tion to retiring president C. I. Joseph- 
son and his corps of officers; 

2. A resolution endorsing the Jewelry 
Industry Publicity Board and naming 
five retail jewelers to its board of gov- 
ernors ; 


3. A resolution pledging support to 
allied organizations including the Jewel- 
ers Security Alliance, Gemological In- 
stitute of America, Horological Insti- 
tute of America, United Horological 
Association of America, National Jewel- 
ers Mutual Fire Insurance Co., and 
the Jewelers Board of Trade; 


4. A resolution commending the Jewel- 
ers Vigilance Committee and its sub- 
committee on taxes, for their efforts in 
behalf of the trade; 


5. A resolution calling upon Congress 
to end extravagance and waste in the 
Government, balance the federal budget 
and organize the federal debt and fund 
it in an orderly fashion; 


6. A resolution expressing apprecia- 
tion to Hon. William O’Dwyer, Mayor 
of New York, all convention speakers 
and participants, the Hotel Waldorf- 
Astoria and staff and the daily press, 
for contributing to the convention’s suc- 
cess ; 

7. A resolution calling for amendment 
of the National Labor Relations Act to 
(1) define by law the legitimate objects of 
a labor union and the lawful methods 
of advancing such objects and making 
illegal any strike or union activity car- 
ried on by violence, intimidation or vio- 
lence, or other unlawful means, or to 
accomplish an unlawful purpose, and 
(2) define what constitutes unfair labor 
practices by labor unions as well as by 
employers thereby equalizing the appli- 
cation of the National Labor Relations 
Act; 

8. A resolution petitioning the Presi- 
dent of the United States and the Con- 
gress to terminate the controls over the 
American economy which were imposed 
as measures necessary to the successful 
prosecution of the war, to the end that 
America’s productive capacity may be 
permitted to operate at full tilt; 


9. A resolution expressing apprecia- 
tion to the trade press; : 

10. A resolution expressing apprecia- 
tion to exhibitors and participants in the 
ANRJA trade show; 

11. A resolution calling for the ap- 











e 


pointment of a comunittee to determis: 
in conjunction with the Jewelry Pub. 
-licity Board, appropriate and proper an! 
niversary gifts, and a more suitable ana 
appropriate wedding anniversary )ist.. 

12. A resolution calling for considera. 
tion adopting nationally the 5] 
“Give Happiness—Give Jewelry,” or de. 
veloping some other slogan; 

13, A resolution calling upon the Way 
and Navy Departments to limit retajj 
sales through Post Exchanges and Ship’s 
Stores to legitimate purchasers only; 

14. A resolution calling for the us 
establishment of the traditional trade 
discount on sterling flatware as soon as 
conditions permit. 

Following the adoption of all resoly. 
tions, the election of new ANRJA off. 
cers took place. 

Durward Howes, president of B, D, 
Howes & Son, Los Angeles, Calif., was 
elected president of the organization, to 


HEADS ANRJA 





DURWARD HOWES 
B. D. Howes & Son, Los Angeles, Calif. 


succeed C, I. Josephson, Moline, Ik 
Mr. Howes, by his election to the office, 
became the first AN RJ A president elected 
from the Pacific Coast in 27 years. 

Other officers elected were: Kenneth 
I. Van Cott, jewelers, Binghamton, 
N. Y., vice-president Northwestern Re- 
gion; Arnold Schiffman, Schiffman’s, 
Greensboro, N. C., vice-president, South- 
eastern Region; Maurice Adelsheim, 5. 
Jacobs Co., Minneapolis, Minn., vice 
president, Central Region; Harry L 
Carter, J. H. Mace Co., Kansas City, 
Mo., vice-president, Northwestern Re 
gion; Hoyt T. Purvis, Jonesboro, Ark, 
vice-president, Southwestern Region; 
A. W. Molin, of Roy & Molin, Portland, 
Ore., vice-president, Pacific Region; 
Charles T. Evans, New York, secretary, 
(re-elected); Myron Everts, Arthur A. 
Everts Co.; Dallas, Tex., treasurer (Te 
elected); C. I. Josephson, retiring presi 
dent, C. I. Josephson, jeweler, Moline, 
Ill., member of the Executive Commit- 
tee. 

Concluding the 41st convention, the 
ANRJA reception and banquet was 
held in the main ballroom of the Wal 
dorf-Astoria at 8 p.m., Thursday eve 
ning. The banquet was followed by # 
program of entertainment and dancing. 

The functioning of the present 
ANRJA Convention is a practical & 
ample of democracy at work, Kenneth 
I. Van Cott, Vice President of 
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WINDPROOF LIGHTER 


featuring 


THE ONLY LIGHTER OF ITS KIND 


Automatic, with unfailing precision . . . wind- 
proof with uncanny dependability. Yet, in spite 
of its revolutionary advances in lighter design 
and engineering, the HOLLIS Lighter is as 
handsome as fine jewelry .. . smartly stream- 
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no ‘‘mechanical’’ look. Light in weight 

compact. The last word for those who take 


pride in fine accessories. 


*NATIONALLY ADVERTISED 


Handsome, dramatic ads in national 
magazines are pounding- home the story 
of this sensational new lighter. 


ORDER YOUR SUPPLY AT ONCE Hollis Co., Dept. L-15, 11 Commerce St., Newark 2, N. J. 


TO ASSURE PROMPT DELIVERY 
; Rush our order of ... HOLLIS AUTOMATIC 
For your convenience: use coupon Windproof Lighters @ $43.20 per dozen. 
WRITE - PHONE - WIRE 
STORE NAME 
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By the Makers of the HOLLIS KLIPETTE 
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ANRJA’s Northeastern Region, told 
state and national officers opening the 
convention at the luncheon meeting on 
Monday. Theme of the meeting was 
“Association Work.” 


SESSIONS DEMOCRATIC 


As chairman and keynoter of the ses- 
sion Mr. Van Cott declared that 
democracy is not something handed 
down from above, but the result of the 
combined thinking and efforts of all 
the members, their state associations, 
and the various committees of the or- 


ganization. “ANRJA’s activities are 
not concentrated just at convention 
time,” he pointed out, “but go on the 


year-around, thus providing continuous 
opportunities for member participation.” 
He paid particular tribute to Secretary 
Charles Evans and Assistant Boyd 
Evans for their - unremitting labors 
throughout the year in behalf of the 
organization and the interest of the re- 
tail jewelry .trade. 

“To get and hold sufficient numbers 
of desirable members, first hand per- 
sonal work by the officers and commit- 
teemen of an association is essential,” 
said Robert B. Abbott, Lowell, Mass., 
president of the Massachusetts and 
Rhode Island Jewelers’ Association in 
his talk on ways and means for build- 
ing a strong membership. 

Mail solicitation alone is not enough 
he declared, adding that the personal 
touch is essential. Local committees 
should be set up in each session of the 
area and should make it their function 
to “sell” the benefits of membership to 
prospective members in their districts. 

The organization must also do a job 
in behalf of the industry it serves to 
make good on the promises that were 
held out to those prospective members. 
This includes such things as active 
committees that will really work on such 
problems as getting favorable publicity, 
obtaining desirable legislation and pre- 
venting the enactment of the kind that 
might be harmful, as well as dealing 
with the competition offered by other 
types of retail outlets. 

“In short,” concluded Mr. Abbott,” an 
association no less than a manufacturer 
must first make a good product and then 


merchandise it attractively to its pros- 
pects.” 


CONVENTION TIPS 


An eight-point program for the “Ideal 
State Convention” was presented by 
Herbert E. Dill of Dallas, secretary of 
the Texas Retail Jewelers’ Association. 

1. It must be planned and organized 
well in advance so that last minute diffi- 
culties will be kept to the minimum and 
adequate arrangements may be made 
for convention speakers and accommo- 
dations. 

2. The convention city must be con- 
veniently located so that it will be ac- 
cessible to the greatest number of per- 
sons. 

3. The convention must be given 
plenty of advance publicity with a spe- 
cial drive for attendance concentrated 
in the 30 to 60 day period preceding 
opening day. 

4. There should be competent local 
committees on arrangements to attend 
to such things as hotel accomodations, 
entertainment for the ladies, sight see- 
ing tours, banquet arrangements, etc., 
all of which can best be handled by 
people on the spot. 

5. Convention speeches should _ be 
aimed at the average member, not at the 
top 10 per cent, and they should be 
short and practical. Convention sessions 
should be limited to not more than two 
hours at a stretch. 

6. Adequate social functions should 
be provided, because the ideal conven- 
tion is a judicious mixture of serious 
business and pleasure and should not 
consist entirely of either. 

7. It is a good thing to hold a trade 
show in connection with the convention 
since the inspection of lines of mer- 
chandise is one of the important in- 
ducements that brings retailers to these 
meetings. 

8. Registration fee should be charged 
to cover these expenses of the conven- 
tion which are not directly paid for 
by the members, rather than holding 
up manufacturers or wholesalers for 
more or less disguised contributions to 
cover costs. An association should stand 
on its own feet financially as well as 
otherwise. 


WAS IT CROWDED? LOOK AT THIS REGISTRATION RUSH! 





~ 


Obviously, over 11,000 people couldn't be registered all at once so of course the Silver 

Corridor at the Waldorf resembled the subway during rush-hour. But by convention's end 

the harassed clerical staff had issued the precious badges to all those who wanted to get 
past the Pinkerton men and see the displays. 
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“The most important hour of all asso- 
ciation meetings is the one immediate 
preceding the scheduled events when 
jewelers get together for man-to-man 
conversations about mutual problems,” 
William Erb, Executive Secretary, Cajj. 
fornia Retail Jewelers’ Association, tolg 
the officers. “It’s the social side of the 
meetings as much as the imposing de- 
bates and forums that make the state 


. convention an important event for the 


independent retailer.” 

Using the activities of the California 
RJA as illustrations of the value of the 
social side of the convention, Mr, Erb 
declared that “we feel that the members 
who attend our conventions take home 
as much from the interchange of ideas 
through their contacts at the social 
events as they do from our business 
sessions.” 

Mr. Erb left his listeners with some- 
thing of a problem: how to build up 
and promote local RJA groups. The 
California associatiun is divided into 27 
districts which are “the basis for a 
strong and effective organization of the 
jewelry trade.” The National Associa- 
tion, he declared, could perform an in- 
valuable service by developing programs 
which would form the subject matter 
for local meetings. 


"LITTLE FELLOW'S' ANGLE 


Twenty-six years of membership in 
his state association is the record of 
Louis Haimann, Morristown, N. J, 
president of the New Jersey Retail 
Jewelers’ Association, who spoke on 
“The Jewelers’ Association—what it does 
for me and what I owe to it.” 

In Mr. Haimann’s view the jewelers’ 
association, national and state, is a 
meeting ground on which rich and poor, 
big and small jewelers may get together 
and benefit by one another’s experiences. 
“In the early part of my business career 
I had a feeling that the jewelers’ asso- 
ciation was only for retail jewelers who 
had big stores and employed large staffs, 
that its functions were similar to ex- 
clusive clubs, and that there was no 
chance for a one or two man shop- 
keeper to become a member.” 

This impression proved to be entirely 
erroneous when Mr. Haimann finally 
joined the New Jersey RJA and found 
himself hobnobbing with the leading 
jewelers of his state and discovered that 
there was a mutual give and take of 
information and knowledge between big 
and small jewelers alike. Today, as 
president of the association, he is mak- 
ing it his aim to give the young, in- 
experienced jeweler the same kind of 
help he has benefited from during the 
past 26 years. 


RJA PAPER HELPS 


The Wisconsin Retail Jewelers’ Asso- 
ciation has enjoyed a 20 per cent in- 
crease in membership since the first 
issue of its new Wisconsin Jeweler. 
B. W. Heald, secretary, and editor of 
the magazine, told the gathered officers. 
He does not attribute the increase en- 
tirely to the publication but, the great 
number of applications sent in on the 
forms enclosed with the bulletin~ indi 
cate that it is a powerful force in at- 
tracing new members. 

The prime reason for publishing & 
bulletin, however, is not merely to at 
tract new members but to keep mem- 
bers informed of activities affecting the 
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trade. Just as “an intelligent informed 
citizenry is essential to a democracy,” 
Mr. Heald said, “an informed member- 
ship is essential to a democratic trade 
association.” 


DUTIES OF OFFICERS 


Otto Kortkamp, Jr., president of the 
Missouri Retail Jewelers Association, 
summed up the duties of a state officer 
to the national and state associations. 
Keeping members informed of develop- 
ments pertaining to the jewelry busi- 
ness, arranging stimulating and informa- 
tive convention sessions, working with 
allied groups such as the Watchmakers 
Guilds were among the tasks Mr. Kort- 
kamp listed as being essential. 

“Top responsibility,” said Mr. Kort- 
kamp, “is to increase membership. Let’s 
be selfish about this,”-he urged, “and 
we will have a strong, more substantial 
and a more prosperous jewelry indus- 
iy.” 

At the Monday evening convention 
session, Mayor William O’Dwyer of 
New York welcomed the jewelers and 
expressed his appreciation of ANRJA’s 
choice of a convention site. Also, he 
expressed his gratitude at being per- 
mitted to attend and address the open- 
ing convention session. 

C. I. Josephson, Moline, Ill., delivered 
the annual president’s speech at the 
Monday evening session. Briefly, he re- 
viewed the silver situation, considered 
tax matters and pointed to the out- 
standing work done by jewelers in pro- 
moting and selling War Bonds. In ad- 
dition, he listed the ANRJA affiliations 
with other trade organizations, and the 
spirit of inter-cooperation which exists 
between the many retail trade groups 
and the U. S. Chamber of Commerce. 


DEBATE A FEATURE 


A feature of the session was a debate 
on the subject “is Russia a Force for 
Peace,” with William Mandel of the 
United Press taking the affirmative and 
Hallet Abend, of the New York Times, 
taking the negative. After a spirited 
discussion which aroused a considerable 
amount of audience support for both 
sides, audience voting was employed 
with an applause meter. As a result, 
the negative side of the debate won. 


DIAMOND MARKET 


Sydney H. Ball, internationally-famed 
diamond authority and diamond consul- 
tant for THe Jeweters’ Crmcurar-Key- 
STONE was the first speaker the second 
day of ANRJA sessions. His topic was 
“The Diamond Market.” 


“World War II made great changes 
in the diamond industry,” Mr. Ball stat- 
ed. “Five of them very striking.” They 
are (1) an increased production, but 
almost wholly in industrial grades, (2) 
prices at an all-time peak, (3) depleted 
stocks, (4) scattering of the cutting 
industry and an expansion so that it 
requires more rough than actually exists, 
and (5) recognition of the industrial 
diamond as a necessity. 


Mr. Ball could promise no immediate 
hope for greater amounts of rough 
diamonds, since the Premier and New 
Jagersfontein mines would probably not 
be in operation for two or three years. 
“Until then,” he stated, “no increase 
may be expected.” 
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Although diamond production has been 
on the increase for the past 25 years, 
Mr. Ball pointed out that this is prob- 
ably because of the increased use of 
industrial stones. “Indeed,” he ob- 
served, “the production of gem qualities 
is little greater than in the middle twen- 
ties. Further, in most categories at 
least, stocks of cuttables have practical- 
ly disappeared and, with this cushion 
gone, cutters must look largely to cur- 
rent production for their rough.” 

Concluding, Mr. Ball stated: “The 
diamond industry today is in a strong 
position. Its stocks are depleted and its 
two products, gem and industrial dia- 
monds, enjoy a good demand. The in- 
dustry has no reconversion problems 
and, at least to date, no labor troubles. 
As to you retailers—you have had some 
lush years and should enjoy further 
prosperity if you all get back of the 
splendid job Bill Schwab and his board 
are doing.” 


SWISS WATCH OUTLOOK 


Considering the “Swiss Watch Situa- 
tion,” S. Ralph Lazrus, president of the 
American Watch Assemblers Associa- 
tion stated that his organization was 
making every effort to maintain and in- 
crease the $400,000,000 volume which 
they contributed to the one billion two 
hundred million overall jewelery sales 
in 1945. National advertising to the 
extent of $10,000,000 will be employed 
by his organization alone in 1946 to at- 
tract consumers to jewelry stores to buy 
their product, This, he pointed out, was 
considerably more than was spent in 
1945. 

The idea that changes in watch fash- 
ions and styling can boost watch sales 
was brought out by Mr. Lazrus. Citing 
the perennial feminine search for the 
unusual and novel, he stated that every 
“new” watch sold by a jeweler is a 
walking advertisement for his store. 

One word of caution was expressed, 
however. Calling attention to the ten- 


dency toward new stores through 
country, Mr. Lazrus pointed yong. 
such mushrooming might have an un- 
healthy, rather than healthy, effect on 
the industry. The jeweler contemplatin 
expansion and additional outlets cial 
bear in mind the overhead operating 
costs of not-so-successful times when 
signing leases, acquiring fixtures, et 
Otherwise, he said, an unfortunate hard- 
ship will be placed upon operation jp 
times when business is less brisk, 
Concluding, Mr. Lazrus said “Let’s aij 
try to keep our industry healthy by 
continuing to keep our businesses weil 
capitalized and to give proper attention 
to every customer who enters our store, 
and every piece of merchandise we carry 
in our store. ’ 


LACK OF YOUNG MEN 


G. H. Niemeyer, the next speaker, 
prefaced his remarks with the observa- 
tion of the lack of young men in the 
industry; young men who take an active 
interest in the industry’s activities. He 
stated that the industry had a great 
need of forward-looking young blood, 
“young men with guts,” as he put it, 
“for they’re going to need them in the 
years ahead of them.” 

He went on to touch on the various 
problems in which the Vigilance Com- 
mittee is taking an active part. First 
that he mentioned was the black market 
situation abroad in fine diamonds, prin- 
cipally in Belgium. The Committee is 
keeping in touch with the situation and 
is in cooperation with the Belgian 
Embassy in striving to clear up this 
problem. Working with the Internal 
Revenue Department, the Vigilance 
Committee is also working to break up 
the auctioneering racket of tax free sales 
that is annually taking from the legiti- 
mate retail jeweler millions of dollars 
in sales, If this racket cannot be broken 
this way, he stated, adequate legislation 
to put these men out of business will 
be sought. 


SCENE AT OPENING EVENING SESSION 





Clifford |. Josephson, retiring ANRJA president, officially opening the ANRJA Convention 
at the Monday evening meeting. Prior to Mr. Josephson's address, New York's Mayor William 
O'Dwyer welcomed the jewelers on behalf of the city. 
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AND BUYING WAS HEAVY, TOO 





This scene was duplicated all over the exhibit halls and throughout the participating suites 
at the Waldorf. It was literally necessary to "elbow one's way" through the aisles since 
outstanding exhibits drew very large crowds. 


As far as the “highly discriminatory” 
20 per cent tax is concerned, Mr. Nie- 
meyer stated that this is not as yet a 
burden on the jewelry trade but that 
the full cooperation of the trade will be 
necessary to best fight for its inter- 
ests in this matter at the “proper time 
and in the wisest manner.” A collec- 
tive effort will be necesssary or the 
trade will fight a losing battle, he 
concluded. 

A need for more inclusive stamping 
laws has been voiced by the trade and 
the Vigilance Committee has already 
prepared a draft on these which is 
being sent to the various trade groups 
for consideration before being presented 
to Congress. The black market in un- 
marked goods of questionable quality, de- 
veloped during the war, has made these 
more inclusive laws a necessity, he went 
on, and the Committee asks that retail- 
ers check new goods for both trade mark 
and manufacturer’s name. The reputa- 
tion of quality has been built by genera- 
tions of retailers and it is up to him 
to do everything in his power to pro- 
tect it. 

On the supply situation, he stated that 
despite the availability of metal now 
in prospect in both silver as well as 
platinum, the supply of silverware and 
platinum goods depends on the amount 
of skilled labor who can produce it. 


"TODAY IS WONDERFUL .. .’ 


“The goose hangs high with the 
jewelry industry today,” Mr. Niemeyer 
stated, predicting that business which 
is so -far ahead of last year’s record 
sales, would remain good this fall with 
a better Christmas business in prcspect 
than in the same period in °45. 

As to future prospects, Mr. Niemeyer 
posed the question as to how the in- 
creasing production of other lines and 
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the squeeze play of living costs were 
going to affect the jeweler. There are 
too many retailers who haven't analyzed 
their basic business picture on such 
important matters as to the effect of 
turnover on sales, he_ stated. 

He cautioned retailers that the 
“honeymoon was nearly over” and if they 
haven’t already done so, to stand off 
and take a good look at their own 
businesses. Modern and up-to-date es- 
tablishments, clean stock, cleared of all 
war fill-in lines and geared to the wants 
of a public that is becoming more crit- 
ical in their buying habits, and a sales 
organization that is really trained to do 
a selling job are the requisites for suc- 
cessful operation in the period ahead. 


NEW STAMPING LAW 


“Although the National Stamping Law 
is a step in the right direction, its in- 
adequacies under modern methods of 
manufacturing and assaying have long 
been recognized,” according to Martin 
E. Untermeyer of Untermeyer, Robbins 
& Co., president of the Jewelery Crafts 
Association. 

For instance, Mr. Untermeyer pointed 
out, in a gold article the present law 
permits a tolerance of 4% karat where 
no solder is used and a full karat where 
solder is used. “Such a tolerance may 
have been necessary when the law was 
first enacted in 1906,” he said, “when 
the touchstone—the old standby of the 
alchemist’s art—was the only ready 
means of determining karat fineness. 
But today, with the advancement of 
manufacturing ‘know-how’ and_ with 
the precision of modern chemical an- 
alyses, there is no longer justification 
for such intolerable tolerances.” 

Many outmoded inadequacies in the 
Stamping Act have been corrected in 
recent years by the issuance of supple- 





mentary “Commercial Standards,” Mr 
Untermeyer stated. However, the 
Jewelers’ Vigilance Committee jg now 
attempting to draft an all-inclusive ang 
comprehensive code to which jewelry 
manufacturers and _ advertisers can 
readily refer for guidance. This ¢ 
he said, will be known as “The Pregigys 
Metals Act.” 

“In presenting this act,” the speaker 
stated, “the Vigilance Committee is 
merely acting as the spokesman for the 
industry under whose auspices an jp. 
dustry-wide Market and Stamping Com. 
mittee is being organized.” This Com. 
mittee will be composed of leaders jp 
all branches of the jewelry trade, jp. 
cluding the representatives of the opti- 
cal industry and the pen and pencil jp- 
dustry—the latter giving the measure 
substantial support. 


FOURFOLD OBJECTIVES 


Objectives of the “Precious Metals 
Act” will be fourfold, Mr. Untermeyer 
said: 

“1, To eliminate unreasonable toler- 
ances allowed for karat gold and place 
all gold articles on the same standard 
as now obtained for watch cases, ie, 
‘the actual gold content shall not be 
less by more than 3/1000 than the fine- 
ness indicated by the quality mark ap- 
plied to such an article’ where no solder 
is used. In an article as a whole, where 
solder is used, the proposed law will 
permit a tolerance of only 5/1000 ofa - 
karat as against one karat in the present 
law; 

“2. To consolidate into one act the 
provisions to which the trade is now in 
majority agreement, through the adop- 
tion of various Commercial Standards 
relating to karat gold, sterling silver, 
rolled gold plate, and platinum; and 
also the Commercial Standard which is 
now under consideration having refer- 
ence to gold electroplating; 

“3. To make it compulsory that when- 
ever a quality mark appears .. a 
article, the manufacturer or dealer re- 
sponsible for the article must apply his 
U. S. registered trade mark, thereby 
assuming the responsibility for the 
quality of the article; 

“4, To enlarge the jurisdiction of the 
Federal Trade Commission over jewelry 
advertising by providing that it is im- 
proper to use any description in adver- 
tising which would be illegal as a mark 
on the actual goods themselves.” 

Concluding, Mr. Untermeyer stated, 
“It is solely through the honest brand- 
ing and advertising of merchandise that 
the jeweler can hope to maintain the 
confidence of the consuming public 
which is such an important factor in 
selling his merchandise.” 


WASHINGTON EVENTS 


G. Irving Baily, Washington repre 

sentative for ANRJA, reported to those 
attending Tuesday morning’s meeeting 
that retail business as a whole was *0 
per cent above the corresponding quar 
ter of 1945, as compared with a 20 per 
cent gain for the first quarter of the 
year. 
“Jewelry sales,” he reported, “have 
kept pace with general sales, but there 
is a buyer’s market not far off and as 
consumer durable goods such as wash 
ing machines, mangles, radios, autome 
piles and the like become available, 
there may well be a channeling 
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jewelry money into those articles.” 

Other Washington highlights pre- 
sented to the jewelers by Mr. Baily 
included a review of last-minute Con- 
gressional legislation, the possible 
vagaries of price control, and the likeli- 
hood of the War Assets Administration 
disposing of a great stockpile of goods. 
“With ever increasing production many 
types of goods,” he said, “it is per- 
fectly clear that the WAA will have 
to do something about getting rid of 
its millions in inventory of consumer 
type goods or the market will not be 
America but the bottom of a nice big 
ocean.” 


ECONOMIC PICTURE STABLE 


A note of cheer was struck by Elmo 
Roper, market analyst and economist, 
who told the jewelers that the economic 
picture for the next few years will be 
tairly stable in spite of the forecasters 
who had predicted that a mild depres- 
sion would set in by October. “There 
is little danger of a depression,” Mr. 
Roper said, “but there is real danger of 
inflation.” 

Even on the question of inflation, 
however, Mr. Roper was not gloomy 
in his predictions. “Production is catch- 
ing up too fast for a real inflation.” 
The goal of industry and labor is in- 
creased production and _ with both 
groups working for it, he said, there is 
every —— that it will be ac- 
complished. 

Despite all this optimism, he warned 
that “it would be a mistake for jewelers 
to think that everything is ali right.” 
A good portion of the merchandise on 
the jeweler’s shelves today should be 
marked down 75 per cent, he added, 
and a lot of items soon will be worth 
only a third of what they are valued 
at today. 

The explanation for this paradoxical 
situation, Mr. Roper declared, is the 
fact that jewelers are today finding 
money in their cash registers which in 
normal times would go into the capital 
goods which are not yet reaching the 
markets. The public is still biding its 
time, waiting for the automobiles, the 
refrigerators and other heavy, expen- 
sive goods which have been denied them 
for the past six years. “The picture 
is fraught with more trouble for the 
jeweler than it is for most retailers,” 
Mr. Roper pointed out. 


One way to insure the jeweler of get- 
ting at least his present share of the 
consumer dollar, he said, is to support 
the Jewelry Industry Publicity Board 
program, Mr. Roper said. He cautioned, 
however, that whatever procedure to 
publicize the industry was adopted, it 
would be doomed to failure “unless the 
retailers run it.” 

Mr. Roper explained that “there 
really is no jewelry industry, as such; 
there is the watch industry, the silver- 
ware industry, the diamond industry, 
but no jewelry industry.” These many 
separate types of goods are, he de- 
clared, held together by only once 
force—the retailer and the retailer must 
act as the adhesive element in any pro- 
gram for the betterment of the in- 
dustry. 


"RETAILER'S CLINIC’ 


The Tuesday afternoon session of the 
ANRJA convention took the form of 
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a “retailer’s clinic” in which speakers 
considered various problems affecting 
the trade and, afterwards, questions and 
problems were presented from the floor. 

One method of interesting people in 
jewelry and garnering publicity for 
the jeweler was presented by Charles 
Coster, president of the New York State 
Retail Jewelers Association. In a talk 
illustrated by charts and diagrams, Mr. 
Coster described his method of lectur- 
ing at high schools, luncheon clubs 
and business men’s groups. When asked 
how he got himself invited to speak, 
Mr. Coster revealed that he has never 
gone after an engagement, but that, 
somehow, word of his lectures has 
spread and he is constantly being asked 
to give his talks. 

“People want to see things with their 
own eyes, they want to hear a story, 
they don’t want to be bored with tech- 
nical data, and they don’t like com- 
mercials,’” Mr. Coster declared, adding 
that these are the points which guide 
him in his lectures. 


FREE ENGRAVING? 


To engrave free or not to engrave 
free was the question raised by W. G. 
Drosten, St. Louis, Mo., former vice- 
president of the Northwestern Region, 
ANRJA, at the retailer’s clinic. Mr. 
Drosten reported that in a canvass of 
his city, it was learned that most re- 
tailers do not charge for engraving, in 
spite of the fact that engravers are 
earning from $100 to $150 per week. 

Although Mr. Drosten was opposed 
to this practice, most of the audience, 
during the discussion that followed his 
talk, expressed the belief that engrav- 
ing was a kind of advertising and was 
worth the high cost. 





TRADE-IN ALLOWANCES 


Considering the subject of “trade in 
allowances,” William Gibson, former 
NACJ president and Chicago retailer 
emphatically stated that he was “agin 
them.” 

Many businesses, Mr. Gibson ag. 
mitted, can and do make allowances for 
articles traded in. A second-hand auto 
has a definite resale value. But in the 
case of watches, “I am quite sure that 
the majority of second-hand watches 
that are traded in are fit only for the 
trash box and, with the single excep- 
tion of old gold, that’s where most of 
them go.” 

“If a jeweler is foolish enough to sel 
‘traded-in’ watches to some travelling 
tinker,” Mr. Gibson added, “he is simply 
buying himself a lousy competitor, for 
they are then recased in the poorest 
quality goods obtainable. And to this 
a cheap wristlet and often a forged 
dial. I personally have seen a great 
many of them in Chicago where they 
are usually sold to some trusting soul 
for two or three times the price of 
standard merchandise.” 

In the discussion following Mr. Gib- 
son’s remarks, one excellent suggestion 
was made. “Rather than trade in the 
watch,” it was suggested, “Why not 
tell the would-be trader to sell the watch 
(if it is a good one) to a friend. He 
could get more for it that way.” 


EXCISE TAXES 


Walter R. Thomas, Atlanta, Ga., re- 
tailer and president of the Georgia 
RJA, considered the subject “The 


(Please turn to page 431) 


THE POST-WAR BUYING SPREE IS ON 
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This being ANRJA's first post-war show, it was only natural that the merchandise-starved re 
tailers would flood the exhibits. However, buying was selective and there was no tendency 
to stock up lavishly just because the war is over. 
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FASHIONS ARE EVER-CHANGING on hinges. Every woman who got a diamond clip for 
Christmas wanted twin clips for Easter and ear-clips in 


(From page 343) 
another year or two. 


only pendant earrings 2 to 4 in. long, could have been . When the tailored suit crowded out the coat-and-dres, 
seen at all. Otto Scheer says that one of the earliest uses combination long known as an ensemble, the suit lapel 
of baguettes was for the long drop of these diamond pen- offered a new area for decoration and demanded some. 
dant earrings. thing different in jewelry. Within a few years this trend 
Baguettes, square cuts and oblongs (or emerald cuts) had gone to the extreme of whimsy, and the lapel gad- 
began to be used extensively in the ’20’s for flexible dia- gets of glass, wood, plastic, leather, felt, feathers ang 
mond bracelets. There was a vogue for all-white jewelry, yarn could never be called jewelry. But the rich got the 
and diamonds in these simple, smooth and clear-cut idea and ordered their pets, hobbies and pastimes repre- 
units, formed interesting contrast with brilliants and sented in gems, and the trend is still under way, trans. 
marquise cuts. Then when “art moderne” followed “art lated in diamond charms. 
nouveau” in 1925 and design was all angles, cubes and Did you once think that costume jewelry would finish 
planes, the straight-sided stones were useful in forming the “real stuff’? Well, it seems to have made women 
the new geometric patterns in jewelry. The oblong, or more jewelry minded, and all kinds of jewelry more es- 
emerald cut, was a conspicuous success and reached the sential in the wardrobe. Women who always bought pre- 
“solo stage” of being used as a solitaire for engagement cious jewelry anyway simply bought more pieces of 
rings, about 15 years ago. more imaginative design. The young American designers 
The most popular single jewelry item in the '20’s was in precious stones are coming into their own in this post- 
the wristwatch. Wouldn’t you say so, too? On our check war period. 
list, 87 per cent of the jewelers marked the diamond During the first half of the ’40’s the wearing of old 
wristwatch as their best seller of the whole decade. Run- jewelry and the rebirth of heirloom forms made impor- 
ner-up was the mesh bag and the vanity, then pendant tant news. Antique ornaments were beginning to be ap- 
necklaces. Peacock’s in Chicago were selling small floral preciated in the previous decade because of revival fash- 
brooches and straight-line bracelets, and Shreve, Crump ions in millinery and dress. The threat of war and its 
& Low in conservative Boston still moved a lot of lor- separations made us much more sentimental, and clothes 
gnettes on diamond chains. became reminiscent of Victorian, Edwardian and First 
In the decade of the ’30’s, the idea of the clip was World War fashions. Rose-cut diamonds, old miners, 
borrowed from wide, tight bracelets which opened back silver-topped gold jewelry and enamel work, all were in 
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demand. Some family jewelry stores for the first time 
stocked antiques, while department stores and women 3 
specialty shops raided pawnshops to get merchandise. 
Heirloom finger rings, brooches and earrings have been 
the best sellers. Nineteenth century earrings are so im- 
tant that women are again having their earlobes 
pierced ; it is the safest way to wear precious stones in 
the ears, of course. 

But after all, it’s love that makes the money go ‘round 


among retailers, wholesalers and manufacturers. Mass 
marriage may be mass hysteria but it moved millions of 
carats of diamonds in engagement rings between 1940 
and the current vear. , 

A fashion sum-up on engagement rings properly be- 
longs in this retrospect because the settings for the en- 
gagement diamond has had its fashion cycles like any- 
thing else. In this 75-year period, we have had the soli- 
taire in a Belcher setting, the solitaire in high prongs, in 
platinum filigree, in green gold, in white gold, in yellow 
gold (a revival), and in palladium. Sidestones have in- 
cluded melee, baguettes, tapered baguettes, fancies of &ll 
kinds and faceted metal instead of baguettes. The inven- 
tions to make small stones look larger, which grew out of 
the depression when boys hadn’t much money, have been 
as ingenious as anything in jewelry history. 


WAR SPURRED RING SALES 


During the war, many a service man bought an en- 
gagement ring and sent it home—not to his fiancee, but 
to his wife. War workers, too, sought the nice solitaire 
that their wives didn’t get when they were married dur- 
ing the depression. An incomplete survey indicates that 
the serviceman invested on an average better than $150, 
the civilian, more than $200. 

For the most part, brides continued to get two rings: 
the engagement diamond and the wedding band. Even 
for “kiss-and-run” furlough weddings, when there was 
no engagement period in which a girl could properly 
wear a betrothal ring, she got one anyway, bought at the 
same time as the wedding band and often in a matching 
design. Also, wedding bands for men came into such 
sudden demand that ring manufacturers could only make 
their curtailed metal-allotments fill a fraction of waiting 
orders from retailers. 

Surprisingly enough, after V-J Day the number of 
weddings, which had fallen off in 1944 when so many 
were overseas, began to mount again, and young veter- 


ans with discharge-pay lining their pockets are still buy-’ 


ing generously at the diamond counter. It is estimated 
that America has had six million brides from the begin- 
ning of Selective Service to the present day, and 75 per 
cent of these girls got diamond rings. Diamonds have 
gone completely democratic in the twentieth century and 
at the same time have lost none of their dignity and pre- 
ciousness. And the design of diamond jewelry has 
greatly improved within this present decade. 

In general, the era of huge, heavy and “hunky” pieces 
of jewelry is passing. The smaller, more intricately 
wrought object—the real jeweler’s masterpiece—is 
again appreciated. Pierced-work and filigree, in artful 
revival, make mountings look lighter, and fancy cuts 
such as the marquise, triangles and tapered baguettes 
give new surface variety to fine jewelry. 
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LET THE JEWELER BEWARE 
(From page 800) 


hard to please and decided to “look around before pur- 
chasing.” The salesman suddenly discovered a very 
fine ring was missing from the tray, as they were about 
to leave. He called this to their attention. Very firmly, 
indeed, they protested their innocence. Words, angry 
words passed over the showcase. Finally, at the sug- 
gestion of the customers, the police were called, and 
they submitted to a thorough search at the police sta- 
tion. No trace of the missing ring was found. 

A week went by, and the salesman scratched his head, 
and turned the entire matter over in his mind many 
times. He simply could not account for the disappear- 
ance of the ring. About that time, however, a well 
dressed man entered the store when the salesman was 
alone, and asked to see some article in the show window. 
The salesman returned quickly, and surprised the cus- 
tomer who seemed to be stooping over, and feeling undcr 
the showcase. The man left the store without making a 
purchase. As the salesman pondered the unusual actions 
of his customer, he investigated underneath the case. 
In an instant he solved the mystery of the ring, for 
there was the impression of it, in chewing gum, stuck 
underneath the case where nobody would think of look- 
ing for it. No doubt it was planted by the man and 
woman, later recovered by the accessory. BE ALERT 
WHEN SHOWING DIAMONDS! 





FALSE ARREST RACKET 

Lastly, there was the well dressed man who calle 
upon a fine jewelry store, just before noon, on a Saty. 
day, some years ago. He selected a fine watch, anj 
presented a check for it. The check was drawn on , 
local bank, but the clerk well knew that the bank Was 
now closed and that the check could not be verified fo 
validity before Monday. The clerk hesitated, but th 
customer presented credentials, and so the sale was 
made. 

With the watch wrapped as a gift, the customer de. 
parted, but leaving a very much disturbed salesinap, 
As it developed later, the man walked directly across the 
street to a pawnshop. He unwrapped the package, with 
the jeweler’s insignia on it, and asked for a loan on it, 
Under some pretext or other, the pawnbroker detained 
the man, and telephoned the jewelers from a rear room, 
out of hearing. Had they sold such and such a watch? 
Of course they had, and for an unverified check, too, 
und would the pawnbroker please detain him while 
they called the police? 

The arm of the law arrived, and the man was hustled 
off to the jail. Saturday afternoon passed. Likewise 
Sunday. Monday morning arrived and saw the repre 
sentative of the jewelry store waiting at the bank’s door 
to verify their strong suspicions that the check was 
bogus. To his*utter amazement, he found out that the 
check was good, in fact, plenty good. 

He returned, to the store and telephoned the police to 
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Jet the man go. It was all a terrible mistake. After 
some time, the customer showed up at the store. “Well, 
gentlemen,” he started off, “I want to thank you for a 
not so pleasant week end.” Of course profuse apologies 
were in order. “I am very sorry, but apologies are not 
enough,” he continued, “this little error on your part 
will cost you five thousand dollars.” 

pit, then raved, became panicky, and finally called their 
attorney, as he persisted, calmly but firmly. The at- 
torney came, listened to the story, and said, “Pay him, 


and be thankful that he did not ask for more.” PRO- | 


CEED WITH CAUTION! 


HOW PROFITABLE IS YOUR ADVERTISING? 
(From page 302) 


tached to the form when it is placed in our file. Thus in 
planning future advertising we have not only the spe- 
cific advertisement but all of the data desired with re- 
gard to its effectiveness on a single form. 

At the top of the form the name of the newspaper in 
which the ad has been used is placed. Here we can check 
the pulling power of a specific newspaper through com- 
parison of a number of such forms against those appli- 
cable to competitive newspaper copy. Next is shown the 
size of the ad in agate lines, rate and total cost, in addi- 
tion to the number of days and dates the advertisement 
made its appearance. 

The compilation section of the form is a sales sum- 
mary for the period covered by the advertisement’s ap- 
pearance, with the first column being devoted to the 
items advertised. The second column is for the number 
sold of each item; the third the individual sale price; 
the fourth the basic cost of the individual item; the 
fifth the “net profit” or the difference between the dol- 
lar-and-cents figures in column three and four, and the 
final column figure is obtained by multiplying the fifth 
column figure by the number sold as noted in the second | 
column. 

For example: If our ad featured a specific wrist watch 
band this would be noted as: “Watch band—30 sold—at 
$2.50—cost $1.95—net profit 55c.—total profit $16.50.” 
Other items featured in the advertisement would be 
noted in like manner. 

The summary section at the bottom of the form en- 
ables us to analyze the specific profit obtained from that 
advertisement as line one carries the figure shown in the 
final column just above. Below is noted the average 
profit for the store for a similar day and the latter sub- 
tracted from the former to give the actual profit we can 
credit to the advertisement on line three. 

This does away with the fallacy of contributing all of 
the day’s sales to the advertising which is certainly not 
the case inasmuch as many sales are made from regular 
customers who did not read the advertising. The aver- 
age day’s total sales should cover only the items specifi- 
cally advertising and exclude those not carried in the 
advertisement. 

Thus, if our advertisement produced $125 net profit 
on items advertised which ordinarily brought $25 with- 
out advertising our third line would show a figure of 
$100 creditable to this advertisement. From this, we | 
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subtract on line four the cost of the advertising as noted 
in the upper part of the form, which in this case might 
be $30 and our final line secure the actual profit pulled 
to the store by this advertisement, or $70 in this case. 

The latter figure is “profit” in the sense that genera] 
overhead and similar expenses remain to be paid. Hoy. 
ever, it is as true an indication as can be obtained of the 
pulling power of our advertisement. 

Should the overhead factor be desired it can be added 
as a final line and a further subtraction be made. 

Thus we have the story of the effectiveness of our ad- 
vertisement in dollars and cents and have eliminated one 
more guesswork factor from our business operation, 


INVENTORY CONTROL INCREASES TURNOVER 
(From page 306) 


fication into price ranges. Thus, the classifications ryp 
—1. Ladies’ Filled and Steel Watches—three pages of 
price ranges from $20 to $55. Next is Ladies’ Karat 
Gold Watches—divided into six pages of price ranges 
from $20 to $90; 3. Men’s Filled and Steel Watches— 
with six pages of price ranges from $15 to $56. The 
fourth classification shows Men’s Karat Gold Wrist 
Watches with five price-range pages from $65 to $125; 
Men’s Filled Pocket Watches come next, classified into 
three pages from $25 to $40, and sixth, is Men’s Gold 
Pocket Watches with four sections from $75 to $151. 
These brackets contain most of the demand watches in 
stock. 

On the following pages are listed novelties, including 
ball, lapel, bracelet and other watches in all price 
ranges; sweep-hand watches likewise in all ranges, 
chronographs and waterproofs—the latter inventory 
considerably built up since the beginning of the war. 
Information on the stock of each is simply written in 
ink in three columns on the page, with the main heading 
and price subdivision immediately below. 


LISTED BY NUMBER AND DESCRIPTION 


Stock in each classification is listed first by stock num- 
ber, then by description in a center column, which de- 
scribes the quality of gold or filling, ladies’ or men’s, 
pocket, wrist or novelty type, followed by the price in 
the third column. Running across the page in this way, 
some classifications fill 20 to 35 lines, while others such 
as sweeps, fill only 10 or more. Whenever any watch 
listed on the inventory sheet is sold, Heffern-Neuhofi 
watch salespeople merely cross it off heavily with a per 
cil—leaving whatever stock in that classification quickly 
visible by number or clear spaces. When new stock is 
bought to replenish the inventory, it is written in in the 
clear spaces below the crossed-off items above. In this 
way, the page details in the clearest possible way the 
history of that particular bracket. If buying or sales 
are heavy, it is not difficult to turn the page over and 
begin the listings on the back. 

When salesmen call with watches, purchases are now 
made by referring to the book, and filling in to the mini 
mum-inventory point set for each, or more if the book 
indicates by dates penciled along the crossed-off items 
that sales are frequent. Minimum inventories run any 
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where from three to 18 watches, depending upon the 
item, and all purchases are being made according to the 
page ruling upon a specific watch. 

“In the past we used to buy a few watches which 
salesmen carried as samples or which looked attractive 


in their catalogs,” Mr. Neuhoff confessed, “hoping to 


sell them on the theory that we needed something new in 
the department. The inventory control system has 
taught us the fallacy of that idea completely, since in- 
variably it was the loosely-purchased watches which 
showed the worst returns.” Heffern-Neuhoff now buys 
more often, but in smaller amounts, and exclusive of war 
“stocking up’ where possible, has been able to keep the 
inventory in perfect balance for more than two years. 

Orders for replenishing stocks go out automatically 
when the page shows that a small number below the 
minimum stock rate has been reached. In the back of 
the book are a stock of order slips which are passed 
back to the buying office by any salesman who discovers 
that sales have gone beyond whatever minimum has been 
set. 

Each page covers a year—although additional pages 
have been added where popular ladies’ wrist-watches in 
gold are concerned, and on the novelty page. Responsi- 
bility of these pages, according to Mr. Neuhoff, is to 
keep the stock in the correct proportion. 

The total story and perpetual inventory with turnover 
information is kept on large ledgersheets which fold into 
the front of the book, and are separately maintained. In 
headings for each class of watches are spaces for Inven- 
tory, Purchases, Total, Cost of Sales and Present In- 


ventory. This gives the inventory the first of every 
month and represents Mr. Neuhoff’s desire to increase 
turnover. ““To increase our turnover, it was desirable to 
reduce the inventory,” he explained. “We know how 
many sales we must make to increase our turnover one 
time or more without increasing stock. In January, we 
started out to make reductions on quotas based on sales 
of the previous year, to reduce our inventory as rapidly 
as possible by eliminating shelf-warmer or “deadhead’ 
stocks. The quotas we distributed among the months of 
the year according to sales the year previous—for ex- 
ample, to reduce $1,000, we couldn’t set a reduction 
quota of $87 per month, but lumped this at $200 for 
one month, $55 for the next, etc., and reduced the stock 
by simply failing to replace the slower moving items. 
Actually we put a brake on buying in specific classifica- 
tions, refusing to buy until the watch concerned was in 
the faster-turnover bracket. All pressure was put on old 
goods, slow movers, etc., until within 24 months the dif- 
ference was like that between night and day. Reducing 
our stock to clean, fast-moving merchandise brought us 
up in 24 months from one-half of one turnover a year to 
one and a quarter, and has made it possible for us to buy 
without error. We’ye also aided the watch department 
in building up a reputation for clean stocks and brought 
in dozens of new customers.” 

As outlined before, Heffern-N euhoff is planning to use 
the same system on sterling and other merchandise, 
adapting it in each case to the item. The watch stock, 
however, has become a real improvement over a two- 
year period. 
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INGENUITY OFFSETS SHORT MATERIALS 
(From page 3804) 


set against a backing of turquoise. These are illuminated 
with fluorescent lights. 

The four showcases fronting the wall cases are the 
same length and made in the same wood, finished in 
Swedish red on the inside. At the front of the store at 
one side, is located the watchmaking department and 
on the opposite side is the office. 


COLORFUL DISPLAY FOR CHINAWARE 


At the rear of the store a partition was put up with 
two tiers of shelves. This partition is papered in a 
colorful combination of turquoise, Swedish red, and gray. 
The two shelves are painted Swedish red. These shelves 
were built to provide display space for china and dinner- 
wares but due to the shortage of these goods at the 
present time, the shelves are devoted to a showing of 
lamps. 

One of the features that Mr. Sharp has planned but 
kas not as yet been able to install, is the floor covering. 
At the present time the flooring is maple but black mot- 
tled linoleum with a turquoise sunburst design for a 
centerpiece has been ordered. 

Windows of the new store were decorated for three 
weeks before the date of the opening and, according to 
Mr. Sharp, attracted a good deal of attention. One of 
the windows carried a display of alarm clocks which 
“very nearly caused a stampede on the morning we 


opened,” in the words of Mr. Sharp. The doors wer 
opened at nine o'clock and by eight o'clock a line wa, 
forming outside the door. A flower was given to eagh 
lady who called at the store and a cigar was given 
the men. By this means a check was kept on how man 
persons called at the store on opening day. 

No publicity was given to the store until the wee 
prior to the opening and at that time the store ran , 
full page ad in both of the local papers listing the name 
and brands of clocks, watches, silverware, etc., that the 
store will carry. 


"52 CLUB" AIDS DISABLED VETS 
(From page 308) 


broadcast, then taken to a Broadway hit show and, 
finally, treated to hamburgers and coffee. Through the 
cooperation of restaurants, theatres, etc., the club man- 
ages to take the twelve men through these events for 
one membership fee: $52. 

Although the 52 Club started in New York, and most 
of the servicemen who have benefited have been in mili- 
tary or naval hospitals in the New York area, plans are 
being made to expand the club. A chapter of the organ- 
ization is now functioning in Chicago, and it is planned 
to set up separate chapters in other cities of the U.S. 

Three months ago, in addition to the entertainment 
programs for disabled GI’s, the 52 Club inaugurated a 
job placement service exclusively for disabled or handi- 








New York Office 


630 Fifth Avenue, 
New York 20, N. Y. 
Tel.: COlumbus 5-0054 
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DIAMOND CUTTERS 


Renowned Throughout the World for Fine Craftsmanship 
Announce Opening of Their New York Sales Office 
Selling Exclusively to the Wholesale Trade 


With their brokers R. Hugo Prins 


Head Office London 
88-90 Hatton Garden 
Holborn, 

London E. C. 1 
England 








364 


THE JEWELERS’ CIRCULAR-KEYSTONE 





ach 


the 


ad, 
he 


for 
ost 


li- 


ire 


& 








capped veterans, charging no fees either to job-appli- 
cants oF employers. Since its inception, the service has 
secured employment for more than 45 veterans, many 
of them more than 50 per cent disabled. Many other 
disabled vets have secured positions with Federal agen- 
cies through the auspices of the Club. 


SEEKING TO EXPAND 


Currently, the 52 Club is seeking to expand its roster 
and set up additional chapters in other U. S. cities so 
that additional numbers of disabled veterans may be 
entertained and provided with its vocational guidance 
facilities. It is anticipated that the New York head- 
quarters will, in time become national headquarters for 
an extensive system of 52 Clubs. 


Members of the jewelry industry from the New York 
area who are members of the 52 Club include: Sam 
Aaron, Stern & Stern, Inc.; Jerome T. Agate, Tavannes 
Watch; Alexander M. Arnstein, Arnstein Bros.; Joseph 
Axler; Herman Baskin, Baskin Bros.; Harry Berland, 
Joseph Berland; Leopold Branton, Michael Birnbaum & 
Bros. ; Irving Breslow, Woods, Inc. ; Jack Breslow, Green- 
wald, Inc.; Fred M. Cartoun, Longines-Wittnauer; Sid- 
ney Cohen, Milglo Jewelry Co.; Edward Danziger, Re- 
membrance Ring; Ira Davis, Davis Watch Jewelry Co.; 
Sereno P. Davis, Jacobson Bros.; Paul Eisner, Rensie 
Watch; Morris Epstein, Monarch Watch Co.; Ben Fein, 
Remembrance Ring; Harry Fine, Max Fine & Sons; 
Edwin Freed; Charles Gantwarg, Columbia Mfg. Co., 
Inc.; Herbert Gardner; William Goldblatt, Greenwald, 





Inc.; Milton Gordon; Howard Grove, United Time Re- 
corder Co.; Otto Grun, Otto Grun & Co.; Harry D. 
Henshel, Bulova Watch Co.; George Hoenig, Harry 
Winston, Inc.; Myron Jackson, Shiman Bros. & Co., 
Inc.; Max Jacoby, Jacoby-Bender; Jules L. Kamsly, 
Harry Winston, Inc.; Harry G. Kaufman, Colonial Mfg. 
Co.; Irving A. Kaufman; Dave Kay; George Kelrick, 
National Jewelers Co.; Edward Kislik, Louis Kislik, 
both D. Lisner & Co., Inc.; Julius Knapp, Perkel & 
Knapp; A. Koenig, King Diamond Cutters; Julius Kroll; 
Mack Levy, Levy-Wander; Fred J. Loopuit, Asscher 
Diamond Co.; Irving B. Marks, A. L. Lewin; Arthur 
Miller; I. Sig. Miller; Leopold Nathan, S. Nathan & 
Co.; Nathan Newman, S. K. & W.; J. Leonard New- 
house, Weinrich Bros. Co.; Herbert and Morton Ollen- 
dorff, Ollendorff Watch Co.; Jerome T. Oppenheimer; 
Leonard Palliser, Palliser Jewelry Co.; Murray Perkel, 
Perkel & Knapp, Inc.; Jerome Richeimer; Randy I. 
Rothman; Louis Salomons; Jacob Schaeffer, Shiman 
Bros.; Samuel Schecter, Kingston Watch Co.; Morris 
W. Schiffman; Herbert Seelig; Nathan L. Sipress, Re- 
vere Jewelers; Jack F. Slyper; Isador Stern, Stern Mfg. 
Co.; Raymond J. Stern, Stern & Stern; Aaron Sverdlik, 
Robinson & Sverdlik; Julius Taus, J. B. Taus; Lester 
Tausz, Leo’s Watch Repair; Clifford Walters, Tappin’s 
Jewelers; Albert Weiss; Samuel Weissman, Weissman 
Watch Co.; Leo Wolleman, and Harry Zickerman. 

Out of town members include: M. Y. Finkelman, Chi- 
cago; Charles Mednikow, Memphis, Tenn.; James M. 
Wachtler, Nanticoke, Pa.; Paul B. Weinstein, Nashville, 
Tenn., and Ching Chun Sing, Honolulu, Hawaii. 
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WHAT YOU NEED 
WHEN YOU NEED IT! 


for JEWELRY, COMPACTS, DRESS, MILLI- 
NERY, SHOE, BELT and HANDBAG 
ACCESSORIES and other NOVELTIES. 


Choose from our unusually large line of FIND- 
INGS in brass, nickel silver, silver, gold and 
plastic. 

We also have Metal Stampings, Ornaments in- 
cluding Filigree, Charms, Bead Chain, Buckles, 
Fancy Wire and Wire Formings for every trim- 
ming and decorative use. 


Write for details NOW! 
. Address Dept. E 6 
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Three Point Plan 
Keeps Sterling Volume High 


Charles A. Stifft Co. devotes g 
large part of their interior diy. 
play space to the showing of their 
large stock of sterling hollowware, 


by RICHARD LONGDEN 


Open stock on patterns, brides’ book follow-ups, and a varied 


stock of gift items other than those normally associated with 


hollowware, key to C. A. Stifft Co.’s steady sterling business. 


WELL-EARNED leadership in sterling hollow- 

ware merchandising has been achieved by the 
Charles A. Stifft Company, jewelers, of Little Rock, 
Ark., through a three-point merchandising program. 
This old established Arkansas jewelry store has special- 
ized in sterling flatware and hollowware for a decade 
and, due to excellent quotas established long before the 
war, was able to maintain one of the largest hollow- 
ware stocks in the South, all through the war. Now 
Stiffts is planning to do an even larger selling job in the 
future. 

The sterling hollowware stock, advertised aggres- 
sively as the “biggest in the South” impresses itself on 
the customer’s mind immediately upon entering the 
store. The policy which the store maintains is to show a 
complete variety of hollowware from the smallest gift 
item up to $500 centerpieces. Therefore, six cases, of 
the old-fashioned slide-front variety, are always devoted 
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to hollowware, in an L-shaped bay grouped around 4 
knee-hole type sterling flatware display. The six cases 
show top products of six nationally known sterling manv- 
facturers, with plenty of variety assured in each case, 
and a price range which runs from small silver bowls at 
$7.50 up to the centerpieces mentioned above. 

“Little Rock residents are typical of old Southem 
families,” A. L. Wolfson, assistant store manager, states, 
“and a wedding isn’t complete without sterling hollow- 
ware gifts and later sterling hollowware purchased for 
anniversaries, or by the family themselves.” 

Sterling hollowware merchandising at the store is 
based on the following three points: 

1, An adaptation of the “open stock” pattern system. 

2. Bride’s book followup on all original china, glass 
ware or flatware sales. 

8. “Young modern” sterling gift items which break 

(Please turn to page 388) 
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“Only story-book newlyweds move into big apartments these days! But even in this tiny space, 
we can have one thing we'll always have in our big house...our precious Gorham Sterling 
silver. We only have service for two now, but some day we'll have twelve of everything in this lovely 
pattern, forks to after-dinner coffee spoons.” 
“T don’t think I’ll ever get such a thrill, as I did the night I set this little table with our very first 
Gorham silver! Reflected in its rich, gleaming beauty was the knowledge that, however small, 
we have really established a home!” 
Sterling silver is the least expensive thing you buy for your house, no matter how small it 
may be! Gorham offers a wide choice of designs in twelve patterns now available... and you can 
match and add over the years. Gorham Sterling has been 




















sa the favorite of good families for 116 years. 
dis. Send for illustrated book, “ENTERTAINING . . . THE 
their STERLING WAY.” Enclose 10c (outside U.S.A. 40c), 
ware, address The Gorham Company, Dept. JB-2, 
Providence 7, Rhode Island. 
Gorham CAMELLIA, a versatile flower pattern suited to 
traditional or modern schemes, Six-piece place-setting consisting 
of teaspoon, luncheon knife and fork, salad fork, cream soup 
spoon, and butter spreader, at a price you can afford. 
la 
eS 
1u- 
se, 
at 
; NEW FORMAT 
5, y sparkling copy, human interest, and sales 
y- appeal characterize the Gorham advertising that will reach more than 32,000,000 
or * e z 
magazine readers this Fall. The new pages feature fine pattern reproduction 
i ++. an attractive place-setting to aid visualization...an arresting, human- 
interest photograph—and warm-hearted copy that sells Gorham and sends 
0, prospects to, your store. 
§- 
| Gremcas Leading Strcrsmitlhs sence 4834 
E 


FOR SEPTEMBER, 1946 367 

















Above—One of the advertise- 
ments run by Rudolph's seeking 
couples married 40 years in 
the month that Rudolph's was 
founded. Right—A_ couple 
whose married life had been as 
long and happy as Rudolph’s 
received a gift from the firm. 


OT an anniversary coming up? Will your store 

soon be marking its 25th or 50th year or some 
other recognized milestone? And are you wondering 
what would be a good way to capitalize upon it to the 
fullest extent? 

Then perhaps you'll find a helpful suggestion in the 
idea that was used by the Rudolph chain of jewelry 
stores in New York and New Jersey, which celebrated 
its fortieth anniversary in June. 

At any rate, it produced an enormous amount of both 
newspaper and word of mouth publicity and of con- 
sumer goodwill, at a very moderate cost, in every one 
of the communities where a Rudolph store is located, 
for the same campaign was carried out simultaneously 
by each of them. 

Rudolph’s was founded in 1906 by the brothers B. G. 
and M. H. Rudolph who opened a store that year in 
Syracuse. This store still remains the firm’s home office 
and headquarters, though today there are 28 stores in 
the chain scattered’ through up-state New York and 
within New Jersey. 

What more natural, thought the Rudolph brothers, 
than to tie in the 40th anniversary of a jewelry store— 
which is the natural headquarters for wedding gifts— 
with the 40th wedding anniversary. So it was decided 
that in every one of the trading areas where a Rudolph 


368 


Anniversary Tie-In 
A Publicity ‘Natural 





by P. F. MASSELL 


Stote is situated, the local management would try to 
find every couple in the district who had been married 
during the month of the store’s anniversary event, and 
give them a 40th anniversary present with the store's 
compliments. 

The publicity possibilities of both the search and the 
presentations are obvious. 

The gift selected was a bread tray of shining modern 
metalware in a floral design, with a retail value of be- 
tween five and six dollars, figuring from its net cost on 
the Keystone discount system. 

June was chosen as the month in which to celebrate 
the anniversary because it is the traditional month for 
brides. This created the atmosphere that the store was 
sharing in the couple’s wedding anniversary and the 
40-year couples entered fully into the spirit of the oc- 
casion. Although no one was required to produce proof 
of having been married for 40 years, in order to claim 
the gift which was granted without question to any 
woman who merely stated she was observing her 40th 
wedding anniversary, many of the women voluntarily 
brought in their marriage certificates or mailed them to 
the store as evidence. 

Perhaps the best way to describe the workings of 
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Svs NOT JUST A CUSTOMER, but the enthusiastic customer that brings added sales to 
your Sterling Department. For this is the type of purchaser that is extremely proud of 
her lovely Sterling and takes a special pleasure in sharing it with her family and friends. 
But this enthusiasm is not founded alone on just a “pretty” design, her pattern must 
also be traditionally correct. Lunt Silversmiths have always appreciated the importance 
of authenticity and permanency of design and have insisted on creating patterns of 
enduring worth. Such patterns of timeless beauty and lasting appeal make your present- 
day purchasers your most enthusiastic customers for years to come. 


~$it- Shocrtmtth 
GREENFIELD @® MASSACHUSETTS 


A DIRECT HERITAGE OF FINE SILVERSMITHING FOR OVER 250 
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the program is to show what happened in one of the 
stores, which is typical of all of them—the one in Troy, 
ae 

“To what do you credit the success of your married 
life?”, asked Harold Finkle, manager of Rudolph’s 
jewelry store in that city, as he presented the first gift 
tray to Mrs. Charles F. Horth, of Watervliet, N. Y. 
The Horths were married in the First Baptist Church 
in Watervliet in 1906, by the Rev. Charles B. Perkins. 

“Our successful married life is due to my husband 
being good and considerate and a good family man,” 
Mrs. Horth said as she was handed the gift tray in her 
home by Mr. Finkle. As a special prize for being the 
first couple in the area to respond to Rudolph’s anniver- 
sary observance, Mr. Finkle gave Mrs. Horth a pear! 
necklace while Mr. Horth received a collar pin and tie 
chain set. 

Naturally, photographs (one of which is reproduced 
herewith) and stories of the presentation to this first 
of the 40-year couples, appeared in the Troy news- 
papers. 

By mid-June, nearly 30 couples in the Troy a 
area had received the gift trays. But it was different 
when Mr. Finkle first tried to locate those couples in 
the district who had been married 40 years. He began 
the search by checking newspaper files for June, 1906, 
to get the names of local people who had been married 
in that month. For six days, he followed leads from 
those old files but without success. Many proved to be 
untraceable at all, and of the others for whom he could 
pick up a clue, every marriage had either been broken 
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Rudolph’s decided to publicize 
their 40th anniversary in a 
novel way by presenting gifts 


to couples married 40 years. 


Merchandise insertions 
conerning Rudolph's 40th 
anniversary were taste- 
fully executed. This one 
featured a wide assortment 
of items with great appeal. 


by death or the people had moved away. When no re- 

sults occurred, Mr. Finkle, to help speed up his search, 

inserted a personal ad in a Troy newspaper inviting 

people who had been married for 40 years to com- 
(Please turn to page 390) 


hod ~~ has the gifts your 












Another of the 
40th anniversary 
ads was beamed 
directly at the 
givers of gradu- ns a 
ation presents. 
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Like 
This 
Pattern 


trench Renaissance 
STERLING 


Young a “My husband is out of the 
service now, and we want to get our silver. As you 
know, French Renaissance is the pattern I like, but 
I want him to see it first. Will you show it to him?’ 


clalesman: “Yes, indeed . . . your wife has been 
very enthusiastic about French Renaissance 
since she first came in. It’s really a beautiful 
pattern. You see, it shows the influence of the 
16th-Century French designers, and they were 
true craftsmen. If you remember your French 
history, you'll recall that that was a gay, col- 
orful period. Reed & Barton have succeeded in 
catching that spirit in sterling.”’ 














Hlusband: “Yes, they certainly have, and it is good- 
looking. I like the heavier weight, too. My wife cer- 
tainly shows good judgment in insisting that we get 
the very best solid silver.”’ 





Saleeman: ‘*. . . and you can rest assured that you 
are getting the very best and the very finest 
when you buy Reed & Barton sterling.” 


Be sure to point out to your customers the rich lux- 
urious detail of French Renaissance. Explain in what 
perfect taste this pattern is for people who prefer a 
father ornate, rich design. This and other Reed & 
Barton designs are the patterns your customers want 
today, the patterns that are increasing your sales. 
Show Reed & Barton fine solid silver. 





heed & Barton 


You Can Safely Recommend VY /, he ) “fe 
CUMHG YUE 
REED & BARTON SILVER POLISH J GF Dilver 

Made by Silver Experts Pee ee OM Nee 


SuHe 
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The ‘souvenir’ idea is not a new one 


but here’s how Walter R. Thomas used 
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Opening Idea 
Gives Up-to-Date 
Mailing List 


HE opening of a new jewelry store has ceased to 

be news in these times—but when a new store open- 
ing draws 10,000 people, there’s usually some outstand- 
_ing promotional work done to accomplish this feat and 
followed up after the opening to keep the customers 
coming in. 

The new Walter R. Thomas, Inc., store which was 
opened in Atlanta recently at 28 Broad Street, S. W., 
was announced to the public weeks before the formal 
opening was held. This announcement was in the form 
of car card advertisements which were used in every car 
and bus in the city. Also billboards scattered over At- 
lanta told the public that the new store would be opened 
soon and invited them to come in for a visit. 

The Sunday prior to the opening, a full page news- 
paper advertisement told the people that the store would 
be opened on Monday morning and each visitor to the 
new store would be given a souvenir. This ad also 
carried three photographs of the attractive store interior. 


The souvenirs which Mr. Thomas distributed on the 
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it to build up a good prospect list, 


by RUBY BENTLEY 


Full page newspaper ads were used prior 
to the opening and invited visitors to 
see gift department and get a souvenir, 











This is your souvenir of our Tenth Anniversary 
and the opening of our 28 Broad Street Store 
Walter R Thomas, Inc. 
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od 

eneven & 
no. 




















Visitors signed card with their name and 
address and received a personal glass set 
while the store received new mailing list. 


opening day were very outstanding. A pair of “You and 
Me” gold trimmed glasses, attractively boxed, were pre- 
sented to the early visitors, and when this stock was ex- 
hausted, attractive calendars and bottles of ink were 
given to the remainder of the crowd. The souvenir idea, 
of course, is not new, but the idea behind it, as used by 
the new store, is a very practical way of building up 4 
good prospect list. Each visitor was asked to visit the 
second floor—which is the very beautiful gift department 
—and here she signed a card with her name and address, 
and was then presented with a souvenir. These thou- 
(Please turn to page 890) 
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Customers ask for * | 3 
Frank M. Whiting & Co. 
Sterling — B: Name ! : : 


a 


If they ‘find it profitable to sell - 

Frank M. Whiting & Co. sterling 

surely if you aren't selling it 

~ you're missing a bet! 

The demand for FrankM. Whiting 
. & Co. sterling will be greater 

than ever this year because of 

distinctive advertising in every 

important magazine. Will you | 

be able to meet the demand? “~~ GEORGIAN SHELL 


» IMustrated are four best selling 
- Frank M. Whiting & Co. patterns. 
For more information write to... 


© Frank M. Whiting & Company 
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Two architects’ sketches for the 
proposed Youngstown “super-shop- 
ping center.” The jewelry store 
will be located in the rear of 
the area shown in the perspec- 
tive drawing of Market St., above. 
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They Didn’t Forget a Jewelry Store 


The proposed “super shopping center’ for Youngstown, Ohio, has 
just about everything—including a location for a jewelry store 


extremely handy to the project’s ample parking facilities. 


LANS have recently been announced for a new, 

streamlined “super-shopping center” in Youngs- 
town, Ohio. Noteworthy among stores for which space 
has been earmarked on the preliminary plans, is a retail 
jewelry store. 

Obviously interested in arranging stores for the con- 
venience of the public, the designers of the shopping 
center have placed the jewelry store at the end of the 
block, facing one of the large parking areas. ‘Although 


relatively small in proportion to the other retail estab- 
lishments the location is, nonetheless, a good one for an 
enterprise concentrating on jewelry items. 

The site of the new shopper’s mart is to be located on 
Market St. in the center of a population area of 170,000. 
Fifteen years ago engineers of the Ohio Bell Telephone 
Co. located their sub-station within a block of the “Mar- 
Hill” area since it was predicted to be a center of popu- 

(Please turn to page 390) 
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This Watson Sterling adver- 
tisement featuring “Lotus” 
appears in the September 9th 
issue of LIFE. 






and inspiration, thes, 
© Wrought a design so chaste 
delicately Pleas. 
xrows with time. If 
erling, or if you plan 
see Watson ‘s Lovely Esbics a a 
cable patterns aty dit jee ei gta 
. Son 


¥, 1496 Watso, 
Massachusetts, ation Park, Attleboro, 


© master 












Most dependable Skil i 
sory o LURE... 
Boy meels yok 


gu, mecls W ATSON! 








y 
& As long as boys meet girls they'll fall in 
love. And as long as girls meet Watson... ; 
well, it's the count obi chewy Are you taking advantage of the profit opportu- 
nities offered by this successful promotion of Watson 


We make sure of plenty of girls — millions in 
Sterling Silver? If not, you’d better stock up. The 


fact*—meeting Watson regularly in LIFE Magazine, 
: Watson Co., 896 Watson Park, Attleboro, Mass. 
where frequent advertisements tell the Watson Story 


ee : : 
of “modern silver with the beauty of old master- *Guaranteed circulation of LIFE is 3,754,346 copies weekly. 
Estimated number of readers, 22,000,000 weekly. 


emer 5 


MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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pieces”. A successful story as sales results will attest. 
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Frosted Back on Window Display 


Assures Privacy for Customers 


“You have to be careful that your customer’s business isn’t 


everyhody’s’ counsels Clif Sievert, who has designed the 


opaque window backing in order to maintain store privacy. 


IEVERT Jewelers, Canon City, Colo., have just 

completed an entire remodeling of the store; in- 
cluding a double display window with a frosted glass 
back. 

This feature, particularly for the small town jeweler, 
is particularly worth-while. 

“In the small town,” Clif Sievert, owner of the store, 
says, “you have to be careful to see that your cus- 
tomer’s business is not everybody’s. 

“Before we put in the solid plywood wall-back for 
our windows, with the frosted glass window and door, 
sidewalk shoppers could walk by, stand at the display 
window and see through into the store. Now a cus- 

(Please turn to page 393) 






























Above—Clif Sievert points to the 
frosted glass backing he has had 
installed in his window display so 
that passersby may see his mer- 
chandise but not ogle the cus- 
tomers. Left— Another of Mr. 
Sievert's innovations is a cashier's 
booth constructed upon the gen- 
eral lines of a broadcasting studio 
control room. Extremely compact, 
the booth greatly simplifies trans- 
actions inasmuch as it is sepa- 
rated from the store sales space. 
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Heavily plated with pure silver on a substantial 
base of Nickel Silver, in authentic period forms — 
that’s Benedict Period Plate! Exceptional quality 
to sell at modest prices — with a worthwhile profit 
margin — that’s why America’s leading volume 
outlets for popularly priced silver make this heavier 
plated ware the basic line in their departments. 


BENEDICT MFG. CO. 
East Syracuse, N. Y. 
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Jeweler’s Advertising 
Wins’ Best Retail’ Award 


N example of clean-cut, readable jewelry advertis- 

ing is shown by these four newspaper ads used 

by the J. Herbert Hall Company, Pasadena, Calif., 
jewelers. 

This was the opinion of a group of advertising experts 
who picked this jeweler’s ads as the best retail advertis- 
ing prepared by a member of any newspaper staff at 
the recent convention of the California Newspaper Ad- 
vertising Managers’ Association, held at Los Angeles. 
The handsome McCann-Erickson first place trophy cup 
was awarded to Lee Smith, promotion manager of the 
Pasadena Star-News, who has been preparing the adver- 
tising for this jeweler for the past ten years. 

These examples of retail jewelry advertising furnish 
graphic proof that it is not necessary to try to show 
every item in a store in your advertising. Each ad here 
plays up one idea—either an occasion, a theme, or one 
special type of merchandise. The headlines are cleverly 
worded to stop the reader and invite him to read further 
the short copy which contains the selling message. Lay- 
out and typography are carefully selected and worked 
together so as to make the ad stand out on the printed 


page. 
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HOLLOW-WARE BY 


TRADE MARK 
OF THE FINE NAMES 
LEVER-PLATE SINCE 1892 
POOLE « SILVERSesCOMPANY ¢ INC. 
TAUNTON + MAS TH AVENUE - NEW YORK 





We hope to soon have substantial stocks in the hands of our distributors 
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IDEAS FOR JEWELERS 


3033 Retailing Ideas, compiled by Emanuel Lyons. Published by 
Emanuel Lyons, Pittstown, N. J. 306 pp. Price $3.50. 


KEPTICS need have no doubt that there actually are 

3033 retailing ideas in this book, since they are all 
numbered consecutively and it would be a simple matter 
to scan the numbering. It would, indeed, be a profitable 
thing for a jeweler to do exactly that because, although 
many—in fact the majority—of the ideas contained re- 
late to such fields as department stores, bargain base- 
ments, etc., they are nevertheless capable of being 
adapted by the enterprising jewelry merchant. 

Actually, there are many sections in the book which 
are of great interest to the jeweler. Such chapters as 
“Advertising Ideas,” “Cash, Credit and Collection 
Ideas,” “Jewelry Selling Ideas,” “Ideas to Attract the 
Bride,” “Gift Shop Ideas” and “Radio Advertising 
Ideas” are but a few of the topics which will prove of 
particular interest. 

The book is literally a gold-mine of schemes and no- 
tions and will well repay reading. Despite an annoying 
habit of commencing each of the 3033 separate “Ideas” 
with the statement, “Merchant No. 1541,” which tends 
to make it rather monotonous reading, the ideas them- 
selves are, in many cases, splendid. The trick seems to 
be to condition one’s eye automatically to skip the repe- 
titious beginnings, and settle upon the meat of the sug- 
gestion in mid-line. 

In an introductory article appearing at the front of 
the work, Professor Paul H. Nystrom, Professor of 
Marketing, School of Business, Columbia University, 
states: “There are many ideas in this book for every 
kind of retail business. Retailers, both new and well es- 
tablished, will find it a helpful manual on sales and pro- 
motion ideas. Even a single idea so adapted and applied 
will be worth many times the cost of the book. 





RETAILER'S ALGEBRA 


Instalment Mathematics Handbook, by Milan V. Ayres. The Ronald 
Press Co., New York. 268 pp. plus index. Price $10. 


d unsuspecting reader who picks this book up and 

rifles through it will probably be scared to death and 
drop it like a hot potato. Because it appears, on first 
glance, to be nothing but a mass of involved formulae 
presumably connected in some way with nuclear fission, 
atomic energy and all that. 

But it isn’t, really. Actually the book consists of in- 
numerable mathematical formulae applicable to every 
phase of instalment selling—formulae which, if prop- 
erly applied, can provide many accounting short-cuts 
and save both time and money. 

For instance, the book contains sections such as “A 
Short Method of Determining Monthly Earnings,” 
“Distribution of Earnings,” “Operating Costs,” etc. In 
addition, brief and concise explanations clarify many 
financial set-ups which often tend to bewilder the 
layman. 
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The formulae themselves are placed in the begi 
of the book with only the barest possible amount of ex. 
planation afforded the reader. However, the second half 
of the work goes into an intensive analysis of the deriyg- 
tion of the formulae, explains in detail just how they can 
be applied, and finally, offers an index to the work fop 
ready-reference purposes. 

As an experiment we tried one of the formulae—ap 
easy one. And they do work out. 





METAL WORKING FOR THE AMATEUR 


Modern Metalcraft, by John L. Feirer. 280 pp. + index. 211 illus, 
including 33 full page plates. Published by Manual Arts Pregs, 
Peoria, Ill. Price $3.50, postpaid. 


i tem is a book for the amateur worker or hobbyist in 
arts and crafts rather than for the commercial pro- 
ducer or seller of metal giftwares. 

It takes the home craftsman methodically through all 
the steps of making such things as trays, bowls, lamp 
bases, boxes, etc., beginning with the list of sndling mate- 
rial and equipment needed, and providing complete de- 
tailed instructions for performing all the various op- 
erations such as measuring, cutting, drilling and punch- 
ing, bending and forming, riveting, soldering, plating, 
cleaning, annealing, coloring, planishing, buffing, polish- 
ing and finishing. 

The man who likes to make things with his hands will 
undoubtedly find this volume, with its detailed directions 
and profuse illustrations decidedly useful, but it is not 
likely to hold much interest for the jeweler who does not 
indulge in this hobby. 


ART OF GEM CUTTING 


Revised Lapidary Handbook, by J. Harry Howard. 216 pp. + index. 
75 illus. and diagrams. Published by J. Harry Howard, Green- 
ville, S. C. Price $3.00, postpaid. 


S its name indicates, this volume is a guide and in- 

struction book in the art of gem cutting. Although 

the author modestly states that it is intended primarily 

for the beginner and the amateur, the more advanced 

worker, as well, will find in it much of interest and of 
practical value. 

Every process of cutting is clearly and simply de- 
scribed, starting with the sawing of the blank and pro- 
gressing through the forming of gimple cabochons te 
drilling, the making of beads and spheres, faceted cut- 
ting and the carving and engraving of gems. 

The description of each process is further clarified by 
many detailed drawings and photographs and a number 
of full-page plates are given showing the various forms 
of gem cutting from top, bottom and side views. Also 
included is a section explaining the relationship of cor- 
rect proportion and faceting to the brilliance of the fin 
ished stone. 

Other chapters deal with such things as the artificial 
coloring of agates, mosaic work and the making of brace- 
lets ard rings. The book concludes with a collection of 
miscellaneous useful information such as tables of hard- 
ness of various stones, their refractive indices, a list of 
sources of lapidaries’ supplies and equipment, sellers of 
gem materials, a list of the equipment needed, and an in- 
dex to the subject matter of the entire volume. 

Recommended. 
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Burbuve Bates 


PRESENTS 


TeBEASURE’™ 


...and these lovely MANICURE Gift KITS 


hayapy answers to gracious giving 


Barbara Bates Manicure Gift Kits are 
not only lovely to look at but of the 
finest quality through and through. 
Exquisite cases, and fine gold plated 
fittings made to rigid specification 
by Barbara Bates’ own skilled crafts- 
men justify the prominent display 
good jewelers give them. 


BARBARA BATES gm AV ENA E EW YORE 
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1. Sunflower pin, gold or rhodium finish on sterling silver 
and featuring large rhinestones retails for $15. The ear- 
tings, with pearl and large rhinestones retail for $3.50. 
From Robert Fleischer Company, 366 Fifth Ave., New York. 


2. Gold plated sterling silver pin with rhinestones, designed 
by Ralph Polcini, retails for $45. May be obtained from 
Leading Jewelry Company, 389 Fifth Avenue, New York. 


3” Watch straps made from “Elastron," the wonder war plas- 


tic. Top—Man's slip-through strap. Center—Lady Elastron 
with three-way end pieces to fit all watches. Bottom— 
Man's watch strap with plastic keepers, cpens easily for 
solid lug watches. Plastex Watch Straps, 50 W. !7th St., N. Y. 


4. "Fortuna," latest Sparkes Lapp Process creation of 14K 
multiple links, makes a glamorous setting for this new 
watch fob and bracelet. Fob retails for $202, the bracelet 
for $427. Sparkes Manufacturing Co., Ltd., Newark, N. J. 


5. The Bretton "Queen," ladies’ expansion watch bracelet 
is designed to retail at $50 in 14K gold and $10.50 in 
1/20 12K gold filled, available in pink and yellow gold, 
half round, rectangular and engine turned models. From 
Bruner-Ritter, Inc., 630 Fifth Ave.. New York 20, N. Y. 


4. Cloisonne costume watch features inlaid enamel designs 
surrounding fine wire, reflects a technique of many centuries. 
Retails for about $60. Harman Watch Co., 22 W. 48 St., N. Y. 
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Here is GOLD-FILLED JEWELRY at a PRICE! 


Nationally Advertised in Charm. See retail prices below . . . retail prices are keystone 


Write R. M. JORDAN & CO., INC., 377 Fifth Avenue. New York I6, for details 


7] 


” 


Golden Jresuses 


Fashioned of rich GOLD FILLED® metal .. . prized for lasting beauty. Sparked with jewel-tone stones... crystal, ruby, topaz, amethyst or emerald. 


A. Earrings, about $5 B. Earrings, about $3 C. Earrings, about $4 D. Earrings, about $5 E. Earrings, about $2 
Pin, about $8 Pin, about $5 Pin, about $10 Pin. about $8 Pin, about $5 


*1/20 — 10K gold filled 
R. M. JORDAN & CO., INC.—Factory: Providence 3, R. 1.—Showrooms: New York, Chicago, New Orleans, Spokane, Los Angeles 
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Above—Window display for the Gut- 
owitz opening tied-in with a ring 
display and the June Bride motif 
appropriate for the opening date. 


by DAVID SHARP 


Below—View of the newly modernized Gutowitz 
store. The trick mirror, inspired by "The 
House on 92nd Street" is just visible behind 
a vase of flowers in the extreme rear, right. 


Ideas from the Atomic Age 


TOMIC energy responsible for an innovation in a 
jewelry store? 

It sounds ridiculous, but it’s true. 

Here’s the story of how it happened: 

For years, now, Lou Gutowitz, has been building up 
in his mind’s eye his idea of how the new B. & L. D. 
Gutowitz retail store in Hempstead, L. I., should shape 
up. Every once in a while he’d incorporate a new wrin- 
kle in his plan. 

Then, just about a year ago when the Atomic Bomb 
was receiving its first publicity and the movies were 
producing a rash of films concerning the subject, Mr. 
Gutowitz attended a showing of “The House on 92nd 
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Street.” There, in the film, he saw the FBI using a 
clever type of mirror—one which looked like a mirror on 
one side, but which, when seen from the other side, was 
actually a window. 

“That,” exclaimed Mr. Gutowitz, “is for me! Just 
the thing for our private diamond showroom.” So, 
when the time came to remodel the store, he submitted 
the trick mirror as a “must” for the job, and although 
the contractors had to do more than a bit of scratching 
around to find the proper materials, it was finally in- 
stalled as ordered. 

As Mr. Gutowitz points out, such a clever device has 
more than one advantage. For one thing, it permits 
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Pay-day Heyday 


Glamour tells the girl-with-a-job how to look 
like a million on 40 dollars a week. Glamour 
shows her mouton with the opulence of nutria 

.. junior editions of a famous milliner’s genius 
.. simple dresses with the taste of custom-mades 
... ahead-of-the-minute accessory and make-up 
tricks. Small wonder that Glamour is essential 
to the busy career-girl who must make the most 
of her dollar—and her limited shopping time. 
Glamour tells her what to wear... and where to 


buy it. Do you? 


CLI MOUR 


the magazine 
for the girl- 
with-a-job 


GLAMOUR CARRIES MORE READY-TO-WEAR ADVERTISING THAN ANY OTHER MAGAZINE...A TOTAL OF 
396 PAGES IN THE FIRST 6 MONTHS OF 1946. (PIB) 
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Right—Another interior view 
of the Gutowitz store showing 
the opposite side. Note the 
original lighting scheme which 
throws fluorescent rays up to 
the ceiling for reflection as 
pin-point spots illuminate the 
merchandise. Below — The ad- 
vertisement announcing the 
store opening was run locally. 





him a clear view of the entire store without being seen 
by the customers. All he has to do is turn off the lights 
—and look “through” the mirror. And for another 
thing, it affords the utmost privacy in the diamond con- 
sulting room for those purchasers who desire it. 

Although boasting an Atomic-age mirror, the Gutowitz 
store is far from a “tricky,” or flashy establishment. On 
the contrary, it is extremely dignified and conservative. 
The firm believes in selling jewelry, and jewelry only— 
no “extra” items such as radios or appliances are car- 
ried. 

After the aforementioned long period of accumulating 
ideas, culminating with the decision to install the “House 
on 92nd Street” mirror, the Gutowitz firm decided to 
proceed with the modernization. A well-known archi- 
tect was called in, the ideas were turned into blueprints, 
and on June 21, the first day of summer, a goodly por- 
tion of Hempstead and a large number of Long Island 
retailers crowded the premises, enthusiastically approv- 
ing the arrangements. 

Even the front of the new Gutowitz store breathes 
conservatism: constructed of Durex marble, it simply 
acts as a frame for the window display. Only a small, 
conservative sign serves to identify the store, and it is 
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An FBI triek, shown in one of the early 
Atom Bomb movies provided Lou Gutowitz 


with an idea for the store he planned. 


not lighted at night. And no neon sign is used, either— 
the window is sufficient identification. 

Fixtures throughout the store are of light-grained 
mahogany and, while not of a radical design, are ar- 
ranged to strike the eye. Perhaps the most noteworthy 
section of the store is the diamond counter, which pro- 
trudes from the rest of the display cases, and is backed 
up by three shadow-boxes against the wall which are 
apparently suspended by plastic tubing. Recessed light- 
ing on either side of the three shadow-boxes, and lights 
within the boxes, serve to illuminate the articles excel- 
lently. 

Lighting within the Gutowitz store is of two varieties: 
incandescent and fluorescent. However, the fluorescent 
lighting is completely indirect, being reflected to the 
ceiling. The lights themselves are mounted on the upper 
side of large false beams running along either side of 
the store, and the incandescent lights, of the pin-point 
variety, are recessed into the under side. 

Conservatism being a primary asset of the Gutowits 
firm, it is not surprising that even advertising concern- 
ing the opening of the new store would be ultra-dignified. 
Two forms of announcing the event were used and, as 
a matter of fact, they were identical. First, engraved 
announcements were sent to all of the store’s customers. 
Then, shortly before the opening day, a reproduction of 
the engraved announcement was featured in advertise- 
ments in the two local dailies: the Nassau Daily Review 
and Newsday. Between them, it was felt, these two 
papers covered the market area served by the store. 

Oddly enough, the Hempstead store, now the larger of 

(Please turn to page 898) 
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7 O A YOUNG, alert mind, add 

: an impulsive nature. Season with 
emotion — and you have the young 
lady above! She’s the type that just 
naturally singles out Cosmopolitan 
as her favorite magazine. 


For, Cosmopolitan has ever been 
the magazine of the young-in-heart, 
of those who like their reading fresh, 
different and emotionally moving. 


Cosmopolitan presents names like 
Vina Delmar, Louis Bromfield and 
Katharine Brush—names that make 
news on the cover of any magazine. 


Every issue is packed with great 
writing — and great reading. Great 
reading is a release from routine, 
an escape from reality, a retreat into 
illusion. It brightens the outlook 
and softens the mood. 





FOR SEPTEMBER, 1946 








Bruner-Ritter appreciate the ad- 
vantage of this receptive state of 
mind when they tell Cosmopolitan’s 
readers about their smart and brilli- 
antly-designed Bretton watch bands. 
They’re making their distinguished 
jewelry a conscious part of a pleas- 
ant dream. They’re merging fantasy 
with fact to invite sales. 


For they know it’s a woman’s 
privilege — to let emotion fire her 
yearning to possess beautiful things. 

Emotion is a potent factor. For 


emotion makes wars, emotion makes 
marriages, emotion makes sales! 


mopolitan 


GREAT WRITING MAKES GREAT READING 





Vina Delmar’s writing has made her mood expand 


| Bruner-Ritter’s going to sell another sretton band! 











3-POINT PLAN KEEPS STERLING VOLUME HIGH 
(From page 366) 


away from the “traditional” atmosphere normally asso- 
ciated with all sterling hollowware. 

In the first classification, although it has never been 
possible to maintain an exact open stock on patterns, 
the store buys carefully to assure its customers that the 
purchaser of a serving plate in one pattern, for example, 
will be able to match it up later, as much as 10 years in 
the future. “We try to come as close to open stock as 
possible,’ Mr. Wolfson said, “by buying in set lines, 
urging our manufacturers to cooperate with us and re- 
maining within certain confines.” This ability to follow 
the same pattern lines over a period of years is valuable 
in both gift selling and direct-for-the-home purchasing. 
Such items as tea services, dinner service plates, tureens, 
etc., do not fall within this classification, but where the 
customer is buying one sterling hollowware item at a 
time, with the idea uppermost of eventually owning a 
complete set, she may be sure that Stiffts will be able to 
help her. 


FLATWARE COUNTER AIDS SALES 


The flatware counter containing 20 patterns of ster- 
ling flatware, “sparks” many sterling hollowware sales. 
“‘We have adapted the standard Bride’s book policy of 
registering patterns and pieces for new brides to sterling 
hollowware promotion,” Mr. Wolfson said. “First, we 
advise the bride to pick her sterling flatware pattern, 
and do the same with glassware and china. Once we 
have these essential household items on the list, we don’t 
stop. Instead, we come back at the bride aggressively 
with sterling hollowware, asking her to spend an extra 
half an hour or so in selecting specific pieces which she 
most desires. By taking a little time in this way, and 
listing off piece by piece the hollowware which appeals 
to her, we promise her that we won’t suggest these items 
to her friends who come in for gifts until all the essentials 
have been purchased. Thus, the young bride knows that 
we have her complete desires in mind—and that we'll 
match up the appropriate sterling whenever the oppor- 
tunity presents itself.” 

Invariably, Mr. Wolfson asserts, there is always one 
“rich uncle” who shows up to buy a gift for a bride after 
the essentials mentioned above have been delivered. 
Such a customer can be readily sold sterling service 
dishes, goblets, soup tureens, tea services, etc. and with 
the figures there in black and white to prove that the 
bride desired it, such sales come easily. The store has 
many listings on record in which every piece of sterling 
hollowware ‘selected by a bride was delivered within 24 
4months—as a testimonal as to how effectively this mer- 
chandise was presented to potential gift buyers. 


YOUNG MODERN FEATURED 


The “young modern” selection of sterling keeps a 
consistent stream of interested young customers coming 
into the hollowware department. Included in the ad- 
vanced sterling items offered here are sterling service 
dishes, which may be worked into a table setting with a 
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single pattern of fine china, sterling goblets for the 
same purpose or for home entertainment, and even ster. 
ling tumblers for every-day dinner use. An innovation 
which has attracted a great deal of attention is sterling 
highball, at $17.50, which the store has sold almost as 
rapidly as they are received. Sterling water Pitchers, 
ideal for serving tea, soft drinks, etc., are featured at 
from $80 to $135, and have been an outstanding gift 
item in connection with bridal merchandising. Servyic¢ 
plates are offered from $60 up and tea services from 
$295 up, both suggested for mixing in with a single 
china pattern for “something new in table service,” 
Sterling silver creamers and sugars, compotes, flower 
center pieces, etc., are other ideas presented by this 
section of the hollowware department. Mrs. Jennie 
Hezekiah, veteran manager of the sterling hollowware 
department, never fails to present the above items to the 
young people, pointing out that sterling hollowware jg 
not something to be tenderly tucked away in a closet 
and brought out only “on special occasions.” Instead, 
she maintains, such useful items as sterling tumblers, 
service plates, etc., should be used regularly, and with 
pride. 

The Stifft store utilizes full-scale promotion on ster- 
ling hollowware which is equal to that of any other line 
in the store. In the window bracket, the store utilizes 
from two to three displays the year around—always 
from one to three of the seven large windows in the 
facade devoted to sterling. Simplified displays are fea- 
tured at all times, a single item chosen where possible, 
and shown without price. Manufacturer’s names are 
thoroughly promoted, inasmuch as Stiffts has found the 
majority of sterling hollowware customers ask for an 
item by its brand. 


SILVER ADS FREQUENT 


“Sporadic” newspaper ads are used throughout the 
year. Stifft’s has for many years run four ads per week 
in the Little Rock newspaper, which are rotated regu- 
larly through the various departments. Sterling silver 
copy is inserted from one to three times a week, depen- 
dent upon the season, again with the single-theme em- 
phasis which holds true in window display. Cuts in 
all newspaper advertising are drawn from the actual 
item, with excellent artwork. 

Before the war, this Arkansas jewelry store featured 
an average of two promotions on sterling hollowware 
trays, bowls, etc., a year—price promotions, however, 
involving no markdowns. Plenty of emphasis was 
placed on patterns, the tradition of fine old sterling in 
the South, etc. “However, we have had no such promo- 
tions in the past five years,” Mr. Wolfson said. “We 
have been afraid to emphasize sterling too heavily, be- 
cause of shortages. Now that more stock is available, 
we are still a bit chary of large-scale promotions due to 
the uncertainties of price control.” 

Surprisingly, although the Stifft Jewelry Store prices 
are definitely in the upper brackets, those affecting ster- 
ling hollowware have been uniformly moderate. “This 
is because Stifft believes in larger unit sales, and smaller 
individual markups,” Mr. Wolfson said. “Our policy 
is to let the customer judge as to values, and to concen- 
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to look for a radio to play in her room; 


to market for groceries fo help mother out; 





to get a new lipstick to build up morale. For Teena the high ‘\ S ¥ \ 
school girl has money of her own to spend—money enough for ” 

movies, sodas, records and clothes. And what her allowance and pin- 

money earnings won't buy, her parents can be counted on to supply. For our 


girl Teena won't take no for an answer when she sees what she wants in 


ee 
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trate on individual, high unit sales which involve qual- 
ity rather than quantity.”” Under this unique policy, the 
Arkansas jewelry store recognizes that a smaller markup 
on a large sale is infinitely better than larger markups 
on a series of small sales—a fact which is amazingly 
well known to Little Rock customers. Therefore, where 
many newlywed couples would leave sterling hollowware 
to the far-distant future, the majority of such couples 
are quite willing to list up their hollowware prospects 
for Stiffts. This, coupled with the other advantages 
mentioned above, has produced an outstanding sterling 
hollowware ttrnover for the store. 


OPENING IDEA PROVIDES MAILING LIST 
(From page 372) 


sands of signed cards will be used later by the company 
for mailing lists and promotional work. 

But Mr. Thomas did not stop his advertising after the 
new store was successfully launched. He followed this 
opening with an ad in the Sunday papers, telling of the 
lovely gift department and announcing that Mrs. 
Aneilda Davis, second floor manager, would be willing to 
help customers in their selections, and inviting them to 
“Come and See Our Beautiful New Store.” Also, regu- 
lar advertising of the merchandise is being carried on in 
the newspaper consistently, and, of course, he is con- 
tinuing his other advertising mediums—ear cards, bill- 
boards. etc. 





THEY DIDN'T FORGET A JEWELRY STORE 
(From page 374) 


lation within 10 years. Since then the movement has 
progressed to the point where home financing banks jp. 
dicate over 60 per cent of all loan requests are from this 
side of the town. 

The shopping center will be a full block long (559 
ft.) facing two main streets. Although it will be a dense 
residential district, it is now largely acreage because jt 
has been used as a greenhouse property by the same 
family for 35 years. Thus, no expensive demolition wil] 
be necessary. 

One of the outstanding features of the market areg 
will be the extraordinary amount of parking space pro- 
vided. Ground parking facilities, plus roof areas, will 
provide for 130,000 sq. ft., or accommodations for 
500 cars. 

The realty firm sponsoring the project estimates that 
the “Mar-Hill” market area will do in the vicinity of 
$20,000,000 business annually. 


BIRTHDAY PROMOTION A PUBLICITY NATURAL 
(From page 370) 


municate with him, and received his first answer from 
Mrs. Horth who consented to have the picture taken “if 
her husband could be in it too.” 

Meanwhile, he continued following up his newspaper 








It's the story of golden- 
hued Dirilyte flatware. We 
tell it monthly in HOUSE & 
GARDEN and HOUSE 
BEAUTIFUL ads ~ but styl- 
ists and enthusiastic cus- 
tomers are telling it daily! 
The tremendous demand 
for this brilliant new alloy is not merely a 
result of backlogs — it’s an impressive new 
vogue ... and for mighty good reasons. 





Dirilyte is beautiful, colorful, and makes 
possible new decorative effects. It’s the only 
flatware to harmonize with gold-decorated 
china and crystal. It's practical as well as 
luxurious-looking, for it is steel-hard, scratch- 
resistant, and solid, not plated. 


Due to limited production we cannot open . 
new accounts at this time. But we cordially 
invite you to get in touch with us, so that we 
may keep you informed of developments. Ask 
for a copy of our full-color booklet. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. 
1 West 34th St., New York Dirilyte, Reg. U.S. Pat. Of. 





















Telling Smart Americans 
a are 


New Style Story 
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Handsome Gifts 


ee 
for Every Occasion 


Designed for Every 
Birth Month 


To Retail At $10... 


Here’s an individual gift item that’s always “in season” . . .. 
We vex Cescberi sterling silver pins, each with a sign of the zodiac wreathed by 

+ Lie: Sided"; whentead bo ockece. the flower of the month, . relief modeled, in rhodium finish ie. 

and, where animals appear, there are tiny colored stone-set 

eyes! Priced at $60. per dozen, to retail at $10., plus tax. 














f For every pin, there’s an 
equally smart cuff bracelet 
to match. Priced at $90. doz., 
to retail at $15., plus tax. 


- ‘he : ‘ a x ey . : 
Both Pin and Bracelet suitably boxed’ =| PY 


Order Now for Delivery tsctobe 





ae TP i one square foot of counter space. — 
Reorders can be promptly filled from stock. ~ The plush-covered, easeled oval — 


holds a pin for each month, with a 
suitably printed display card. _ Se * 


(his Co. Jeweler 
36 GARNET ST., PROVIDENCE 3, R. I. 
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leads, and ultimately succeeded in tracing down a num- 
ber of eligible couples. Realization that it was their 
40th wedding anniversary came as a shock to some 
women. Unable to believe what Mr. Finkle was telling 
them over the telephone, one said, “You can’t tell me 
I’ve been married 40 years.” Another remarked, ‘Well, 
don’t tell my friends I’ve been married 40 years be- 
cause they don’t know I’m that old.” One woman 


balked at a story or picture claiming that at her age | 


publicity was a detriment. Most of them, however, were 
delighted. 


ADS SEEK COUPLES 


The Rudolph ad appeared in the Troy paper on June 
7 asking persons who were noting their 40th anniver- 
sary during June to call at the store for a free gift of 
an attractive tray. Gracious sales people extended wel- 
comes to the gift tray recipients, using the opportunity 
to spread the store’s goodwill policy, a program prac- 
ticed at Rudolph’s hourly, daily, weekly and annually. 

By way of friendly greetings, clerks asked persons 
calling for the 40th anniversary gift to what they owed 
their successful married life. Mrs. Anthony Gulli, 
Watervliet, confided that she “always looked after him.” 
Mrs. Bernard Cooney, Troy, said that the constant 
companionship made marriage seem like a continual 
honeymoon. Other reasons given for individual suc- 
cesses in marriage were “enjoying the same things,” 
“taking pride in the children grow up” and “seeing the 
children do the things parents wanted them to do.” 


To further capitalize upon the anniversary event 
everyone who entered the store for any reason, at any 
time throughout the entire month, was cordially greeted 
and given a key chain to which was attached a Rudolph 
40th anniversary medal. One side of the medal bore 
the inscription—‘‘Dependable Jewelers since 1906” spp. 
rounding a bas-relief of a diamond, and the words 
“Rudolph’s 40th Anniversary—Stores in 28 Communi- 
ties,” on the other. 


RESULTED IN SUGGESTIONS 


The month-long anniversary observance lent extra 
emphasis to the weekly meetings of store executives and 
sales personnel, and a number of valuable suggestions 
for still further improving the store and creating even 
better feeling among customers resulted. The necessity 
of fostering a friendly atmosphere at all times was 
brought out time and again by the rank and file of the 
staff as well as officials, indelibly impressing upon every. 
one the realization that the customer must be made to 
feel he was welcome whether he had any intention of 
buying or not. 

Naturally, the anniversary was extensively advertised 
in order to extract the fullest possible value from it, 
Large space advertising featuring Rudolph’s 40 years 
in business was used in the newspapers in all the cities 
where stores are located, and circulars on the event 
were mailed to every account on the firm’s list, whether 
closed or current, in every one of these communities, 
Further distribution of them was made in the stores 








priced. 


and solder types. 


*T. M. Reg. Pat. 2384915 








HELP YOURSELF TO EASIER EARRING SALES 


“yt x 
EAR WIRES 
THE REVOLUTIONARY NEW IDEA IN EAR WIRES 


Eliminating pain, pinch and ear lobe pressure, “Feather 
Touch” ear wires are earring loss insurance because they 
just can’t fall off. “Feather Touch” ear vires@ld greater 


sales appeal to your earring line yet are inexpensively 


“Feather Touch” ear wires are available in rivet, button 







RA-CE TOOL AND METAL STAMPING CO. 
91 Green St., New York 12, N. Y., Dept. K 


Approved Dist.: Elliot, Greene, & Co., Inc., 15 West 37 St., N. Y. 


* 


CLOSED 





Inquiries cordially invited 
Prices on request. 
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themselves, and each salesperson carried a few in his 
pocket as a constant reminder. 


FROSTED GLASS ASSURES PRIVACY 
(From page 376) 


tomer at either of the two front ring cases has full 
privacy. ; 

“This has proved a big boost to closing sales, and 
more, has brought some new customers to us who for- 
merly traded elsewhere.” 

Another feature is the open-view bookkeeping office 
and repair department. Six foot, 12 inch width, right 
angle counters are set at conventional height and a 
square corner post has flesh colored mirrors mounted 
on each side. 

This arrangement allows repairman and part time 
bookkeeper and sales girl to work in this department 
and from any angle have full view of the sales floor 
and entrance door. 

The two display windows have three plate glass sec- 
tions each, the middle section set at a 30 degree angle 
with the building front, and the section next to the 
entrance forming a horizontal “V” with the window 
back, which is birds-eye maple. The glass is set with 
silver plated metal strips and has a base of Pittsburgh 
black glass tile. Windows are 614 feet deep at the 
widest point, extends 7 feet from the partition wall to 
the entrance door, and are lighted with 9-150 candle 
power bulbs hidden in the ceiling. 


The five glass frame-top floor display cases in the 
salesroom are 6 feet long, 24 inches wide, and 40 inches 
high. Around the top and bottom of the birds-eye base 
are double one inch strips of ebony inlay trim. This 
same ebony trim effect, in single ribbons, is used around 
the top of the wall display cabinets. 

Mr. Sievert personally worked out the plans for the 
windows, the partition which gives “privacy-plus,” and 
designed the salesroom fixtures. 


IDEAS FROM THE ATOMIC AGE 
(From page 386) 


the two operated by the Gutowitz brothers, was origi- 
nally a branch of one in Amityville, L. I. This latter 
store was started in 1890 by Morris Gutowitz, the father 
of the present operators. Then, in 1923, the Hempstead 
store was opened and in time became the more important 
of the two. The present operators are the third genera- 
tion of the family in the jewelry business, having been 
preceded by their father and grandfather, who ran a 
retail jewelry store in Warsaw, Poland, many years ago. 

An unusual feature of the Gutowitz merchandising 
practice is the fact that the firm carries over 40 separate 
sterling flatware patterns—in a town of 20,000. For 
years they have emphasized sterling and, although cur- 
rent shortages make it inevitable that many of the 40 
patterns shown are not always in stock, the store does 
have a splendid reputation for both variety and quick 
filling of orders. 





mM WORKS 
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magnificent 
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patterns... 


all neavy .. all superbly wrought 
trated Folders on Request 


FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 
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New “KOLDMASTER” Ice-Kooler 


In "Ever Beautiful" Lehman Life-Time 





Hammered 
Aluminum 


Ware 


Designed by “Lehman", it 
combines Beauty and Efficiency, 
Capacity two (2) qts. Its extra 
fibre-glass insulation (including 
the cover) guarantees extra 
life for lIce-Cubes, and its 
Beautifully finished hammered 
aluminum body with Gem-Like 
Lucite Knob will assure extra 
sales. 


UNBREAKABLE * SWEATPROOF * RUSTPROOF 


Popularly priced (P. S. It works for Hot things too... Useful all year round), 
Immediate Delivery — Individually Packed — 12 to master carton. 


LEHMAN BROS. SILVERWARE CORP. 


Manufacturers of Hammered Aluminum 
and silver plated Hollowware 





Executive Offices and Factory 


i97 GRAND STREET ° NEW YORK, N. Y. 
Showroom: 
1472 BROADWAY * NEW YORK, N. Y. 


Displaying at Boston Gift Show, Parker House 
Room 330, Sept. 9h to 13th 























_ = : for Jewelers / 


Progressive jewelry stores are 
correlating their displays of 
silverware, china, and glass 
with linens in complementary 
designs—arranged in table 
settings that attract the eye 
—bringing unit sales up to 
new high levels. 


COMPLETE YOUR SALES 
OFFER HER LINENS, TOO! 


We have a wide selection of 
designs and models for all 
occasions. These are: 
*Hand or machine made of 
linen in. combination with 
organdy or Swiss embroid- 
eries, 

*Hand-loomed linens. 
*Hand-loomed Nylon with 
cellophane threads of gold 
or silver—in doily sets, only. 


VISIT US AND BE CONVINCED 


CLARICE H. UNGER 


New York 10, N. Y. 


225 Fifth Ave. 











NATIONAL SILVER DEPOSIT 
WARE Co., INC. 


Executive Offices and Showrooms. 


44 WEST 18th ST., NEW YORK 11, N. ¥. 


Manufacturers of 


Sterling Silver Deposit Ware with non- 
Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Deco- 
rated, Hand Cut, and Hand Carved Glass- 
ware and Drinking Accessories... 


Also Unusual Giftware of 


Chromium and Glass 

Lucite and Glass 

Brass and Copper Combinations 
Superior Silver Plated Ware 


Branch Showrooms: 


Chicago: 1553 Merchandise Mart 
Boston: Parker House, 44 School St. 
Los Angeles: 729 South Union Ave: 
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Announcing 


A NEW QUALITY PRODUCT BY 


HASTINGS 
ALL NYLON 


Bracelet Watch Cord 
With "Tell-Tale" INNERCORD* 


NYLON OUTSIDE—For Longer Wear 
NYLON INSIDE—For Super Strength 
LUXURIOUSLY BEAUTIFUL BRACELET CORDS IN 
ONYX BLACK and ROSE BROWN 
Sizes .070 —. .075 — .080 
$2.50 Per Spool Of 25 Yards 


ORDER FROM YOUR JOBBER 


HAMMEL, RIGLANDER & CO., INC. 


395 FOURTH AVENUE NEW YORK 16, N. Y. 


Exclusive Distributors to the Jobbers. 


The white inner cord is exposed as outer cord wears thru— 
Tells customer that new cord is needed. 


*Pat. Pend. 
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JAQ-AR Company 


366 FIFTH AVENUE 
NEW YORK CITY < 
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“or _ pote af ee Te ee 
ae = ‘ 
OLD SHEFFIELD VICTORIAN, || = 
AND OTHER GOOD QUALITY S 
(= —4 
ELECTRO PLATE - 
Antique Victorian and Edwardian silver, &c. Ss 
Current list mailed on request. Large stock o= 
available. Siate your requirements. = 
= 
H. MILLER LTD. (Dept. J.C.) | = 
Wholesalers, Jewellers and Silversmiths, Dealers in e 
second-hand plate, etc. . 
29 South Street, Worthing, Sussex, England => 
Cables: Landjewel, Worthing = 
= 
—~—| = 
_ 
= 
i) 
=> 
= 
With Each Gross 4 1 
_ Ole asic mislarecr alia? melee x 5a f f $ Hl | ( 
fie Mf JEWELRY 
iF 
CLEANS IN 2 QUICK OPERATIONS /s Uo 
No. 18503C—Per Dozen $2.75 
Per Gross $33.00, plus One Doz. FREE 
J C.& E. MARSHALL CO., Box 7737, Chicago 80 MILWAUKEE 2, WIS. 
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SALESMANS 
SAMPLE CASES 


“Pergect-made™ JEWELRY SAMPLE CASES 
os d=meosl mM eclolol-My pldeW a lolsselom Xolel-r-mlebceletepelolvi amen hatele, 
them a smart, streamlined appearance and extra 
strength. Fibre cases to suit your special re- 
quirements can be designed and produced in any 


quantity — quick 


No. 70 FIBRE PRODUCTS MEG. CO. 


30 WEST 13th ST., NEW YORK 11. GR5-2166 


Write for illustrated circular J3 


DROP-FRONT CASE NO. 705 


Steel frame and corners. Drop-front, con- 
tinuous hinge. Holds standard jewelry PRICES F.0.B. NEW YORK 


trays. Includes lock, handle and strap. lus = ap 
In Vulkan Fibre 10” height. .$4.50 Terms:1% l0days; 


In Vulcanized Fibre...10" height.. 6.50 net, 30. Subject to 
In Vulcanized Fibre. ..15" height.. 7.50 approved credit. 
In Vulcanized Fibre...20” height 10.00 





TELESCOPE CASE No. 77 


Drop-front, continuous hinge, steel cor- 
ners. Holds standard jewelry trays. 


In Vulkan Fibre 15” height. .$4.50 
In Vulcanized Fibre. ..15" height.. 6.50 
In Vulcanized Fibre. ..18" height.. 7.50 


THE NEW NIASH CLIP 
fer Earrings 


PART 


Practical 


& aby lo Assemtle 


DIU EDT 
PUUKET ? Here is an inexpensive handy clip with 
SECRETARY _ el d eY-TelUibiUl mmol -ti[elaMEa-cel li slile MEA om To) (ol-lalile) 


operations or bending. After base is at- 


il Henuine Domestic Alligator tached to the earring, just snap on the clip 


and the earring is ready for wear. 


from our full assortment of billfolds, secretaries, key 


cases and cigarette cases in this rieh-textured skin. Ye) fe! Ta) all colors, ne) 4 folate 14 K. 


{lso ( co rte ( [ ¢ of P 
1 my t tr P H O E N I xX NIASH fi ; fi 116 Nassau St., a oT 
Pigskin and. Morocco. wa eee is, Ny Y:-3 e LLL Mh 0. New York 7,N. Y. CSTASE 


sf 
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THE JEWELERS BUYERS DIRECTORY 


The only complete, accurate, up-to-date buyers guide 
of jewelry and allied merchandise . . . listing Manufac- 
turers, Wholesalers, and Importers . . . giving exact 
addresses. 


LAST EDITION PUBLISHED IN 1941 


The last edition was published in 1941 but until the 
trade returned to normal after the War years, the 
Directory could not serve its true purpose as a depend- 
able buying guide for all lines of jewelry merchandise. 


GREATER PRODUCT CLASSIFICATION 


With new lines appearing in your store, the 1946 edition 
of THE JEWELERS BUYERS DIRECTORY has a more de- 
tailed break-down of products. Almost every item you 
handle can be quickly found in the index for a com- 
plete listing of the concerns selling the item you want. 


VALUABLE TIME SAVER 


No more searching through files for old bills or circulars 
to find names and addresses of suppliers. Simply look 
in THE JEWELERS BUYERS DIRECTORY for the item you 
want ...or the company... and you will find correct 
name, new address, amd list of merchandise sold. 
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NEW FEATURE 


In response to a tremendous demand from jewelers all 
over the nation, a separate alphabetical listing has been 
included of all the suppliers in the Directory with their 
addresses. 


LIMITED SUPPLY 


Paper shortages force us to curtail the number of direc- 
tories printed. Get your order in now for later delivery 

. probably during September. Fill in the order blank 
now pillar send it to us with your remittance. 

















avant to. the Jewelers’ Circular-Keystone 
100 East 42nd Street, 
New York 17, N. Y. 
5) Name 
Address 
A COPY 
City 
Zone State 





Please pay by check or mon 
We cannot be responsible for cash sent ft threcgh the mall 
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1. A lifetime guarantee goes with this General lighter, mod- 
ern in design and light in weight. Retails, $3. From 
Herbert H. Horn, Inc., 2401 South Hill St., Los Angeles. 


2. A Vee Dee product in Dura Aluminum, this jiggerette 
holds one jigger; may also be used as cigarette holder; 
set of 4 in gift box retails at $3. Distributed by T. V. Allen 
Company, 1025 West Seventh Street, Los Angeles, Calif. 


3. These reproductions of Chinese boxes in cast stone are 
made to simulate cinnabar. From 4" to 7" long, retail 
from $3.50 to $5. From Fan Co., 225 5th Avenue, N. Y. 


4. Equipped with Czechoslovakian prisms, this candlestick 
is in the "New Era’ design; 7" tall, retails for $30 a pair. 
It is made by A. H. Heisey and Co., Newark, Ohio. 


5. Again available, these turkey hen glass candy boxes, 
made clear, frosted, or in frosted pastel colors. From M. B. 
Daniels and Company, 3! West 27th Street, New York. 


6. "Sunnybrooke” is the name of this all-over floral design 
in soft, natural colors, finished with gold line. It is available 
from Castleton China, Inc., 212 Fifth Avenue, New York. 
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n announcement... 
The United States Glass Com- 


pany is very desirous that all its customers realize that Tiffin ware is a fine American prod- 


uct and not a foreign-made glass. It is eager to stimulate an appreciation of the work of 





American craftsmen whose skill and talents are so superbly represented in the products 


that carry the seal of Tiffin. * In rcecgnition of their achievement this popular design 
treatment will be known as “TIFFIN OPTIC.” e It will continue to be manufactured 


without change of line, make-up, desién, craftsmanship or quality. 


UNITED STATES GLASS COMPANY TIFFIN, OHIO 
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1. A Victorian reproduction, this Bethwood Royal China 
desk set is done in ivory floral, rose, blue or beige. From 
showrooms of Beth Weissman, 49 West 23rd St., N. Y. 










2. “Casual China’ is the name of this new dinnerware 
designed by Russel Wright and made in vitreous china 
body by Iroquois China Co. It is distributed by the 
Garrison Products, Inc., 15 East 26th St., New York. 





3. Hand-sculptured in bent glass, this 16" x 8" tray is 
decorated with clematis against either a clear or sil- 
ver mist background; retail about $4.50. From the Dun- 
can & Miller Glass Co., 200 Fifth Avenue, New York 10. 






4. This Corduro Secretary is all-cordovan in Bombay ma- 
hogany, has pockets for papers, cards, stamps, and cur- 
rency; Nylon stitched. Retail, $6. From Service Manu- 
facturing Co., Inc., 120 East [8th Street, New York 5. 









5. Beautifully simple in style is this Swedish sterling silver 
bowl; 13" in diameter; retail $650. From the Gabis line, 
which is sold by Mottahedeh, 225 Fifth Avenue, New York. 






6. Gold-plated on brass, this "Monarch" cigaretie case ° 
with space for engraving retails at approximately $5. 
From Minerva Products Co., 1133 Broadway, New York, N. Y. 
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FOSTORIA PRESENTS 





a motion 





picture to win YOUR 








NEXT-GENERATION customers 


During the last two years we have been offering (gratis) a Teacher’s Manual, Student 
Folders and Wall Charts to Home Economics classes. This educational material is 
devoted to the manufacture, selection, care and use of fine glassware. 

The success of this project has been inspiring. 35,000 Home Economics teachers 
have requested over a million pieces of this literature: Such success deserves a follow- 
up. So Fostoria has produced an all-color, sound, educational film for teen-age students 
who, in the near future, will be your customers. The booking requests for this motion 
picture already exceed 500, and plans for distribution are now under way. 

We thought you would like to know about this. “Crystal Clear” is another Fostoria 
First. It expresses our constant endeavor to keep the name Fostoria out in front. So 


today, as well as tomorrow, your sales will increase . . . and your profits grow. 


FOSTORIA GLASS COMPANY e MOUNDSVILLE, W. VA. = a i en 
TON (6) er 
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bur Gofwere 


1. Perfumette—leak-proof, purse-size atomizer of aluminum 
with anodyzed colors; holds dram and a half. Retail $5. 
From George H. Fisher & Co., 175 Fifth Ave., New York City. 


2. Traditional in style are these aluminum salt and pepper 
shakers; 3'/4" in height. Sold in individual boxes, they are 
priced wholesale at $13.20 a dozen. Distributed through 
Rubel & Company, 225 Fifth Avenue, New York 10, N. Y. 


3. An American design, this 3" silver cigarette scuttle re- 
tails at $5; ash trays, $1.20 each. In copper, $6 for a 
3-piece set. From Lipper & Mann, 225 Fifth Avenue, N. Y. 


4. This attractive box packages a jar full of sachet petals 
in 5 flower odors; may retail for $1. From the Munising 
Paper Company, 135 South La Salle Street, Chicago 3, Ill. 


5. Created by New England China, Ltd., this translucent 
ware is glazed in ivory or pastel colors. Both coffee and 
demitasse cups retail at $36 a dozen; salad plates, $30. 
From S. White & Co., Inc., 225 Fifth Ave., New York City. 


6. Bar accessories in Three Crowns silverplate are new ad- 
ditions to Royal Hickman Collection—julep cup, martini 
mixer, cigarette urn, tray, cocktail cup, stirrer, corkscrew. 


From Sun Glo Studios, 225 Fifth Avenue, New York City. 
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EXCLUSIVE SELLING AGENTS 


Home Office and Showrooms: 225 Fifth Avenue, NEW YORK 10, N. Y. 
Chicago Showrooms: 1216 Merchandise Mart, CHICAGO 54, ILL. 
Western Showrooms: 527 West 7th Street, LOS ANGELES 14, CAL. 
Toronto Showrooms: The Hopkin-Morgan Co., 7 Wellington Street West 
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1. This California ceramic candy or jewel box, 7!/2" long 
is made in ivory, pink, blue, and celadon, with rose in con- 
trasting color; it retails for about $8. From Ebeling & 
Reuss Company, 707 Chestnut Street, Philadelphia, Pa. 















2. Palmquist designed this engraved Orrefors vase from 
Sweden. Sold by (East) Fisher, Bruce & Co., 219 Market 
St., Philadelphia; (West) Axel Zacho, Los Angeles, Cal. 


3. A metal frame which snaps the case open when pressed 
at the sides features this new Hollywood cigarette case 
in various leathers; retailing from about $3.50. From Co- 
lumbia Walescraft, Ltd., 22 West 32nd Street, New York. 





4. Evaporation-proof and leak-proof, this Karisent perfume 
dispenser in gold-plate and catalin plastic sells for $3. 
j It is from Karisent of Hollywood, Los Angeles, California. 


5. Colonial in style is this Paul Revere bowl in solid 
copper, 8" in diameter and designed to retail for $12. 
Manufactured by M. W. Carr & Co., West Somerville, Mass. 





6. Used on Spode's famous old "Chelsea Wicker" shape, 
this colorful "Rose Briar pattern is painted by hand. From 
Copeland & Thompson, Inc., 206 Fifth Ave., New York City. 
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Since 1925 


we have manufactured countless creations, just a few of which are 
shown above 


AND NOW 


we proudly offer the SHADOW BOX FRAME and TRAY (shown 
center) with mirrored border, of hand-cut cased glass. 


All our frames are corduroy easel-backed, guaranteed not to warp 


Mero Tovelty £. O. 


Pioneers, Originators and MANUFACTURERS since 1925 
225 FIFTH AVENUE Room 933 NEW YORK 10, N. Y. 
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Table Linens Creating New Source 





Of Profits For Jewelry Stores 





Robert C. Green's Sons, Pottsville, 
Pa., a pioneer among jewelry stores 
selling linens, displays table set. 
ting featuring linens from Clarice 
H. Unger; sterling silver from Interna- 
tional; Wedgwood bone china, and 
glassware from Seneca Glass Co. 


Merehants equipped to sell linens as well as silver, china, 


and glass, find customers eager to take advantage of the 
opportunity for simplifying their selection of tableware. 


O you sell silverware in your store? 
Almost certainly. 

Do you sell dinnerware and stemware? 

It is more than likely. 

Do you sell decorative accessories for the table—can- 
dlesticks, compotes, bowls, and the like? 

Probably. 

Do you sell the linens that complete the table setting? 

Probably NOT! 

But—why not? 
your customer to buy her china and glass right where 
she buys her silver. Isn’t it logical to think that she 
would find it even more convenient to buy her linens 
there, too? 

An increasing number of jewelry stores have tried it, 
and they like it. They like it for various reasons, all of 
them having to do with profits, either immediate or 
eventual. For they have found that by merchandising 
all of the accoutrements of the well-dressed table they 
increase the sales of each—and earn an extra dividend 
of good-will from their customers. 


408 


You have made it convenient for. 





The jeweler in towns all over America is, after all, 
something more than just another dealer in merchandise. 
He is associated in his customers’ minds with some of 
their most precious and most beloved possessions. He 
is the source of the finest gifts they either give or 
receive. And his store is, or should be, the one where 
they can find not only beautiful tableware but the best 
and smartest ideas for table settings. 

This is not a new idea, of course. Jewelers found out 
long ago that the most compelling way they could dis- 
play their patterns of silver, china, and stemware was 
in formal arrangement on a dining table. Here they 
could bring together the designs and colors that comple- 
mented each other most happily, and that, also most 
happily, often resulted in selling each other. For the 
average customer is not always sure of her own ability 
to select the right china to go with her silverware pat- 
tern, or the right glass to go with either, and she is glad 
to follow the silent suggestions which the store’s table 
settings offer her. 

(Please turn to page 417) 
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a wallet you'll be proud to sell 











America’s foremost wallet house 
introduces the Wales CADILLAC—a 
stitchless wallet with secret pocket. 


This handsome wallet (No. 5916) 
retails for $9.00 plus tax —and is 
featured in imported Pigskin, 
Morocco, and Chameleon goat. 


We are honored to name this wallet 
after Antoine de La Motle Cadillac 
—founder of Detroit and governor 
of Louisiana. o : 


WRITE FOR FULL DETAILS & PRICES. 
$400 


Retail 
plus tax as 
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#5916 THE WALES CADILLAC 


Columbia Walescraft Ltd. 


22 WEST 32nd STREET © Near Fifth Avenue « NEW YORK, N.Y. 
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By MADELINE LOVE 


HE subject of prices is occupying a good bit of the 

trade spotlight right now, and it presents a picture 
that is, to say the least, confused. By the time this is read, 
some order may have been evolved, but it will certainly 
take longer than that for the entire situation to be 
clarified. The off-again-on-again status of the OPA is 
responsible for some of the muddle; certain of the OPA 
tactics are the reason for more of it; while the decontrol 
of some lines of merchandise and continuation of ceil- 
ings on allied lines have done little to ‘““de-complicate” 
matters. 

As jewelers have already found, and will probably 
continue to find, prices are moving upward—in some 
instances they have leaped upward! In American china, 
for instance, this summer’s price advance was an im- 
pressive one and many a merchant has been none too 
happy about it. It was a necessary one, however, pro- 
duction costs having risen to such high levels, and most 
jewelers understood the situation well enough to ac- 
cept the advance gracefully. With English bone china, 
exemption from price control (effective on all china, 
domestic and imported) followed an advance in factory 
prices by only a few weeks, and a revision of importers’ 


prices has resulted. At the time this was Written 
English earthenware was still under price control, al. 
though removed from dollars-and-cents ceilings ang 
placed under the General Import Pricing Formula, 

The Chicago Gift Show offered additional evidence of 
the change of pace that is taking place in the market. 
Attendance was not so high as had been hoped for— 
although it might have been expected, since the same 
thing happened at the other summer shows—and the 
only exhibitors who reported good business were those 
with sound quality, staple merchandise. Few jewelers 
who attended were interested in gadgety items, and 
concentrated their attention on the lines of dinnerware, 
stemware, and good accessories which are the mainstay 
of their gift business. f 

Speaking of shows, there will be no glass and pottery 
exhibit at Pittsburgh next January. The huge backlog 
of orders in manufacturers’ files and the obvious absurd- 
ity of offering new wares under such circumstances lie 
behind the decision to postpone the show for still an- 


other year. 
am * * 


EPORTS FROM ABROAD: Sidney E. Thomp- 
son, president of Copeland & Thompson, Inc., re- 
cently returned from his first visit since 1939 to the 
Spode plant in England, reports that, in spite of a short- 
age of labor in some departments, production is increas- 
ing, with about 80% of it being used for goods for the 
American market. 
E. Monroe Fisher, head of Fisher, Bruce & Co., who 
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CROWNFORD CHINA CO., INC. 


ANNOUNCES THE FORMATION OF 


VAL ST. LAMBERT GLASS CO., INC. 


EXCLUSIVE REPRESENTATIVES 
AND DISTRIBUTORS IN 
THE U.S.A. FOR 


Val St. Lambert 


BELGIUM 





MAKERS OF 


wy Whrl ; eel | SNES | 


SAMPLES WILL BE ON DISPLAY 
ABOUT THE END OF OCTOBER 


CROWNFORD CHINA CO., INC. 
1150 BROADWAY e NEW YORK 10, NEW YORK 
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returned in mid-July from a trip through Europe, vis- 
ited the Oreefors glass works in Sweden and the John- 
son Bros. and Aynsley potteries in England. In Czecho- 
slovakia he re-established representation for Bohemia 
china and also obtained exclusive representation for 
Altrohlauer china while in Hungary the company was 
re-appointed agents for Herend china. As a result of 
a trip to Italy, the company will also have exclusive rep- 
resentation here for the china dinnerware made by the 
famous old Richard-Gimori factory, with delivery on 
five stock dinnerware patterns expected late this fall. 

Walter Abels, of Abels, Wasserberg & Co., Inc., who 
also was in Europe recently, reports that Italy is mak- 
ing good strides toward recovery and that production is 
gaining in France, too. While in France, Mr. Abels 
arranged to import a line of undecorated Limoges china 
coffee sets, tea sets, and service plates. The china will 
be decorated here, keeping the price lower than it would 
otherwise be, and it is expected that the first ib comnpies will 
go on sale in the late fall. 

A new company, the United Nations China and Glass 
Co., has been formed to handle the importation of din- 
nerware from the I. S. Maier factory in Czechoslovakia. 
The china will be displayed in the showrooms of A. H. 
Dorman, one of the partners in the firm. 

Other Czechoslovakian china lines will be handled 
here by their former representatives, including Coronado 
China by Herman C. Kupper, Inc.; Thun by George 
Wesp Importing; Pfeiffer & Lowenstein by Paul A. 
Straub and Co., Inc.; Epiag by Geo. Borgfeldt Corp.; 
and Bohemia and Altrohlauer by Fisher, Bruce & Co. 





Meyer Fireman, of Tebor, Inc., is in Belgium visiting 
the Cristalleries du Val-Saint Lambert concluding ar- 
rangements for the representation of the line here by 
the newly-formed company called the Val St. Lambert 
Glass Co. 


* * * 
OBERT W. EBELING, vice-president of the 
Ebeling & Reuss Co., has given up his managership 
of the firm’s New York showrooms to return to the 
main offices in Philadelphia. There he will take over 
the general operations of the office, leaving his brother, 
Henry O. Ebeling, president of the firm, free to make 
his many buying trips in this country and abroad. Miss 
Edna P. Crozier, who has been connected with the New 
York offices for 14 years, has been made manager, 
Added to her sales staff is Mrs. T. Wallis Palmer. 
~ * * 
667E.HINGS YOU SHOULD KNOW ABOUT 
CHINA,” is the name of an informative—and 
decorative—little booklet recently put out by Castleton 
China, Inc., for its customers to send to their customers. 
It tells the story of china, both historically and from a 
manufacturing standpoint, and is illustrated with a 
number of interesting drawings of manufacturing pro- 
cedure. A pocket inside the back cover holds folders 
describing and illustrating the patterns carried by the 
store. 
* * * 
EWSETTES: To provide a sugar-coated education 
in glass-making and glass-using for the next group 
of customers, the Fostoria Glass Co. has produced a 















DE LUXE MODERNISTIC 
RICH PLASTIC WRIST WATCH BOX 


No. 5000 Convertible display-container for man’s or 
woman’s watch. Cleverly designed, smoothly con- 
— ee velour pad. Wine, Ivory, Blue. Size: 
| ae eS DOZ. NET $15.00 









OVAL SHAPED WATCH BOX 


No. 11962 Fits ladies’ or men’s expan- 
sion band watches. Wine or blue velvet on 
steel with satin lining, velvet support on 
yellow corded pad. With white outside 
COMME... ........5.060:04205. .....DOZ. NET $8.95 


WRITE TODAY FOR CATALOG 





DOZ. NET $10.50 
MASSIVE WOOD BASE 


No. 5500 Plush top, support and 
pad in Blue, Burgundy. Satin 
lining. Sturdy construction of steel 
top, wood base and plastic. Size: 
5” x 3%” x 1%”. 


WE ALSO CARRY A COMPLETE LINE OF RING BOXES 










; 72% omfeuty 
5 N. Wabash Ave <4 725 South Spring Street 


CHICAGO 2, ILL. LOS ANGELES 14, CALIF. 
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10 REASONS 
why it will pay you 
to feature ... 


OXFORD 


Gnldee 


The Up-Draft Lighter 


IT LIGHTS ALWAYS! The Lord Oxford Automatic 
reflects the most advanced ideas in modern design and 
craftsmanship. Based on an entirely new principle, it 
is the only lighter that works with an “up-draft’’... 
like a lamp with a chimney. Unlike ordinary lighters, 
the draft of Lord Oxford starts below the flame. 


FINGER-TOUCH ACTION! No pressure or effort is 
required to light the Lord Oxford Automatic. A mere 
touch...and the top opens automatically, providing an 
instant flame! 


BUILT-IN WINDBREAKER! Lord Oxford Automatic 
has its own built-in windbreaker. The wick burns within 
a sheltered recess, scientifically ventilated in front and 
back to provide a lusty light, even in a breeze. The 
stronger the breeze, the greater the flame! 


STREAMLINED!... Styled like a piece of fine jewelry! 
Contrast the sleek, streamlined contour of Lord Oxford 
Automatic with the cumbersome shapes of other auto- 
matic lighters. No clumsy ‘‘super-structure’’ to mar its 
beauty. No protruding gadgets or parts to catch on to 
other articles in the pocket or handbag. Fashioned of 
gleaming non-tarnishable metal, Lord Oxford's parts 
are precision-fitted to thousandths of an inch. It has a 
large fuel capacity. 


FREE FROM “TEMPERAMENT”! The construction of 
Lord Oxford Automatic is simplicity, itself. It’s com- 
pletely fool-proof and trouble-free. No complicated 
mechanism. Nothing to get out of order. Even the flint 
adjusts itself automatically! Extra flints are available 
in a separate compartment in the filler cap for those 
infrequent occasions when a change of flint is necessary. 
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FEATURED BY THE FINEST STORES! Lord Oxford is 
the prized possession of hundreds of thousands of men 
and women of good taste and is sold by fine shops 
the country over. 


NATIONALLY ADVERTISED! Month in and month 
out, striking advertisements for Lord Oxford are catch- 
ing the eyes of millions of readers of The Saturday 
Evening Post, Vogue, Harper’s Bazaar, Esquire, The 
New Yorker, The New York Times and other leading 
newspapers. 


FREE SALES HELPS! Attractive Lord Oxford displays 
s' itable for counter or window are available, without 
charge, on request. Mats for newspaper use will also 


be furnished. 
ATTRACTIVELY CASED! Each Lord Oxford Automatic 


is encased in a stunning black suede-fabric bag which 
sets it off like a piece of fine jewelry and keeps its 
gleaming surface free from scratches. 


FULLY GUARANTEED! Every Lord Oxford Automatic 
is thoroughly inspected before leaving the factory and 
is fully guaranteed against any defective material or 
workmanship. 





$36 «4 DOZEN 


RETAIL PRICE $5 NO FEDERAL TAX 


(Price fixed, pursuant to Fair Trade laws) 





Packed individually in 
display cartons holding 
| dozen lighters. 


OXFORD-PYKE, INC., 551 FIFTH AVENUE, N. Y. 17 
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Presenting new ideas i WO 
ROYAL CHINA 


On Display at 
R. & B. GELBARD 
1298 Mdse. Mart, Chicago, Ill. 


KATHERINE ZIPPER 
712 So. Olive St., Los Angeles, Calif. 


HAROLD J. ABRAHAMS 


Rm. 11, 12, Mdse. Mart, 
Dallas, Texas 





49 West 23rd St.. New York 








THE HIGHEST STANDARDS 


are set in the manufacture of Elkington Silverplate . 
and today, as in the past, these standards are rigidly main. 
tained . . . resulting in the demand for silverplate bearing 
the name of Elkington. 


No. 38815—11” Covered Vegetable Dish, gracefully de 
signed in heavy silverplate with silver-soldered mountings, 
impervious to heat, which permits the dish to be put 
directly into the oven. From the complete line offered by 
our sole agents and wholesale distributors in the United 


States: 


MOTTAHEDEH & SONS 
225 Fifth Avenue New York 10, N. Y. 


Elhington ES © Ltd 


BIRMINGHAM, ENGLAND 





























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 
CoreLann 
iopf) ‘Fine English Earthenware ° 
RS] 
ENGLAND 


ComriAncs Cuma English Bone China 


= Lowestoft Stone China 
Stone -Chins 


Made by 
W.T. COPELAND & SONS, LTD. 
Engiand 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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Smart Packaging Aids 


. . « for Added Gift Appeal 





GIFTWARE BOXES 


Storage space limited? 


JEWELRY BOXES 


These attractive boxes 





packed with jewelers’ These giftware boxes 
cotton. Available only fold — and set up ina 
in a limited number of jiffy! A wide variety 
sizes. Buy of sizes. Im- 
them while mediate de 
you can! livery. 
RIBBON WRAPPING PAPER 


Customers will appreci- 


For store gift-wrapping 
ate having gifts wrapped 


service—beautiful satin- : : 
ila ate ‘ in colorful Ty-Rite 
nish ribbon that wont wrapping paper! A va 

unravel! Handy 100-yard riety of patterns — 


spools, many colors. crisp and elegant! 


=== Mail Coupon for Catalog TODAY! ===" 


; Gift Box Co. of America K49 | 
655 Broadway, New York 12, N. Y. 


Please send descriptive catalog. 


g  Name..........seseeeeceeseeeenes Street.........ceeeeeneet =. 
pe ee 
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SMART 
YET 
THRIFTY 


Sugar and 
Creamer Set 


25 so 


Silver plate on heavy 
gauge copper. Beau- 
tifully polished inside 
and out. Individually 
boxed. Minimum | doz. 
F.O.B. Conn. October 
delivery. 


air beat ies 225 5th Avenue 
showrooms DECORATIVE ACCESSORIES INC. New York 10, N. Y. 


tnertius 


VLE 

Dee oreliul 

raf Spine and 7 . 2 - 
Glass | 

Mees sortes 

and Sordirble 


Lam DA 


a ON EEN ION 
ee og ee 


Abels. Wasserberq 6 Inc : 


23 EAST 26TH STREET 


b 
D 0 D G E a | N C oR eee apa NEW YORK 10. N. Y. 
z s NEWARK - + MIAMI 
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+4390 Y 

Figurines, 

Pert Little 
Colonial Maids. 


In soft pastel shaded 
dresses, rest in natural 
colors. 


Big Sellers. 





$13.20 per doz. pairs. 
In three doz. lots. 


$12.00 per doz. pairs. 


We make a large assortment of fig- 
urines up to $60 per doz. pieces. 
Fully illustrated price list #272 Y 
mailed on request. 


Porcelain Vase +4358 Y, 
in Dresden style. 


Handpainted in two designs, rose and 
tulip. 7 inches high, $33.00 per doz. 1/3 


doz. in carton. 





We carry a tremendous assortment of GIFT GOODS, 
in price from $1.80 to $120.00 per doz. complete set 
Y of illustrated price lists mailed on request. 


333 & 335 Y 
South Market St. 
Chicago 6, Ill. 


IMPORTING 
AGENCY, Inc 


LEO KAUL 
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with a Kingsley Mé 


: You can Stamp = 
_ Names or Monograms. 





on 


FOUNTAIN PENS 
LEATHER GOODS 
PLASTIC GIFTS 
WRITING PAPERS 
XMAS CARDS, ETC. 


4 2 

















For Over 40 Years 


ENGRAVERS 


TO THE TRADE 


7 y RE {0 years ago, our watchwors 
l : { if 


is fine hand engraving, pri 
a skill that combine 
and precision. 


\ 


Out-of-town business handled 
with speed and utmost reliability 


_—_—-—_ 


CHAS. SILBERMAN & CO. 
Fine Engraving In All Its Forms 
133 Canal Street ¢ New York 2,N. Y. 
Established 1905 W Alker 5-8944 











LAPPING FACETS? | 
ANY SHOP 
PROBLEMS? 


New modern designs for Rings, Bracelets, Watches. Any de- 
sign, division, angle. This new lapping machine adaptable for 
superfinishing any part. Made by specialists in jewelry prob- 
lems—Lapping, Ring Stretching, Collets, Punches, Dies, Jigs, 
Fixtures. Machines made to order. 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 








KINGSLEY Gold 


WRITE FOR DETAILS 


Stamping Machine Co. 


HOLLYWOOD 
28, CALIF 
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A few select terré- 
tories open for dis- 
tributors. 


| DISTINCTIVE \ 
Lig” 


STERLING 
SILVER 


| Engraving Oxidized 

for Visibility. 

IMMEDIATE 
DELIVERY 


4 








SCOTCH - RYE - BOURBON ‘BRANDY -GIN - PORT ‘SHERRY -RUM 


J. SLOVES 
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149 CANAL ST. 
NEW YORK 2, N.Y. 




















new all-color sound movie called “Crystal Clear,” and 
it is now ready for distribution to the schools. The 
Goldscheider-Everlast Corp. has introduced a new line 
of lamps with Goldscheider ceramic bases; incidentally, 
Everlast, the parent concern, will on October 1 open new 
showrooms in Chicago—Room 1216, Merchandise Mart. 
A. N. Khouri & Bro., New York importers of china, 
Jass and silver, has moved into its new building at 236 
Fast 46th Street. Vogue Ceramic Industries, New 
York, has bought the plant of the Jackson Vitrified 
China; the ware will be merchandised through the 
Vogue Mercantile Co. D. Stanley Corcoran, Jr., head 
of D. Stanley Corcoran, Inc., is back from a trip to 
Europe; Miss Betty McAuley, vice-president of the 
firm, who joined him at the Kosta factory in Sweden, will 
return home this month. Vincent S. Lippe, Jr., formerly 
gifts editor of this magazine and now with Sun Glo 
Studios, is being married on September 14 to Miss 
Barbara Ann Crane, of New York. 
TABLE LINENS NEW SOURCE OF PROFIT 
(From page 408) 


But to give this profit-bearing service, it is not enough 
merely to spread some plates, knives and forks, and 
goblets on a table-top. The setting must be complete, 
all ready for service—and since tableware looks its best, 
any way, against its natural background, the use of 
linens is both necessary and flattering. 

The linen problem has been solved in most jewelry 
stores by buying—or borrowing from a brother mer- 
chant!—enough cloths and napkins for a few settings. 
The idea of carrying stocks of the linens and retailing 
them has occurred to only a limited number of jewelers, 
although the advantages would seem to be obvious. 
Here, ready to hand, is a type of merchandise which is 
quite as closely allied to silver flatware as is either china 
or glass; which takes up a minor amount of stock room; 
and which exerts a strong sales influence on every 
woman who keeps house. 

Department stores have for many years been putting 
the interdependence of their china, glass, silver, and 
linen departments to good use by unifying their displays 
with table settings in each section. And here, the jew- 
elry store has many advantages over the department 
store. 

For one thing, most jewelers do their own buying. 
They are free to comb the entire field of available mer- 
chandise for the tableware styles which are best suited 
to each other. And they are hampered in this with none 
of the jealousies and irritations which have been known 
to interfere with unity among the buyers for the various 
departments in the department store. Therefore, they 
can build their lines of tableware around a definite plan, 
with each element tending to help sell the others. 

By adding linens. to their lines, they complete this 
profitable circle. The results have been so good that 
nearly every jeweler who has tried it has, before long, 
found himslf adding more and more to his stocks of 
table linen, widening his price range and his selections 
of styles. One large store, now in the process of “doing 
over,” is allotting a generous amount of display and 
stock space to linens, convinced by sales totals that it 
cannot afford to treat such merchandise as an also-ran. 
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| AMERICA'S LUXURY LEATHERWEAR * 
} 
| 


he Wark of Chigumal 
Ug y L taller t aun | 


Shining fashion success in 
shoes, belts & bags now in 


FINE WATCH STRAPS 


Gilt Nailhead 
Watch Straps by 
famous Rugby, 
individually wrap- 
ped in cello- 
phane. 








Precision made in finest Lizard, 
English Morocco, English Pigskin 
and other Super-Leathers. Assorted 
sizes, colors. 

Packed 12 on a 2 sided card that folds in 
half for concentrated display! 


= 
Ask your Jobber for details 


RUGBY PRODUCTS CORP., 11 w. 32st. N.Y.c.1 


Offices: Chicago + Los Angeles 




















LIMITED NUMBER 
AVAILABLE 
Act Promptly 





Bis. é eee Fe aaa 


HAMILTON sensitive JEWELERS DRILL 


Model AM — Capacity .004 to '/" 
Complete with Motor 
ow $1419.90 110 V. A.C. 


Regular Price $168.00 


Available in D.C. at additional cost 


INDUSTRIAL ELECTRIC MOTOR & TOOL CO., Inc. 


One of New York's Leading Machine Tool Houses 
110 LAFAYETTE ST. CAnal 6-1568 NEW YORK 13, N. Y. 
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NACS’s Chicago Jewelry Fair 
Voted ‘Biggest, Best Yet* 


Reeord number of manufacturers and wholesalers exhibiting at 


the industry’s first post-war jewelry show draws record crowd 


of over ten thousand persons to Congress and Stevens hotels. 


ULLY living up to its advance promises to be “the biggest jewelry show 

ever staged in America,” the National Jewelry Fair sponsored by the 
National Association of Credit Jewelers in connection with its annual conven- 
tion in Chicago from July 29 to Aug. 1 filled every available inch of exhibition 
space in two of Chicago's largest hotels, and brought a horde of eager buyers 
to its market place. 

More than 250 manufacturers, importers and wholesalers exhibited their 
lines and over ten thousand visitors checked in at the registration desk during 
the four days. The main exhibition hall, which was in the Stevens Hotel, was 
continuously crowded every minute that the show was open, as were the dis- 
play rooms on the fifth floor; and suppliers’ order books were bulging long 
before the show closed. 








Exhibitors in the space that had been 
provided in the Congress Hotel to take 
care of the overflow drew somewhat 
smaller crawds, but although there was 
some dissatisfaction, many of them ex- 
pressed themselves as being entirely sat- 


isfied with the volume of business done, 
and felt that they had been well repaid 
for thé time and money spent on their 
exhibits. 

No estimates of the total volume of 
business done at the show are possible, 








THESE PEOPLE REALLY "WANTED IN" 


Scene at the registration desk ou'side of the exhibition hall at the Stevens 
shows ‘the anxious crowd, lined up to register, in order to be admitted to 
the exhibits. Registration was brisk throughout the show, but was especially 
heavy the first morning when this photograph was taken. On the opposite 
page are scenes of some of the many exhibits at the Stevens and Congress. 


but it seems safe to say that from the 
standpoint of orders placed, it was one 
of the biggest if not the biggest fair of 
its kind ever staged. Buyers, however, 
tended to be rather selective in their 
purchases. Though obviously eager for 
goods, they did not buy indiscriminately 
but selected lines and items with con- 
siderable care. The tendency toward 
placing the emphasis on quality merchan- 
dise was clearly noticeable—a tendency 
which buyers and sellers alike agreed is 
a healthy one. 

That jewelers came to Chicago for seri- 
ous business, rather than for the typical 
convention entertainment and good times 
was evidenced not only by the activity 
in the exhibition halls, but also by the 
good attendance and keen interest mani- 
fested in the convention meetings. Every 
session was well attended with the cli- 
max coming at the annual dinner at 
which 1253 were on hand, and this with- 
out the inducement of souvenirs or door 
prizes. 

Jewelers began thronging in on Sun- 
day morning—though many of the ex- 
hibitors and a few early birds among 
the retailers had arrived during the 
preceding week. Opening event was 4 
reception and cocktail party on Sunday 
evening given by NACJ’s officers and 
directors to its members. Attendance 
was strictly limited to membership but 
the north ballroom in which the party 
was held, was jammed to capacity from 
the time the party began at 9 o'clock 
until the last guest departed at mid- 
night. 


ONE DAILY SESSION 


Convention sessions were limited to ~ 
a three-hour meeting each day starting | 


with the serving of a luncheon promptly 
at 12 o’clock, following which from two ~ 
or three prominent speakers discussed = 
various business topics of current im- 
portance to the trade. During these ses- — 
sions all exhibits were closed. Vice- 
versa, no business meetings were held 
during the hours at which the exhibi- 
tion was opened, thus avoiding any con- ~ 


“flict between the two. 


One event was held for the ladies— ~ 
a luncheon meeting on Tuesday in the 
Gold Room of the Congress which was 
followed by a talk on fall and winter 
fashions by Ruth Hatfield, Fashion — 


THE JEWELERS’ CIRCULAR-KEYSTONE | 





a 3 emembrance Piings are NLWNS Aighe 
PRECISI\ 

X 

‘ - a. 

















Director, of the Chicago Fashion In- 
dustries, and a style show conducted 
by June Hamilton Rhodes, Publicity 
Counsel of the Jewelry Industry Pub- 
licity Board and Managing Director of 
the Bureau of Fashion Trends. 


PUBLICITY PLAN EXPLAINED 


Tuesday evening was given over to 
a presentation of the findings of the 
survey and the proposed program of 
the Jewelry Industry Publicity Board. 
Whether it was because the story has 
been told and re-told so often, or 
whether because of the fact that the 
meeting was scheduled in the evening 
following a long and busy day, at- 
tendance was disappointingly slim, al- 
though the relatively few who were 


W. WATERS SCHWAB 





present found the story well worth 
while and unanimously expressed them- 
selves as favoring the adoption of the 
program. This sentiment was further 
reflected in the official action of the 
NACJ’s Board of Directors, reported 
elsewhere in this story of the conven- 
tion. 

A unique feature of the convention 
was the daily newspaper, tabloid-size, 
which was issued each morning by the 
secretary’s office, reporting the high- 
lights of the previous day’s proceedings 
and carrying the important announce- 
ments for the day ahead. 

No advertising was carried in either 
this daily newspaper or the official pro- 
gram, but each day’s issue contained a 
complete directory of all exhibitors with 
their locations, a service which was sup- 
plied gratis to all firms who had goods 
on display. Many exhibitors expressed 
their appreciation of this method of 
handling the matter and at being re- 
lieved of the pressure to make a finan- 
cial contribution under the guise of 
“advertising.” “NACJ is not going to 
indulge in the program advertising 
racket and will neither subject its ex- 
hibitors to a hold-up nor to begging 
with a tin cup and a handful of pen- 
cils,”’ commented Secretary William 
Wagner. “This association is strong 
enough, both financially and otherwise, 
to stand on its own feet, and we are 
conducting this convention and fair as 
a straightforward business proposition.” 


NAME GROUP FOR JIPB 


At the final business session of the 
Board of Directors, Thursday noon, it 
was unanimously voted that as _ re- 
quested by the present Steering Com- 
mittee of the Jewelry Industry Pub- 
licity Board, NACJ should appoint five 
of its members to serve on the General 
Committee which is to take over the 
management and operation of the pub- 
licity program which has been developed 
up to this point on a rather informal 
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Outlined plans for 
publicity campaign 


basis by the present board. NACJ 
members selected for this work are the 
following: Myer B. Barr, Barr’s Jewel- 
ers, Philadelphia; Seymour Greenberg, 
Royal Diamond & Watch Co., New 
York; B. G. Rudoiph, Rudolph Bros., 
Syracuse, N. Y.; Louis J. Milenbach, 
Milen’s Jewelers, Oakland, Calif.; and 
Sam Gerson, Gerson’s’ Inc., Detroit. 
Also adopted was a resolution endors- 
ing the program proposed by the 
Jewelry Industry Publicity Board, and 
expressing NACJ’s willingness to co- 
operate in every way toward its accom- 
plishment. 


RESOLUTIONS 


Other resolutions included: 

1. A request to suppliers to limit the 
distribution of jewelry to recognized 
retail jewelry outlets. 

2. A demand for the immediate 
elimination of Regulation W and a de- 
cision to join with other instalment-sell- 
ing movements to place this regulation 
before Congress and the public. 

3. Approval of a suggestion that the 
jewelry trade undertake to unite with 
the fur, cosmetic and luggage interests 
to work toward the elimination of war- 
time excise taxes on all of these prod- 
ucts on the ground that Congress is not 
keeping faith with the American public 
and business by continuing these taxes 
in peacetime. 

4. A recommendation that all sections 
of the jewelry industry confer with 
other branches of the trade before in- 
dividual action is taken on trade-wide 
matters by any one group or small num- 
ber of groups. 

5. Pledge advocating the Dreifus Plan 
to bring about a greater measure of 
unity in the jewelry trade. 

6. Urging credit jewelers everywhere 
to form local associations in order to 
deal with matters affecting individual 
localities. 

7. A request to the Internal Revenue 
Bureau, through the Jewelry Industry 
Tax Committee, to collect excise taxes 
on all taxable items sold through PX 
Stores, Ships’ Stores and by auctioning 
of estates. 

8. A series of resolutions expressing 
appreciation to the trade press for its 
cooperation; to George Gayou, Manager 
of National Jewelry Fair, for his ex- 
cellent services in staging the exhibition; 
the Chicago Credit Jewelers Association 
for its cooperation and to all others who 
had helped to make the convention a 
success, particularly the convention and 
show committees headed respectively by 
Clarence Olsen and Irving Wolfgang; 
the program speakers; the exhibitors; 
the hotel management; the Chicago Con- 
vention Bureau; Executive Secretary 
William Wagner and his staff; Mes- 
dames Benjamin Sacks, Phil Martin 
and A. F. Newmark, for their assistance 
to the convention and show committees 
and in the staging of a successful ladies 
luncheon; the two Past Presidents, B. 
G. Rudolph and Fred B. Dreifus; and 
the NACJ’s Executive Committee. 

Highlights of the talks presented by 
the various convention speakers follow: 


> 


OPENING SESSION 


Leo Weisfield, NACJ president, for- 
mally called the convention to order at 
the initial luncheon meeting in the grand 
ballroom of the Stevens at noon on 
Monday. 





Calling attention to the fact that the 
convention was the largest “ever helg 
anywhere,” Mr. Weisfield attributed the 
enormous success of the enterprise to 
the efforts of past-presidents Fred p - 
Dreifus and B. G. Rudolph. Also, he 
paid tribute to the work of “Bill” Ww 
ner, organization secretary, upon whom 
much of the responsibility for the cop. 


LEO WEISFIELD 


“J will speak... 
in private.” 





vention had fallen, and, of course, to 
the exhibitors “without whom the con- 
vention could not have been held at all.” 

Admitting that he had a prepared 
address, “complete with gestures,” to 
be delivered at the opening session, Mr. 
Weisfield announced that he had de- 
cided to forego delivering it in order 
to provide additional time for the after- 
noon’s featured speakers. Humorously, 
he added: “I will present this speech, 
in private, to anyone really interested 
in my forensic ability.” 


‘TOMORROW'S BUSINESS’ 


C. Wayland Brooks, U. S. Senator 
from Illinois, was the first speaker at 


_ the opening convention session. Welcom- 


ing the NACJ members to Illinois, he 
stated that he was grateful that his 
state had been chosen as the location 
for the largest jewelers’ convention ever 
held. 

Choosing as his subject “Tomorrow's 
Business—Yours and U. S.,”. Senator 
Brooks told his hearers that the Gov- 
ernment and the businessman must be 
more concerned with each other. And, 
at the same time, he stated that the 
Government must be less concerned with 
restricting the businessman’s efforts. 
This seeming paradox was explained by 
the statement that the Government 
should be more concerned with the wel- 
fare of business, not in restricting it, 
while the businessman’s concern with the 
Government should take the form of 


THE "BRIDES'’ DISPLAY 





The J. R. Wood booth didn't look like this 


during the show, really—there were usually 
great crowds surging past. But our photog- 
rapher managed to snap this pose at a time 
when the exhibition hall was closed down. 
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STOCK No. 2 
TD MINIATURE DE LUXE 

The Original Pre-War Model M 
with Post-War Improvements . . . 


Enclosed in a beautiful ebony-black bakelite case. Chrome 
finished metal parts and newest type collapsible view finder 


succesteo § 4‘ 
RETAIL PRICE 


TAX PAID 


DEALER'S COST $2.97 















EVEREADY CARRYING CASE 
TO FIT DE LUXE MODEL 


Made of excellent quality 
black simulated leather 


Suggested 
Retail Price 


$]00 


DEALER'S 
cost 67¢ 


ADVERTISED 


Over 57,000,000 
CIRCULATION 
Advertising currently appearing and being 


scheduled in America's leading publications 
to help you sell Falcon Cameras. 
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ror NEW HIGHS in Houipay SALES... 


For immediate profitable promotion and for a 
record Christmas business build your camera 
sales around FALCON—the year's outstanding 
buys in their price range. Note these impor- 
tant features: 


Precision 50mm Lens 

Fixed Focus, easy to operate 

Eyelevel View Finder 

Snapshot or Time Exposure 

Takes 16 Pictures on Standard 127 Roll Film 





POPULAR MINIATURE 
COMPLETE WITH CARRYING CASE 


In a smart compact black plastic case that has 
consumer appeal. 


SUGGESTED $ 98 


RETAIL PRICE DEALER'S COST $2.67 


ttt tht tt take | 
cnennewaeuneneeel 


TAX PAID 


FALCON CAMERA COMPANY 
173 W. Madison St., Chicago 2, III. 


FALCON CAMERA CO., 173 W. Madison St., Chicogo 2, Ill. 





Please ship; 


C_1No. 1-FALCON WITH CASE $2.67 Ea. 
C—}No. 2—FALCON DELUXE.......... _ $2.97 Ea. 
CI No. 2—CASE FOR DELUXE .67 Ea. 


MY JOBBER IS 
My Name___ ? 
Address 


City iscsi cla 
(Attach Sticker or Letterhead to This Coupon) 
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increased awareness of what the Gov- 
ernment is trying to do for industry. 
“We must not,” he asserted, “be con- 
cerned with our own little tree, but 
must examine the large picture.” 
Considering Government restrictions 
on industry at the present time, Senator 


C. WAYLAND 
BROOKS 
“The Government 
will get out of 

business . 4 





Brooks asserted “The Government can 
and will get out of business. But the 
removal of restrictions depends upon 
the cooperation of industry in creating 
work and revenue-producing purchasing 


power.” 
“It will require initiative,’ Senator 
Brooks told his hearers, “but the 


American is naturally ingenious.” Citing 
the splendid record of the Armed Forces 
in the war as an example of what can 
be accomplished through initiative, the 
Senator stated that our objective is not 
only peace in Europe, but peace in 
America as well; peace between manage- 
ment and labor and peace for the 
American farmer. 

Briefly reviewing the role of the 
jeweler in the development of America, 
Senator Brooks pointed out that long 
before the White Man came to these 
shores the Indians were accustomed to 
bedeck themselves with various items of 
adornment. When the Pilgrims landed 
they found the Red Man accustomed to 
wearing these articles and, although 
presumably severe in the matter of their 
own dress, the men who landed at Ply- 
mouth Rock were nontheless wont to 
wear silver buckles on their shoes and 
on their belts. 

“The silversmith became a highly re- 
spected member of the community,” the 
Senator stated, “fashioning among other 
things highly-ornamented snuff boxes. 
Even today jewelers sell. these boxes, 
although not for snuff but, rather, for 
milady to carry her pills in.” 


ON SILVER QUESTION 


Considering the recent Senate silver 
wrangle, Senator Brooks disclosed that 
he had found himself “caught in the 
middle.” Geographically, his position 
was midway between the jewelry and 
silverware interests of New England, 
and the silver-producing states of the 
West. After receiving an enormous 
number of letters and telegrams from 
his constituents, he found it necessary 
to declare himself in favor of silver 
manufacturers and users, rather than 
the silver-producing western bloc. He 
informed his colleagues from the West- 
ern states, “We have more unemployed 
as a result of the silver shortage than 
there are people actually working in 
the silver producing mines.” 

Maintaining that our Government is a 
“baby government” as nations go, being 
only 169 years old, Senator Brooks 
pointed out that it is, nevertheless, the 
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oldest in the world in form and lack 
of change. “All other governments have 
changed more materially in the past 
century and half” he asserted. 

Definitely favoring taking the Gov- 
ernment out of business, the Senator 
stated “it can be accomplished only 
through the active cooperation of all. If 
industry can do its best for the people 
by creating revenue-producing merchan- 
dise, the Government will not have to 
shackle industry with controls. 

“It is a great challenge,” he con- 
cluded. “I give it to you!” 


STORE DESIGN TRENDS 


“Jewelers must keep up with the 
times if they are to survive,” warned 
Charles S. Telchin, architect who has 
specialized in jewelry store work, in his 
talk on “Tomorrow’s Trends in Store 
Design.” 

“To keep up with the times,” he con- 
tinued, “they must plan ahead and study 
current trends in order to gauge prob- 
able situations in the future. They must 


CHAS. S. TELCHIN 


“Plan ahead and 
study trends .. .” 





offer something different—for example, 
modernization of their stores in order 
to attract customers. 

“However,” the speaker pointed out, 
“modernization does not mean going to 
extremes or striving for bizarre effects 
merely in order to be different. Store 
fronts and interiors that are gaudy and 
flashy are utterly inappropriate to 
jewelry stores, he said, and should al- 
ways be avoided.” 

At least of equal importance with the 
pleasing appearance of the store is the 
manner in which it is conducted. A high 
standard of ethics must be unfailingly 
maintained because often a customer is 
attracted to a_ given establishment 
primarily by the intangibles, such as a 
store’s reputation and standing in the 
community and the feeling that that 
particular merchant is one from whom 
the customer can buy with confidence. 
Nevertheless, modernization of the 
premises is still highly important. Fig- 
ures and surveys show that store mod- 
ernization when well done, almost un- 
variably pays back its cost in a rela- 
tively short time through increased 
sales and profits that are directly trace- 
able to the modernization. The speaker 
cited several special examples with fig- 
ures to prove his point. 


NO BLIND COMPLIANCE 


But because the other fellow has 
been successful with a certain store 
front and layout does not mean that this 


pattern be blindly followed by his com- - 


petitors. Every store has a different 
problem and must be considered indi- 
vidually. It is a job for the expert in 
architecture just as much as legal or 
medical problems require the expert ad- 





vice of a qualified lawyer or physic; 

Discuss your _ individual Bir. 
with your own architect, Mr, Telchin 
urged, and do your preliminary wor, 
now so that you will be prepared to 
start actual construction as soon ag pe 
strictions are eased to permit genera} 
resumption of building. If you wait 
until building is again permitted, you 
are likely to be caught in a time that 
will put you many months behind your 
competitors. 

The talk was concluded with a series 
of lantern slides showing some recent 
successful modernizations with the out- 
standing features of various ones being 
pointed out. 

“To be sold, retail merchandise must 
be shown, whether it is jello or jewelry, 
diamonds or divans,” said Fdwin Fr 
prominent display expert in his diseus- 
sion of “Selling By Showing.” 

“Word pictures can do it over the 
radio,” he continued. “Pictures and 
words can do it in newspaper advertis- 
ing. Words and actual merchandise can 
do it in your windows if that merchan- 
dise is properly shown. Advertising and 
display are all parts of the same thing,” 
the speaker explained, quoting the dic- 
tionary definition that advertising is 
“any form of announcement or showing 
that that aids directly or indirectly in 
the sale of any commodity.” Unfor- 
tunately, said Mr. Freed, a large part 
of today’s jewelry advertising is none 
too expertly done, and therefore, is at 
a disadvantage in its efforts to compete 
with the news or pictures, comic strips 
and other advertising in the newspapers 
or the popular programs on the radio 
station. 

Window advertising has a big advan- 
tage in that it catches the customer right 
at the point of sale. It is the great de- 
cider which can change a prospect into 


EDWIN FREED 


“Merchandise must 
be shown .. .” 


a customer more quickly than any other 
form, because when the prospect sees 
the window, he is right at the entrance 
of the store and needs only to step in- 
side in order to buy. 

Therefore, the wise jeweler today will 
plan his windows with the same careful 
consideration as his entire interior lay- 
out, consulting not only his architect, 
but his display specialist. Otherwise, 
much of his investment in an attractive 
store front and interior is lost because, 
after all, his windows and store exist 
only for the purpose if providing am 
appropriate setting for the goods. 

That jewelers have much room for 
improvement in their displays is demon- 
strated, the speaker pointed out, by the 
results of a survey of the Jewelry In- 
dustry Publicity Board, which disclosed 
that jewelry store windows rank rela- 
tively low in the public’s estimation of 
the comparative attractiveness of dis- 
plays of different types of stores. 
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YANKEE PRIDE 


Offers Exclusively 


Gentlemen’s 


TWISTER and MESH 


Here is a truly new type watch 
bracelet which combines the 
beauty of mesh with the practi- 
cality, comfort and long service 
of our twister expansion links. 
Available in narrow or wide 
widths. This new bracelet is en- 


tirely EXCLUSIVE with us. 


YANKEE PRIDE 
LADIES TWISTERETTE 


A dainty, beautiful, yet practical 
and durable expansion bracelet 
for women. 


TWISTER CONSTRUCTION 


This type of construction is rigid 
and gives greater extensibility. 
Therefore the band will not snap 
when subjected to a twisting 
action. 


All Yankee Pride bracelets are 
luxuriously boxed. 
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Color, originality, willingness to try 
new ideas and new techniques are essen- 
tial, he said. Frequent change is also 
highly important. And if a display does 
not prove its value within the first week 
after its installation, it had better be 
ripped out at once and something else 
substituted for it. “A display that 
doesn’t earn its keep in the first week, 
never will,” Mr. Freed stated. 


"LIFE AND TAXES’ 

Fred B. Dreifus, past president of 
NACJ, presided at the second luncheon 
meeting of the convention, held Tues- 
day in the North Ballroom of the Ste- 
vens. Mr. Dreifus presented the fea- 
tured speaker of the session, Hugh M. 
Bennett, nationally-known authority on 


HUGH M. BENNETT 
*Forcibly impress 
your Congress- 
men...” 





taxes and tax legislation, and tax con- 
sultant for NACJ. 

Mr. Bennett’s topic, “Life and Taxes,” 
took as its theme the reverse statement 
that “nothing is as certain as death and 
taxes.” 

After a brief consideration of the 
mechanics of tax legislation in Wash- 
ington, covering the functions of the 
House Ways and Means Committee and 
the Senate Finance Committee, Mr. 
Bennett launched into a consideration of 
the future of the 20 per cent Federal 
Excise Tax on jewelry. 


“Jewelers cannot anticipate relief 
from this 20 per cent tax in 1946,” he 
prophesied, “since as long as extra 
revenue is needed by the Government, 
luxuries can provide it. And the Gov- 
ernment definitely considers jewelry a 
luxury.” 

“Even in 1947,” Mr. Bennett con- 
tinued, “it is likely that only 10 per 
cent of the tax will be removed. And 
then only if jewelers unite in their 
efforts to have the impost removed.” 
Explaining that the addtional 10 per 
cent tax (making a total of 20 per cent) 
had been imposed as a “wartime meas- 
ure,” and that the legislators had 
promised its repeal at the conclusion of 
the emergency, the speaker stated that 
it was now time for the members of 
Congress to keep faith with the people. 
“You must,” he urged, “forcibly impress 
your Senators and Congressmen with 
the fact that the tax was a wartime 
measure and should now be repealed or 
modified.” 

“However,” the tax expert continued, 
“jt will be extremely difficult to con- 
vince Washington that repeal of even 
the 10 per cent tax is practical as long 
as monthly excise tax returns show an 
increase over last vear. 

“The entire problem,” he stated, “re- 
volves about a balanced budget. Wash- 
ington will hesitate as long as the bud- 
get remains unbalanced, and there is 
every indication that it will remain un- 
balanced during 1946-47. Since a bal- 
anced budget is generally more potent 
as a political issue in years of Con- 
gressional elections than tax reductions. 
it will be a difficult struggle until the 
1948 Presidential election when, con- 
ceivably, reduced taxes may be a better 
political football.” 

Pointing out that the day of “taxes 
for revenue only” is past, Mr. Bennett 
asserted that taxes are now used also 
for promoting social theories and to 


gain political objectives.” Through social 
security they are used to “redistribute 
wealth,” through the “52-20 Club” pay- 
ments they are used to care for = 
employed veterans, and through gych 
means as the British loan taxes are em- 
ployed to purchase favors from foreign 
governments,” he said. 

Concluding, Mr. Bennett stated that 
the impetus for tax decreases (if pot 
prompted by direct action on the part 
of jewelers) can come only from , 
post-war “bust.” 

“Only when the present buying-boom 
ceases will there be an effort to decrease 
the tax burden” he maintained. 


STONE EXPERT SPEAKS 


“Credit jewelers, although they do 4 
very large percentage of the total re- 
tail volume in diamonds, have never ep- 
joyed a proportionate share of the de- 
sirable business in colored .stones,” said 
Dr. A. E. Alexander, Director of the 
Gem Trade Laboratory, Inc. 

This, he said, is due to two reasons, 
first, that credit jewelers may be of 


Dr. A. E. ALEXANDER 
‘“Precious stone 
volume is impor- 
a 





the opinion that the potential volume 
in colored stones is not sufficiently great 
to warrant much effort, and second, that 
dealing in colored stones is in some 


EVERY ONE LOOKED PLEASANT AND THIS IS THE PICTURE THAT RESULTED 





"The food was wonderful, the entertainment splendid and the dancing, afterwards, was thoroughly enjoyed." That would be the best pos 
sible synopsis of the NACJ banquet held at the Stevens at the conclusion of the convention. This picture, taken at the affair, shows the 
large crowd which was present in the Grand Ballroom just as the soup had been removed. 
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way mysterious and difficult. 

Both opinions are incorrect, he con- 
tinued, pointing out that some 40 to 50 
million dollars of business had been 
done in colored stones and pearls, last 
year, all of which is “plus” volume over 
and above the sale of diamonds, watches 
and silverware. 

Likewise, the supposed difficulties of 
identifying colored stones are largely 
imaginary,” Dr. Alexander stated, point- 
ing out that there are only 20 different 
kinds of stones which the jeweler is 
ever likely to encounter. “All of the 
others,” he explained, “are merely color 
varieties of one of these basic 20, such 
as the various colors of sapphire and 
the different colors of quartz, such as 
amethyst and quartz topaz. 

Positive identification of practically 
any gem stone the jeweler is ever 
likely to encounter can be made with 
two or three very simple instruments 
and tests, none of which require any 
scientific training or specialized know]l- 
edge, and often only one easy test is 
all that is necessary, the speaker said. 

He explained the few simple and in- 
expensive instruments that are required 
for most identification work and went 
on to say that in the case of the occa- 
sional stones which the jeweler could 
not identify in this way, he could send 
them to the Gem Trade Laboratory 
which for a nominal fee would give 
him a positive identification of each 
with a written report. Dr. Alexander 
explained the set-up of the laboratory 
which he pointed out is not seeking 
funds or support, being already ade- 
quately financed and which is operating 
as a service to the jewelry trade in order 
to assist in the marketing of colored 
stones and pearls. 

“Credit jewelers,” he concluded,” have 
a splendid opportunity in this field to 
increase their business and their profits, 
and the enterprising jeweler should not 
be frightened away from his potential 
volume by supposed difficulties which 
are, after all, purely imaginary.” 


VETERAN AID CITED 


In his summary of what the jewelry 
industry is doing to help rehabilitate 
disabled war veterans, Fred B. Dreifus, 
past president of NACJ made it clear 
that the trade was not “drafted” to train 
disabled veterans. 

“It volunteered,” he said, “and has been 
doing, is doing and will continue to do 
its share toward restoring these young 
men to useful places in industry and 
society.” 

Pointing out that the various branches 
of the jewelry industry have made and 
are making efforts to give .disabled 
veterans every possible advantage, Mr. 
Dreifus continued: 

“In many respects the watch industry 
has set the pace for the entire industry. 
Elgin, Hamilton, Waltham, Bulova, 
Gruen—these are names that deserve 
places high on the honor roll of dis- 
abled veteran rehabilitation.” 

Calling attention particularly to the 
help being given by the Elgin Watch- 
makers College and by the Gruen 
Watchmaking Institute, Mr. Dreifus 
then called upon Harry D. Henschel to 
tell the story of the Joseph Bulova 
Memorial School of Watchmaking and 
to direct the presentation of a motion 
picture showing the veterans in training 
at the school. 
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Mr. Dreifus then made mention of 
the special attention being given dis- 
abled veterans by the Jewelry Training 
Service of NEMJ&SA, the Jewelry 
Crafts Association and a number of 
other groups. 

Phil S. Hanna, business analyst of the 
Chicago Daily News, was the first 
speaker at the third and final luncheon 
session of the NACJ convention, held 
in the North Ballroom of the Stevens on 
Wednesday. 

Taking as his subject “Is Business 
Going to Hell or Just Through Hell,” 
Mr. Hanna came to the latter conclusion. 


PHIL S. HANNA 


“Just going through 
ae RE id 





And, in addition, he decided, “Perhaps 
Hell is normal—we go through it so 
often!” 

Concentrating his talk on credit sell- 
ing, Mr. Hanna pointed out in his 
opening remarks that credit is a vital 
necessity—and always has been. “Easy 
credit,” he stated, “turned North Da- 
kota from a badlands to a splendid pros- 
perity within my lifetime. And credit 
can bring this country back to normal 
again.” 

Apropos of current government 
regulation of credit, Mr. Hanna ob- 
served, “There is a great new era of 
credit sales in the making. But Federal 
Reserve regulations, though excellent, 
cannot take the place of initiative and 
commonsense. Jewelers must make 
their credit system so good that Govern- 
ment regulation will be unnecessary.” 

Observing a parallel between the years 
1919 and 1946, the speaker stated that 
the nation will face aggravated scarcities 
if current difficulties are not surmounted. 
“And,” he added “there is a danger 
of permanent price-control and Govern- 
ment restriction if small business does 
not protest violently.” 

The theory that wages can be raised 
without raising prices has received a 
body blow, Mr. Hanna reported. How- 
ever, on the cheerful side of the picture 
he cited the fact that a -“man bites 
dog” situation has arisen in some quar- 
ters where unions have been backing 
management rather than the inefficient 
worker. “In Chicago,” he stated, “an 
electrical union has announced that 
workers will have to prove 80 per cent 
efficiency before the union will support 
any charges, which they make against 
management.” This trend, Mr. Hanna 
maintained, will spread. 

In considering the subject of infla- 
tion, the speaker pointed out that there 
are two types: the “printing press” 
variety of inflation which caused ruin 
in Europe after the last war and after 
this one, and “inflation of production 
and credit.” “We have this latter type 
of inflation in America today,” Mr. 
Hanna admitted, “but it is not nearly 
as dangerous or catastrophic as_ the 
printing press variety.” 
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Concluding his remarks, Mr, H 
observed, “I am convinced that we are 
not going to Hell, but through Hej 
and we always will when we defy the . 
natural economic laws.” s 


CREDIT CLINIC HELD 


The second part of the concluding 
luncheon session on Wednesday was de 
voted to a “Credit Clinic,” conducted — 
by J. Gordon Dakins, manager of the | 
Credit Management Division and direc. 
tor of credit reseach, NRDGA, assisted 
by Earl Harrison, credit manager for — 
Marshall Field & Co., and C. F, Barnes, — 
director of accounts, The Fair, Chic 

In_ his preliminary _ consideration, 
“Credits and Collections,” Mr. Daking 
assured his listeners that the outlook 
for credit selling was extremely promis- 
ing since “credit habits have become 
deeply ingrained in the public.” Ad- 
mitting that the war had modified such 
habits, he stated that they had not 
undergone any essential change, how- — 
ever, and estimated that credit sales in 
the coming year should exceed fifteen 
million dollars. 

“Already,” the speaker stated, “credit 
sales are showing sharp _ increases, 
Charge account sales have risen 65 per 
cent, and installment sales show a 90 
per cent rise.” 

“There are four good reasons why 


va 


%. 


firms who extend credit will reap rich 


rewards in the future, Mr. Dakins main- 
tained. “First, credit sales tie the cus- — 
tomer to the store. Second, credit cus- ~ 
tomers are steady customers. Third, — 
credit customers are boosters. And — 
finally, every established credit customer 


is one less ‘floater’-who may buy else-. 


where.” 


Stating that the present is the time - 


to go after more credit accounts, Mr. 
Dakins mentioned three steps for all 
credit-conscious jewelers to take. These 


included the canvassing and solicitation 


of former and current customers, fea- — 


J. GORDON DAKINS 


“Credit firms will reap 
rich rewards .. .” 


turing credit terms in advertising, and, 
in the case of accounts, nearing the 


“paid-up” status, inviting another pur 


chase. 

“Follow-up activities are also im- 
portant in securing credit accounts,” Mr. 
Dakins said. “These should include di- 
rect mail, folder and literature given out 
at the store itself, and telephone calls.” 


Apropos of mailings, the speaker pointed — i 
out that in addition to securing new ~~ 
accounts, frequent, well-regulated and he 
supervised mailings can help the jeweler x 
to keep his mailing lists up-to-date~by — es 
disclosing dead addresses. PS 

Danger signals for credit sellers, a¢- 
cording to Mr. Dakins, appear when 
homes are overloaded with too much 


credit. Offering three sound credit prin- 
(Please turn to page 445) 
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DESIGNED 


stluminum Holloware 


DISTINCTIVE UTILITY PIECES 


Aluminum holloware strikingly beautiful as well as practical, 
that adds the finishing touch to perfect serving . .. heavy gauge 
hammered aluminum utility pieces in lustrous satin finish. Every 
piece is a tribute to fine craftsmanship, designed to lend 
glamour.to every festive occasion for years to come. 


CUSTOM SERIES 


No. 507/8—BEVERAGE SET—A de- 
lightful way to serve cool drinks. 
Includes 2!/2-qt. lipped pitcher in 
two models, six 12-0z. gracefully 
shaped tumblers, and a _ satin 
smooth octagonal serving tray 
15/."" x 1014" with fluted edges 
$9.50 Net. 


No. 654—FANCY BASKET — The 
utility piece with myriad uses. 
Beautifully designed with upturned 
sides and collapsible handle. 
Heavy gauge hammered alum- 
inum ornamented with deeply- 
stamped fruit and floral pattern. 
13!/2"" x 10/2" $3.00 Net 


No. 700—COVERED CANDY DISH 
—Decorative and practical. Re- 
movable, heavy glass dish and 
cover that sparkles with beauty. 
Heavy gauge hammered alum- 
inum base with handles. 12" 
across handles $3.00 Net 


No. 705—SILENT BUTLER—Just the 
thing to remove cigarette, cigar 


stubs and ashes. Heavy gauge 
hammered aluminum with raised 
floral design, easy to grip handle. 
Diameter, 7'' x 12'' across handles 
$2.75 Net. 


No. 1000—ICE SAVER BUCKET— 
The last word in modern ice serv- 
ing. Thick crockery lined, rub- 
ber insulation, and snug fitting 
cover to prevent ice from melt- 
ing. Can also be used for wine 
cooler and soup tureen. Heavy 
gauge hammered 2-handled bucket 
and cover 6"' high x II"' across 
handles 


No. 7I5—ICE BUCKET — Heavy 
gauge hammered aluminum with 
two handles for convenient serv- 
ing. 5%4"' high x II'4" across 
handles $3.50 Net 


No. 710—ICE BUCKET — Heavy 
gauge hammered aluminum with 
two handles for easy ice serving. 
54"' high x 834"" across handles 

$2.70 Net 


PRICES F. O. B. NEW YORK—TERMS: 2/10 NET/30 TO RATED ACCOUNTS 


105 AVAILABLE FOR PROMPT DELIVERY 19 


MORRIS BRETT & COMPANY 


Wholesale Jewelers 12 EAST 46th STREET, NEW YORK 17, N. Y. 
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OUR "GUESS-TIMATES" WERE ACCURATE 


Until last year, when the Census Bureau took over the 
job, Tue Jeweters’ Circutar-Keysrone kept its finger 
on the pulse of the Nation’s marriage situation by con- 
ducting an annual survey. Marriage license clerks in 
50 cities throughout the country supplied data which 
was analyzed, sifted “and extended, and the results were 
then presented as an “estimate” of the number of mar- 
riages which had actually taken place. 

Now, with publication of complete data on marriages 
for 1944 and 1945 by the National Office of Vital Statis- 
tics, JC-K is able to check and see just how accurate 
its surveys were. 

And they’re pretty close! 

Marriages during 1945, according to JC-K’s analysis 
of Census Bureau statistics, approximated 1,706,139. 
According to the report for ’45 by the National Bureau 
of Vital Statistics, state-by-state (with a few estimates 
thrown in) marriages totalled 1,632,156. Leaving JC-K 
over-optimistic about some 73,000 marriages—not a bad 
margin at all. (Besides, those 73,000 marriages may 
actually have taken place—who knows?) 

In 1944, last year of JC-K’s own independent survey, 
the margin is even less: Returns from 50 of the largest 
cities in the U. S. indicated that one and a half million 
marriages had taken place in 1944, and that was JC-K’s 
estimate. State-by-state figures compiled by the Na- 
tional Bureau of Vital Statistics provide a total of 
1,467,003. Which leaves JC-K’s margin of optimism at 
a mere 33,000. 

The outlook for 1946 marriages is extremely promis- 
ing, too—and that’s always good news for the jeweler. 
Because marriages in the first quarter of 1946 reached 
a total of 527,947. At the same rate, for the full year, 
the index would be well in excess of two million mar- 
riages—an even chance at that since statistics for the 
second quarter of the year indicate an improvement 
over the first quarter. 


MAKING YOUR NEWSPAPER ADS DO DOUBLE DUTY 


Newspaper advertising, both in the small town and 
the large city, is generally effective for the retail jeweler, 
and probably the most effective type of advertising that 
he can use, but no jeweler is optimistic enough to believe 
that his ads are read by any very large percentage of 
those who are prospective customers for his merchandise. 

In the first place, it is obvious that not all the people 
in a store’s trading area subscribe to the newspaper. 
Secondly, only a part of those who do take the news- 
paper will read all of the advertising in it. Put these 
two factors together, and probably not more than 25 


per cent of the possible buyers in any given area will - 


see any one newspaper ad and read it. 

This article proposes to show how a considerable part 
of this remaining 75 per cent may be reached and at a 
very small cost by making these newspaper ads do double 
duty. The first step is to have your newspaper printer, 
either before or after the ad is printed in the paper, run 
off a quantity of extra copies of the advertisement on 
paper of the appropriate size. Since you already have 
the type set or a complete printing plate, you do not 
have any charge for type-setting, which is a large part 
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of the cost of a printing job, and therefore these extrg 
prints should cost very little. If the newspaper printer 
cannot do the job, there is always another printer around 
the corner who will, and transferring the type or plate 
to him for run offers no difficulties. 

The retail jeweler will find many effective uses for 
these extra prints. He can cover much of the field not 
covered by the newspaper. A copy can be wrapped in 
each package that goes across the counter. The store 
with a customer mailing list, and most jewelers have 
one, can mail copies to each name on the list for 1 cent 
or less postage per copy. A copy can be enclosed with 
each invoice or statement mailed out without increasing 
postage cost. One enterprising small town merchant 
has an arrangement whereby, at pound postage rate, he 
can have copies of his advertising left in each mail box 
(simply addressed to ‘“Occupant’”’) on each of the rural 
routes operating from his town. 





NEW FORT MYERS STORE 


Eighth in a series of jewelry stores he has built since 
1925, the new shop opened by H. L. Nickell in Fort 
Myers, Fla., combines the fruit of many years’ experi- 


ence, 

Two large glass doors open into the store’s interior 
from a corner entry. Four large Czechoslovakian prism 
chandeliers extend from the ceiling to provide lighting 
and the overall interior presents a well-arranged, well- 
planned effect. 





Interior of the new Nickell jewelry store in Fort Myers, 
Florida. Note clever use of walnut and glass in the decor. 


Display cases, in the store, are of American walnut, 
and extensive use is made of plate glass and mirrors. 
Floors are of fine, glazed terraza and the upper half 
of the walls and ceiling are of off-white, which best com- 
plements the lighting arrangements. 

A specially designed diamond room is one of the out 
standing features of the new Nickell store. Located 
just to the left of the entrance and occupying the space 
behind the display cases, it offers a comfortable place 
for customers to examine the gems they wish to pur 
chase. . 

A friend of Henry Ford, who has a winter estate neat 
Fort Myers, Mr. Nickell has, on occasion, repaired 
watches for the auto magnate. Framed copies of Ford- 
Nickell correspondence decorate the walls of the store. 
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Like the miners of '49 you'll strike it rich in the West, 
with these watch bands. All are individually hand 
carved in the finest of leathers, featuring both hand 
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(A) Style 7B Gold plated buckle, hand carved leather. $1.00 Individually boxed 


Style 17B Same band as above, in two tone leather. $1.25 each boxed 


(B) Style 10B Sterling silver buckle, hand engraved. $2.50 Individuaily boxed 


Style 8B Same band as above, in two tone leather. $2.75 each boxed 
THE ABOVE WATCH BANDS ARE ALSO AVAILABLE FOR WOMEN. 


AVAILABLE FOR IMMEDIATE DELIVERY 


A COMPLETE LINE OF WATCH BANDS IN PIGSKIN, CALFSKIN, CORDOVAN 
ALLIGATOR, LIZARD, SHARKSKiN, WITH THE FOLLOWING CHOICE OF BUCKLES: GOLD 
PLATED, GOLD FILLED, STERLING SILVER, STERLING SILVER WITH GOLD OVERLAID 


WE HAVE REPRESENTATIVES IN ALL SECTIONS OF THE COUNTRY. ON REQUEST THEY WILL 
BE HAPPY TO SHOW YOU OUR COMPLETE LINE. 
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PACIFIC WATCH ATTACHMENTS COMPANY 


253 SOUTH BROADWAY, LOS ANGELES, CALIF. 
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OPA Decontrols Sterling Silver 
Flatware in Late August 


Increases in Plated 
Flatware May Follow in 
Wake of Higher Prices 


OPA control over sterling flat- 
ware has been suspended as of Au- 
gust 30. This latest step toward 
complete decontrol of the flatware 
industry came a few weeks after 
OPA annouced a general rise in the 
prices of semi-fabricated silver and 
silver scrap. 


NOT COST OF LIVING 


OPA might have merely authorized 
general, industry-wide increase in flat- 
ware prices or individual price ceiling 
adjustments for manufacturers, but it 
was decided that since silver flatware is 
not a cost-of-living item and since the 
cost of administering ceilings would be 
high, complete suspension would be more 
feasible. 

All this resulted from the rise in the 
price at which Treasury silver could be 
bought—from 71.11 to 90.5 cents an 
ounce. (see JC-K, August, page 441.) 
OPA had to raise the pre-fabricated 
silver price ceilings so as not to interfere 
with the purchase and sale of silver 
by the Treasury. 


PLATE MAY FOLLOW 


Official increases in the price of plated 
flatware will probably follow, thus con- 
siderably alleviating the supply problem 
in silver. With a prospect of more ma- 
terials, the silver industry looks forward 
to a $100,000,000 business next year. 

Sterling silver hollowware has been 
exempted from price control since De- 
cember 1945. 

In announcing decontrol, OPA ex- 
plained that the action was taken on 
two bases: “(1) As the vast majority 
of silverware sold is silver plated, 
sterling silver flatware is insignificant 
in the cost of living. (2) The August 1, 
1946 increase in the ceiling price of 
silver from 71.11 cents to 90.5 cents 
per ounce substantially increases the 
cost of manufacturing silver.” 

There was little change in the total 
production of silver in the United States 
in June as compared with May, accord- 
ing to the Bureau of Mines. Most of 
the silver States produced nearly the 
same or a little more metal, but Colo- 
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rado’s output fell 25 per cent, the larg- 
est proportionate change for all areas. 


PENS EXEMPTED 

Gold ‘and most gold-filled sterling 
silver fountain pens and mechanical pen- 
cils have been exempted from price 
control, effective July 26, 1946, the 
Office of Price Administration an- 
nounced last month. 

Besides units with solid gold caps 
and barrels, the agency exempted ster- 
ling silver items filled with 14 karat 
gold in the following proportions: one 
(of gold) to four, 10 to 20 (of silver). 

Since these items are in the luxury 
class, any possible price rise would not 
affect the cost of living, OPA pointed 
out. 

Of the $140,000,000 worth of pens and 
pencils sold annually, gold and gold- 
filled items account for only about 
$500,000. Nevertheless, there is a large 
number of firms engaged in producing 
them, and the administrative burden 
of fixing individual-firm prices is out 
of proportion to the benefit to be ex- 
pected, the agency said. 





GENSLER-LEE'S LATEST 





The most recent addition to the ever-growing 
Gensler-Lee chain of jewelry stores in Cali- 
fornia is located in Palo Alto. Copper 
colored mirrors on the facade and base 
identify it as a G-L branch, as does its 
modern, good looking interior. 








Platinum Prices Jumped 
130 Per Cent Since 
The End of the War 


Comparing price increases in com- 
mon metals since the removal of price 
controls by the Office of Price ‘Admin 
istration in April, W. F. Boericke, in 
a recent New York Herald Tribune 
article, pointed out that the largest 
single advance occurred in the price of 
platinum. Although copper, lead and 
silver have shown substantial increases 
over the price levels in effect throughout 
the war, the advance of platinum has 
been more than 130 per cent in the 
four-month period. Rising from $35 
an ounce (the price in effect from Feb- 
ruary 1943 until controls were removed 
this Spring), it jumped to $56 an ounce 
immediately after decontrol, to $67 in 
July, and is now selling at the current 
high level of $80 an ounce, with sales, 
in some cases, reported at $95. 

There is a marked similarity between 
the movement of prices in this postwar 
period and that which took place after 
the first World War—with this dif- 
ference price control during World War 
II kept prices down; the lack of such 
control during the years 1914-1918 re- 
sulted in the upward movement of 
prices while the war was going on. 
Platinum jumped from $44 an ounce in 
1913 to $102 in 1917 and to $114 in 1919. 
In 1921 it fell to $75, but recovered and 
reached a record high of $119 in 1924— 
higher than the price in effect durin 
the boom year of 1929 when it level 
off at $67 before dropping in the de- 
pression of the early ’30’s, to $21 an 
ounce. 

Contrasted with the spectacular sky- 
rocketing of platinum prices, advances 
in copper of 20 per cent, in lead of 27 
per cent, and in silver of 28 per cent 
are comparatively modest. 

Mr. Boericke attributes the continued 
rise in platinum prices to a natural re- 
action by jewelry craftsmen who, 
confronted with almost exhausted stocks, 
are hungry for precious metal. During 
the war platinum was needed for the 
production of war goods by the chem- 
ical and electrical industries; platinum 
for new jewelry, therefore, was pro 
hibited after January 1, 1943. 

On the revocation of this order last 
year, the jewelry trade, normally user 

(Please turn to page 435) 
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Over 11,000 Attend the 
Forty-first Annual 


Meeting in New York 
(Continued from 856) 


Jeweler and the Excise Tax.” 

Pointing out that although jewelers 
enjoyed great prosperity during the war 
period, Mr. Thomas asserted that it had 
not been the result of great mark-ups 
but, rather, because of the huge volume 
of business. In a manner of speaking, 
he maintained, “the jeweler was success- 
ful in spite of the tax burden.” 

Considering the prospects for the 
future concerning the retailer’s excise 
tax, Mr. Thomas shared the prevailing 
view: that as long as jewelers main- 
tain their current high volume the tax 
will continue. However, when consumer 
goods return in volume, offering serious 
competition to the jeweler, then his 
volume will decrease and tax relief will 
be necessary. 

Tax questions and answers following 
Mr. Thomas’ talk were not too plentiful, 
perhaps as a result of the speaker’s re- 
mark “if you don’t know everything 
about the retail excise tax by now, we 
have a splendid place in Atlanta where 
you can get room and board free.” 


AUCTION LAWS 


Urging his hearers to either seek 
adoption or modernization in municipal 
auction ordinances, Clarence S. Moses, 
managing director of the Ohio Retail 
Jewelers Association outlined various 
points which should not be overlooked 
if the public and the retail jeweler are 
to be protected from “fly-by-night” op- 
erators. 

Pointing out that a “bust” will mean 
more auctions of jewelry throughout 
the land, Mr. Moses cited the new Cleve- 
land law (11 years old), as an example 
of the sort which will offer maximum 
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General view of large crowd at banquet concluding ANRJA's first post-war convention. 


protection to reputable retailers and the 
public alike. 

Stating that the Ohio Supreme Court 
had upheld the auction law as consti- 
tutional, he maintained that the nature 
of the merchandise involved demands 
protection for the public. 

Features of the “new” Cleveland law 
include the following: 

Jewelry auction sales may only be 
held to liquidate estates, businesses, and 
to avoid bankruptcy. They are not to 
be employed as standard merchandising 
practice. 

The fee for holding an auction has 
been raised (though not to a prohibitive 
degree), in order to finance more ade- 
quate policing of auction sales.” 

A bond is now required for a longer 
period, not merely for the duration of 
the sale. Thus, the auction operator 
is responsible for the goods several 
months after their sale. 

Auction sales are prohibited in the 
month of December, traditionally the 
best sales month of jewelers. 

Auction sales are permitted only 
once every two years by the same in- 
dividual, and then the firm must have 
been in business for a full year preced- 
ing the sale. 

Every item being sold at auction must 
bear a printed label, in English. 

Merchandise being sold at auction 
must have been in the store for at 
least six months preceding the sale. 

Only 50 per cent of a firm’s inven- 
tory may be sold at auction. 

The principal party (the person sell- 
ing the goods) must be present at all 
times during the auction. 

Mr. Moses suggested that jewelers 
check these points and, if any are not 
covered in local auction ordinances, that 
steps be taken to secure the protection 
they afford. Also, he cautioned his 
hearers not to concentrate only on their 
own city but, also, upon the outlying 
suburbs. “Otherwise,” he stated, “a 
fast operator may set up on the edge 





of your town and work irreparable 
harm.” 

The final event and highlight of the 
Tuesday afternoon session was_ the 
presentation of the projected million- 
dollar-a-year promotion program by the 
Jewelry Industry Publicity Board. W. 
Waters Schwab, chairman of the board, 
and John W. Darr, president of the 
Institute of Public Relations, outlined 
the plan in detail with the aid of slides 


‘featuring graphs, charts and the re- 


sults of surveys indicating the per 
capita patronage of jewelry stores. 


PUBLICITY BOARD 


Since the general nature of the Pub- 
licity Board’s campaign has been out- 
lined in extensive detail in the pages of 
this magazine many times in the past 
few months, it would be superfluous to 
give excerpts from Mr. Schwab’s and 
Mr. Darr’s talks. 

On Wednesday, the morning conven- 
tion session was devoted primarily to 
a consideration of retail jewelry selling 
by representatives of manufacturers, 
wholesalers and distributors, and to the 
reviewing of various inter-industry 
movements. 


COSTUME JEWELRY 


The costume jewelry industry learned 
a great deal during its five years of 
war service, Edward O. Otis, Jr., told 
the members attending the Wednesday 
morning session. Mr. Otis, secretary of 
the New England Manufacturing Jewel- 
ers and Silversmiths Association, pointed 
out that delicate precision work never 
thought possible before war work made 
it imperative has become commonplace 
in costume jewelry factories and that 
synthetics are slated to be an important 
material in the jewelry of the next few 
years. 

™ addition to these improvements in 
vroduction, things look bright for the 

(Please turn to page 482) 
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Bright Prospects Ahead for the Diamond Industry 


S.A. Mines Working 
At Top Production; 
Demand Remains High 


Bright prospects for the diamond in- 
dustry during the coming year were 
envisaged by the Administrator of South- 
West Africa in the Legislative As- 
sembly. He said that 1945 was a record 
year for the industry. World sales ex- 
ceeded $24,000,000 and the demand was 
still greater than the supply. If pro- 
duction can be stepped up sufficiently 
and quickly to meet the demand which 
has almost exhausted reserves, 1946 
should be another record year. During 
1945 South-West Africa exported £1,- 
195,773 worth of diamonds. The figures 
for 1934, 1943 and 1944 were £816,331, 
£721,698 and £918,909 respectively. 


TRYING TO INCREASE OUTPUT 


Every effort is being made to increase 
output but there are many difficulties. 
Transport, machinery and rations for 
native laborers are the major prob- 
lems and none of them seems likely to 
be solved quickly. In the past few 
years the Diamond Corporation has 
purchased that portion of the Consol- 
idated Diamond Mines quota which the 
latter has been unable to fulfill. It is 
doubtful if the Diamond Corporation 
will be able to do so again this year, 
in which case there will be a decrease 
in the income tax payable from this 
source in 1947. 


PREMIER MINE BEING REOPENED 


The Premier Diamond mine, South 
Africa’s greatest producer of high qual- 
ity industrial stones, is being reopened 
with the prospect of a further long 
lease of life. Good progress has been 
made with the preliminary work. The 
decision to reopen the mine was taken 
on account of the improvement in world 
conditions for diamonds, and is re- 
garded as one of several indications of 
South Africa’s bright industrial and 
commercial future. It is estimated that 
the mine will eventually employ over 600 
Europeans and 10,000 natives. The 
Government is closely concerned, not 
only because it has a substantial in- 
terest in the mine but because of the 
employment that will be created. It is 
the policy of the De Beers group to 
employ ex-volunteers wherever possible. 
It is not possible to say at present when 
the mine will be ready to start produc- 
ing. New machinery is needed and the 
supply position overseas is uncertain. 
The mine closed down during the world 
depression on March 31, 1982, for 14 
years the little self-contained village 
has virtually died, except for the arti- 
ficial activity during the war years. The 
production of the mine is estimated at 
800,000 to 1,000,000 carats annually, 
about 75 per cent. of this production 
being industrial stones. Engineers were 
faced at the beginning of this year with 
the task of clearing the mine of 900,- 
000,000 gallons of water. This was suc- 
cessfully completed in about nine weeks. 
Sir Thomas Cullinan, who had discov- 
ered a small diamond pipe in vicinity in 
1898, started the Premier Mine in 1902. 


432 


¢ 








Speakers Discuss Costume Jewelry, 
Silver Problems at ANRJA Confab 


(From page 431) 


costume jewelry industry on _ other 
scores. “After 15 years of trying, a 
quality market has at last evolved for 
costume jewelry,” Mr. Otis declared. 

People now buy costume jewelry for 
what it is—an adjunct of fashion, not 
a substitute for karat gold or diamond 
jewelry. “Design, color, fashion-right- 
ness are the things people look for in 
costume jewelry today and they will 
buy it in the jewelry store if you mer- 
chandise it properly,” he said. 

To do this, jewelers should take a tip 
from the department stores, he sug- 
gested, because the department stores 
play up the fashion angle and are not 
afraid to mark down stale goods. “Train- 
ing a buyer of costume jewelry is the 
first step toward bigger profits,’ Mr. 
Otis declared. The buyer, preferably a 
woman, should make purchases with an 
eye toward the fashions of the day. 

The supply picture is a favorable one, 
accyrding to Mr. Otis. Agates are in- 
creasing in quality and quantity and 
will soon not have to be imported be- 
cause the American variety is better 
and has more size consistency. Rhine- 
stones and other colored imitation stones 
are beginning to arrive in quantity and, 
as stated before, the war-born synthetics 
will soon reach the market. 


WHOLESALER'S JOB 


Second speaker on the morning pro- 
gram was Leon J. Engel, Baltimore, 
Md., vice-president of the National 
Wholesale Jewelers Association, pinch- 
hitting for Silas B. Reagan, NWJA 
president. 

“A retail jeweler’s best friend is his 
wholesaler,” declared Mr. Engel at the 
end of his address, and the entire talk 
was devoted to supporting that thesis. 
Innumerable cogent reasons were ad- 
vanced to prove the point that the re- 
tail jeweler is far better off when pur- 
chasing his goods through a wholesale 
distribution agency than on a factory- 
direct basis. 

“Let us consider the matter first from 
your angle,” Mr. Engel said. “Your 
wholesaler inspects the products of all 
manufacturers and, from the merchan- 





G. H. Niemeyer, chairman of the Jewelers’ 

Vigilance Committee, urges industry co-operation, 

more active participation by individuals in 
organization activities. 
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dise shown him, selects the best, givin 
consideration to value, styling and sale. 
ability. He then assembles the Pick of 
the merchandise of several hundreds of 
factories into one line . - and you 
spend part of one day going through 
that line ordering merchandise you cay 
use, 

“On the other hand, consider this 
situation. You buy everything direct, 





Durward Howes of Los Angeles, newly elected 
president of the American National Retail Jew- 
elers Association, addresses the convention. 


making innumerable trips to various 
sources, scouring the market. You look 
at hundreds of manufacturers’ lines in 
your store. You receive hundreds of 
packages. You must check hundreds 
of shipments. In your earnest desire to 
save pennies on the price of the article, 
you are wasting dollars of your valuable 
time.” 

Concluding, Mr. Engel pointed out 
that it is physically impossible for 4 
manufacturer who has dealt with fifty 
or a hundred wholesalers, to turn about 
and conduct negotiations with twenty 
thousand retailers. “Someone,” he stated 
“will not be getting the goods.” 


SILVER PROBLEM 


William G. Thurber, Providence, R. I, 
chairman of ANRJA’s silver committee, 
considered the silver situation on 
Wednesday morning, although originally 
scheduled for the previous day. 

Briefly reviewing the recent battle 
which resulted in industry getting %¢ 
silver, Mr. Thurber warned his listeners 
that the battle was not, by any means 
over. “Western. mining interests” he 
declared, “ are still discontented 
have plans for the future. They still 
want silver priced at $1.29 per fine 
Troy ounce, and eventually hope t 
boost the price to $2.18.” 

Quoting from the Mining Record, & 
Colorado publication which reflects ac 
curately the sentiments of the Silver 
Bloc, Mr. Thurber stated that the West- 
erners maintain “the mining West must 
take a vigorous stand and will not 
quit !” 

Members of the Silver Bloc consider 
the present price an “armistice,” 
speaker declared—“‘an ‘armistice pt 


(Please turn to page 449) 
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Gen. Bradley Speaks at Bulova School Graduation 


Says it Marks New Step 
forward for Vets; N.Y. 
Mayor Praises Industry 


One of the highlights of conven- 
tion week in New York was the first 
raduation of the Joseph Bulova 
School of Watchmaking at Wood- 
side, L. 1. Twenty disabled veterans 
participated in the ceremonies and 
heard talks by General Omar N. 
Bradley, Administrator of Veterans 
Affairs, and New York’s Mayor Wil- 
liam O’Dwyer, as well as officers of 
the Bulova Watch Co. 


JEWELERS TO HIRE 1600 


In his address, Gen. Bradley told the 
students that “your graduation today 
marks a new step forward in joint gov- 
ernment and industry cooperation to in- 
sure that there will be no repetition of 
the wasteful and costly practice of 
ignoring the talents and abilities of dis- 
abled veterans.” 

Pointing out that the Bulova School 
is a pioneer in the development of voca- 
tional training programs for the dis- 
abled, Bradley said, “I am told that 
jewelers throughout the United States 
are ready and willing to employ 1,600 
Bulova graduates, sight unseen.” 


JUST A YEAR OLD 


Mayor William O’Dwyer, in his speech 
of welcome, congratulated the faculty 
and students of the Bulova School upon 
their accomplishment and praised New 
York industry in its quick participation 
in such programs. Other speakers were 
Arde Bulova, chairman of the board of 
trustees of the school, who thanked Gen- 
eral Bradley and the US Office of Edu- 
cation for their wholehearted coopera- 
tion; Howard L. Beehler, Dean of the 
school, John H. Ballard, trustee, who 
presented the certificates; and Father 


CLASS SPOKESMAN 
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2,500 people attended the graduation ceremonies on the lawn of the Bulova School of Watch- 

making on August 14. Industrial leaders, jewelers, Bulova employes, as well as undergraduate 

students at the school heard General Omar N. Bradley, Mayor William O'Dwyer and others 
laud the institution's achievements. 


Arthur J. O’Conner. Col. 
Henshel, trustee, presided. 

The cornerstone for the Bulova School 
was laid in August, 1944, and the School 
first opened its doors on July 23, 1945. 
Chartered by the Board of Regents of 
the State of New York, the School has 
been teaching 125 students, and with the 
cooperation of the _ retail jewelers 
throughout the United States will 
eventually place at least 1,800 students 
in well-paying positions as expert watch 
craftsmen. 

The School is housed in a building of 


Harry D. 


colonial design, especially constructed- 


with a view to including every modern 
convenience, such as cork floors, air-con- 
ditioning, sound-proofing, non-skid floors, 
electric-eye doors, hydraulic elevators, 


RECEIVES CERTIFICATE 





General Omar N. Bradley, Col. Harry D. Henshel and Arde Bulova watch as John H. Ballard, 
tight, presents a certificate of graduation to Eugene Dorroh, spokesman for the graduates. 
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electrically controlled curtains and movie 


_ Screens. 


Complete medical facilities are avail- 
able to continue treatment for men still 
under medical care. A _ well-equipped 
recreation room, latest films, and a shad- 
ed, tree-lined miniature campus provide 
entertainment and relaxation. 


BRANCHES IN HOSPITALS 

To give early stages of training to 
veterans at hospitals who are not ready 
to travel, branches of the school are in- 
stalled in various veterans’ hospitals. 
Branches are now operating in the New- 
ton D. Baker General Hospital at Mar- 
tinsburg, West Virginia; the Walter 
Reed Hospital at Washington, D. C., and 
in the Birmingham General Hospital at 
Van Nuys, California. 

Additional branches of the Bulova 
Watchmaking School will shortly be op- 
erating in veteran hospitals in Massa- 
chusetts, Tennessee, Illinois, and Vir- 
ginia. All hospital branches of the 
school are equipped with tools and work 
benches especially designed for bedrid- 
den students. 

Prospective students are given thor- 
ough tests to determine their definite 
aptitude for the fine craft of watchmak- 
ing. These include a general intelligence 
test, a mechanical comprehension test to 
determine general mechanical aptitude, 
and two specially designed dexterity 
tests to determine ability to handle small 
screw drivers and tweezers. This screen- 
ing is highly important, as it eliminates 
at the very beginning men who might 
not be able to successfully complete the 
course. Thus are future heartbreaks 
avoided. 

Students come from many and varied 
backgrounds. At the school now are 
an ex-boxer, a former truck driver, a 
music teacher, a laboratory technician, 
a laundry worker, a shipping clerk, and 
a chef. All but one are veterans of 

(Please turn to page 450) 


433 











Se 


pac 





UHAA Convention Will Feature a Membership Drive 


Need for Building 
Organization Stressed 
In Pre-Confab Notice 


A plan for increasing member- 
ship fifteen-fold will be one of the 
subjects under discussion at the first 
post war convention of the United 
Horological Association of America 
to be held in Cleveland on October 
19, 20 and 21. 


| 
| 





Plans for expanded service to the 
craft and continued efforts in the 
direction of watchmaker licensing 
will be other highlights of the meet- 
ing. While speakers and a definite 
program have not yet been made 
known, the advance prospectus states 
that talks will be given by technical 
specialists, government experts, 
educational leaders and craft leaders 
and that a business promotion ses- 


sion will be held. 
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THROUGH BETTER WHOLESALERS 
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Pointing out that 1942-43 membe 


hs 
stood at 2,429, exclusive of beens 
life, associate or contributing wees 


ships, the report stated that the UHAA 
“is at a critical point in its history 
membership-wise.” With 50,000 watch. 
makers in the United States, the grou 
feels that it should have at ea 
simple majority. ’ 

To achieve that objective, the report 
outlines a plan whereby each actiye 
member is to have the responsibility of 
personally recruiting fifteen members. 
“Translating these figures into city or 
state organizational terms, it mean; 
that each unit must increase its men. 
bership fifteen-fold,” says the report, 

A plan to “regularize the public’s sense 
of watch care” will also be taken up 
at the meeting. Says the report: “4 
watch is one of the few pieces of me- 
chanical equipment the mechanically. 
minded American public has not been 
encouraged to fool with...A new 
and_ relatively untouched field for 
horological promotion lies in regularir- 
ing the American public’s sense of watch 
care. “Suggesting that the watchmakers 
make their customers aware of the value 
of regular watch care, the report stated 
that such action would “automatically 
increase the demand for horological ser- 
vice 50 per cent annually.” 


SERVICE POSSIBILITIES 


Possible services to be offered horol- 
ogists by the UHAA were also listed 
in the report. They include: market 
surveys, hiring kits enabling more satis- 
factory evaluation of employees; estab- 
lishment of cost and profit margin on 
watch repair compensated by varing 
costs among the states; evolving studies 
on per man production.” 

Pointing out that the vast newcom- 
petition for the consumer dollar makes 
organizational efforts imperative, the re- 
port suggested that the UHAA should 
put “the drama of time” across to the 
public. “There should be a consistent 
potential bond with the watch owner,’ 
it continued, “so that when he walks out 
of the horologist’s establishment, he does 
so with the firm intention of returning 
in a specified time.” 


DEPENDS ON INDIVIDUAL 


Declaring that the crafts and profes- 
sions have long recognized that a single 
defaulter can undo the constructive, 
ethical work of a hundred practitioners, 
the report urged full cooperation by all 
members. 

Also scheduled for the convention are 
elections. The offices to be filled this 
year are president, vice-president, two 
executives for the board of directors 
(to serve one year), two two-year execlr 
tives, chairman and vice-chairman of 
the National Board of Trustees, as well 
as numerous committee members and 


_ chairman. 
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s.A. Cutters Strike 
Against Government 


Restriction on Wages 


The South African Diamond Work- 
ers’ Union wants the repeal of the emer- 

ncy regulations which affect about 
355 diamond cutters in the Union. 

The secretary of the Cape Town 
pranch of the union said that the emer- 
gency regulations had been introduced 
in March, 1944, and had been tightened 


‘in November, 1945. Since their introduc- 


tion there had been cuts of 20 per cent 
cent and 25 per cent in the wages of 
the cutters. The employers in the in- 
dustry had recently offered to increase 
their wages, but this had not been al- 
lowed by the Controller of Industrial 
Manpower, despite the fact that the 
price of diamonds had doubled since 
the second cut was enforced in January, 
1945. The cutters felt that as highly 
skilled craftsmen employed in a luxury 
trade they should not be under Govern- 
ment control. They worked entirely on 
gem stones and at no time had any 
member of the union been employed in 
the cutting of industrial diamonds. 


LOSING MONEY MONTHLY 


Since the regulations came into force 
it was estimated that qualified workers 
had lost an average of £70 a month, 
amounting to a total of about £294,000 
a year to members of the union. “We 
feel that we are being dictated to, and 
as a result of this dictatorship the men 
are losing thousands of pounds.” At 
present a fully qualified worker receives 
between £100 and £120 a month. This 
would seem to be an extraordinarily 
high wage, but he pointed out that in 
time of depression the wages of dia- 
mond cutters were as low as £10 a 
month and many of them were unem- 
ployed. It was a trade in which the 
workers had to earn what they could, 
so that they could live on their savings 
during a slump. No one could predict 
how long the present boom would last. 
It was quite possible for it to fall 
away within six months. It was said 
that returned soldiers found that their 
wages were now considerably lower than 
when they enlisted. In January all the 
workers in Cape Town had gone on 
strike for a week in defiance of the 
Emergency Regulations, but there had 
been no prosecutions. It is stressed that 
the dispute was not against the em- 
ployers but against the emergency regu- 
lations. 


Platinum Prices Up 130 Per Cent 
(From page 430) 

of about 60,000 ounces of platinum an- 
nually—more than half the annual sup- 
ply of new platinum—tried to obtain 
quantities of this metal at the ceiling 
price of $35 in effect at that time. There 
was little available. Foreign purchasers 
took all that was available from Canada, 
Russia, South America and Colombia— 
Major sources of the world supply. 
Foreign producers, expecting a rise such 
as that which occurred during the last 
war, would not sell at $35 an ounce. 
After the removal of price control in 
April prices started moving upward 
and it was only then that supplies of 
platinum began to come on the Amer- 
ican market. 
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customers 


... if you haven’t got it 
in stock, bring in samples 
by AIR EXPRESS 


YOU'VE GOT a powerful argument to keep customers 
from “looking somewhere else”’— when you tell them 
you'll bring in anything they want to see by Air Express. 


DELIVERY SPEED is so fast that any supplier’s stock 
anywhere in the country is only a matter of hours away 
from your door. 


MAKE MORE MONEY by ordering memo samples sent 
Air Express, as thousands of firms are doing. Get repairs 
faster. Low rates for high speed. No extra charge for 
insurance up to $50. Only 10¢ for each additional $100 
or fraction thereof, 


Opecity Air Express-a Good Business Buy 





Shipments go everywhere at the speed of flight between RATES CUT 22% SUNCE 1943 (U.S. A.) 






































principal U.S. towns and cities, with cost including aan a ne 
i 1 " k d d li Ss d i li b paILeS 2 ths. | 5 lbs. | 25 Ibs. | 40 Ibs. gor B. 

special pick-up and delivery. Same-day deliv etw 

Pp P Pp ry , yo 7 ery t was 149 | $1.00 | $1.00| $1.00) $1.23 3.07< 

many airport towns and cities. Fastest air-rail service 349 | 1.02| 1.18] 230] 368|  9.2%e 

to and from 23,000 off-airline communities in the United ee neha erie 

a z : - a 1049 1.17 1.98] 7.68) 12.28 30.70 

States. Service direct by air to and from scores of foreign 2000 | 143] 353] 174512020] Jeatc 

countries in the world’s best planes, giving the world’s iso | 147] 3.68| 19.42] 29.47] 73.68 





INTERNATIONAL RATES ALSO REDUCED 








best service. 











GETS THERE FIRST 


Write Today for the Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for it 


at any Airline or Railway Express office. 






Py Phone AIREXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Regulation W Now Applies to Sales Up to 
$2.000 But Hope is Seen for Abolition 


Regulation W, controlling consumer 
credit, has been amended to bring un- 
der Government control all installment 
sales up to $2000 instead of only those 
up to $1500—the old maximum exemp- 
tion level. The amendment, effective 
Sept. 3, was issued by the board of 
Governors of the Federal Reserve Sys- 
tem to cover rising prices, particularly 
on automobiles, and to counteract the 
jump in consumer credit that has 
occured since the regulation was re- 


Papa te re 


laxed last fall. 
Also effective Sept. 3, the maximum 
maturity for installment loans that are 


not connected with the purchase of 
consumers’ durable or _ semi-durable 
goods has been reduced from 18 to 15 
months. Installment credits for durables 
remain subject to a maximum maturity 
of 12 months or 15 months in the case 
of automobiles. 


DEPENDS ON CONGRESS 


Regulation W will expire when the 
end of the present emergency has been 
decreed by the President or Congress, 
but the Board of Governors has asked 
Congress for legislative authority to 
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Buy it at Johnson's 


and make a PROFIT 


1847 Rogers Plastic Trays 

Bros. Manning Bowman 
Community Electric Appli- 
Wm. Rogers & ances 

Son Remington Rand 
Tudor Shavers 
Seth Thomas Plated Hollow- 
Westclox ware 
WarrenTelechron Jewelry 
McClintock the  SPeidel 

Jewelers Clock  Iskin 
Ronson Jacoby-Bender 
Dresser Ware Gemex 
Glass Cheever-Tweedy 
Tiffen Heller Pearls 
Silver City Giftware 
Viking Desk Sets 


J. W. JOHNSON, Inc. 


J. W. Johnson, Inc., Silversmiths Bldg., 15 Maiden Lane, New York City 


Wholesalers of Watches, Clocks, Jewelry, Giftware, Silverware 


We buy only what we 
know you can sell at a 
profit... J. W. John- 
son, Inc. has hundreds of 
sources of supply ... all 
brought under one roof 


for your easy buying. 


So if you want “click” 
merchandise that adds 
up PROFIT TO YOU, 
BUY IT AT JOHNSON'S 
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. from surrounding towns. 





continue the control of consumer Credit 
as a permanent part of its fiscal powers. 
Several administration Congressmen 
have indicated that they will introduce 
such legislation when Congress meets 
again next January. Rep. Jesse Wolcott, 
Rep., Mich., ranking minority member 
of the House Banking and Currency 
Committee, has called for the terming- 
tion of Regulation W and says he wij] 
place such a bill in the Congresgionaj 
hopper. 

Much depends on the complexion of 
Congress after the November elections, 
Should the Administration lose its pres- 
ent slender majority, Mr. Wolcott would 
succeed to the chairmanship of the 
Banking and Currency Committee. He 
could then effectively stymie any legisla- 
tion not to his liking and be in a power- 
ful position to push through a bill kill- 
ing Regulation W. Even in his minority 
status, his influence would be consider- 
able. 


LIBERAL INTERPRETATION 


If the Administration should be given 
legislative authority to continue control 
of consumer credit on a permanent basis 
Federal Reserve officials told JeEwezzns’ 
Crmoutar-Keystone that the law would 
probably be administered in the follow- 
ing manner: the regulation would be 
kept on the books, but in stand-by condi- 
tion, and would only be invoked when 
the economy of the country was not in 
balance; or, a very liberal regulation 
would be a permanent fixture. 





St. Louis Jewelers Form Gemology 
Group, Attract 500 to Lecture 
On Diamonds at Washington U. 


The jewelers of St. Louis interested 
in the study of gems have established 
a study group and are recognized as 
the Gemology Section of the St. Louis 
Academy of Science. The group this 
year is headed by Clem M. Wolff, of 
Hess Culbertson Jewelry Co. and Mr. 
Elleard B. Heffern of Heffern Neu- 
hoff Jewelry Co. as president and secre- 
tary respectively. 

The meetings are held in the Mineral- 
ogy Department of Washington Univer- 
sity where there is access to the large 
stone collections of the University, both 
of the rough and cut stones. Dr. W. D. 
Shipton of the university has been of 
great assistance to this group. 

On two occasions the group sponsored 
public lectures on diamonds which were 
well received by a large audience. The 
latest was an illustrated lecture on 
“Diamonds” by Gladys Babson Hanna- 
ford, outstanding authority and _|lec- 
turer. This lecture was held in the 
Washington University Medical School 
Auditorium in April, and approximately 
500 people attended. 

The group points with pride to the 
fact that at least six members in the 
last year were interested enough to 
take the complete gemology correspon- 
dence course conducted by the Gemo- 
logical Institute of America. 

Meetings are attended not only by 
men in St. Louis but by active jewelers 
Some drive 
for a considerable distance to partici- 
pate. The first meeting of the fall 
season will take place on the second 
Thursday of September and plans are 
being made for an interesting fall sea- 
son. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





' Oo @O tt t 








oPA Returns With Many Rises in Jewelry Items 


Clocks, Watches Granted 
Increases; Fine China 
Exempted from Control 


OPA has returned, but it lacks a 
good portion of its former sting. 
Price increases covering practically 
all consumer durable goods on the 
retail level have been announced and 
complete exemption has been granted 


in several cases. 

Among the items now granted boosts 
are clocks and non-jeweled watches, 6 
per cent; small electrical appliances 
(toasters, irons, shavers, coffee makers), 
4 per cent; household china, 7 per cent; 
radios and electric phonographs, 3 per 
cent. This comes as good news to 
jewelers because up till now OPA re- 
quired retailers to absorb post price 
increases previously granted to manu- 
facturers. 


MANY CLOCKS EXEMPT 

Completely exempt from price control 
are several types of clocks and house- 
hold vitrified china. The clocks ex- 
empted include battery operated ones 
(except automobile clocks) china clocks, 
hall clocks of the grandfather type and 
onyx-cased clocks. 

The price agency explained that the 
battery-operated clocks, china and onyx- 
cased clocks are made in only small 
numbers and no increase in output or 
diversion of materials is expected to 





Murray Spitzer, Formerly with 
Black Starr and Gorham, Joins 
Henry Kohn and Sons in Hartford 


Albert M. Kohn, president of Henry 
Kohn and Sons, Hartford, Conn., jewel- 
ers, recently announced the appointment 
of Murray Spitzer as vice president and 
general manager of the concern. 

Mr. Spitzer was formerly with Black 
Starr and Gorham and the Gorman 


Manufacturing Co. in their Fifth Ave- 
York City, 


nue store in New their 


MURRAY 
SPITZER 


Providence, R. I., factory, and for sev- 
eral years was manager of their New 
Jersey store. 

His most recent position was as 
national retail jewelry sales manager 
of Sears, Roebuck Co. He is a graduate 
of Albion College, Mich., where he re- 
ceived his AB degree, later taking his 
master’s at the University of Southern 
California. He also taught sociology at 
the Wharton School of Business at the 
University of Pennsylvania. 
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result from lifting of controls. China 
clocks are those with a striking mechan- 
ism that play a melody and may be 
either electric or spring wound. The 
onyx clocks are generally sold by case 
makers in lots of six to 12 cases upon 
the basis of the size and quality of the 
onyx, its color and markings, with 
many cut from odd pieces of onyx. OPA 
pointed out that continued pricing of 
these individual items would impose a 
greater burden on the agency and in- 
dustry than the benefits warrant. 
Household vitrified china, which makes 
up only a small part of the industry’s 
output, has been added to the items 
suspended from control. As a result 


| 





of OPA’s letting down the bars, fine 
china prices promptly jumped 25 to 30 
per cent in the first two weeks after 
the order came. (Further information 
on china prices in Gift Chats, page 
410). 

English bone china and earthenware 
were two of ten imported items re- 
moved August 26 from dollar-and-cent 
ceilings. They are now subject to the 
general import pricing formula which 
allows total landed costs plus customary 
mark-up. This means that higher prices 
will be in effect. OPA said that this 
action was similar to that already taken 
on a number of other imported items. 
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Established 1931 


FULTON WATCH CRYSTAL CORP. 
121 Fulton Street © New York 7, N. Y. 























Gold Electroplate Standard Submitted to Trade 


Comments Asked by 
Bureau of Standards 
On Proposed Rules 


A proposed commercial standard 
for electroplated articles which was 
developed at a meeting of manufac- 
turing jewelers and other members 
of the trade with officials of the Na- 
tional Bureau of Commerce last May 
is now being submitted to manufac- 
turers, distributors and other inter- 


ested persons for advance comment. 
The Bureau of Standards will issue 
a summary of comments from the trade 
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on September 10, after which the final 
commercial standard will be drawn up. 
It will be noted that provision is made 
in the standard (printed below) for 
marking gold electroplated articles on 
two bases—equivalent thickness of fine 
gold and, when the fine gold content is 
not less than one per cent by weight, 
on the content of fine gold. 





Proposed Standards for Plated Goods 


Tentative Draft of Proposed Commercial 
Standard for Marking Gold-Electroplated 
Articles 


As submitted jointly by the Jewelers’ 
Vigilance Committee and the New En- 
gland Manufacturing Jewelers’ and 
Silversmiths’ Association. 
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one of many new designs 


in the Progress line... 


Pin and earrings in sparkling 


rhinestones... 


surrounding a simulated moonstone 


set in gold plated 





Sterling Silver. 
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PROVIDENCE 3, R. I. 








Scope 


1. ‘This standard covers the Markin 
of gold-electroplated articles, as henahe 
defined, offered for sale in the United 
States of America. 


Definitions 


2. In this standard, unless the context 
otherwise requires— 

(a) “Article” means any article 
made of base metal or other materia| 
to which an outer plate or covering 
of gold has been affixed by electro. 
deposition. 

(b) “Apply” or “Applied” includes 
any method or means of application 
or attachment to, or use on, or in 
conjunction with, or in relation to ap 
article, whether such application, at- 
tachment or use is to, on, in or with— 
(1) The article itself, 

(2) Anything attached to the article, 

(3) Anything to which the article jg 
attached, 

(4) Any bill, invoice, order, statement, 
letter, advertisement, or anything 50 
used or placed, as to lead to a reagon- 
able belief that it refers to the article 
in question. 

(c) “Fine Gold” means gold of 24 
karat quality. 

(d) “Mark” means any letter, figure, 
numeral, symbol, sign or device, or 
any combination thereof. 

(e) “Quality Mark” means any 
mark, as herein defined, indicating or 
purporting to indicate that any article 
contains gold, or the quality, fineness, 
quantity, weight, thickness, proportion 
or kind of gold in an article. 

(f) “Significant Surfaces” means 
those surfaces of the article which, 
when in service, are visible or are 
subject to wear or corrosion. 


Quality Marks 


3. Marks— 

3a. Marking on the basis of the 
equivalent thickness of fine gold.—An 
article, or any recognizable part of an 
article, completely covered with gold 
or an alloy of gold affixed by electro- 
deposition may have applied thereto the 
quality mark “gold electroplate” provid- 
ed that the thickness of the gold coat- 
ing on significant surfaces, is equivalent 
to not less than seven millionths of an 
inch (0.000,007 in.) of fine gold. 

3b. Marking on the basis of the con- 
tent of fine gold.—If an electroplated 
article made entirely of metal meets the 
requirements of paragraph 3a, and has 
a content of fine gold of not less than 
1.0 per cent by weight, it may have 
applied thereto a quality mark consist- 
ing of the words “gold deposit” followed 
by a decimal fraction in three figures 
showing the minimum fine gold content 
of the article in proportion to the total 
weight of the metal in the article. For 
example, “gold deposit .025” means that 
the ratio of the weight of the fine gold 
in the article to the total weight of the 
metal in the article is .025. 

4. Articles ineligible for marking— 
Any article covered with less gold than 
is specified in paragraph 3 shall not have 
applied thereto the terms “gold,” “plate,” 
“electroplate,” “deposit? or any com 

(Please turn to page 448) 


THE JEWELERS’ CIRCULAR-KEYSTONS 





ing 
rein 
ted 


icle 
rial 
ing 
To- 


m- 


hy 
cle 
SS, 
on 


ns 


re 


s 





Local JVC Brane 


Large Cities to Have 
Groups Aiding in Work 
Of Vigilance Committee 


Local branches to further the 
aims of the Jewelers Vigilance Com- 
mittee are under consideration as a 
means of promoting the committee’s 
work. The idea was suggested at a 
special meeting of the board of di- 
rectors held on August 14 at the 
Waldorf-Astoria. 


The local groups would not have the 
power to act for JVC, but they would 
assist in promoting the ideals of the 
organization. Among other things, said 
the JVC report, the functions of such 
groups might be: to develop and help 
maintain trade standards on the highest 

ssible level in the respective communi- 
ties; to watch for and report violations 
of marking and stamping laws as well 
as advertising of an unscrupulous na- 
ture; to maintain close relationships 
with Better Business Bureaus wherever 
they exist. 


COMMITTEE SET UP 


Said the report: “Establishment of 
local groups with definite responsibilities 
located in the larger cities should prove 
of assistance in interesting everyone in 
the industry, both in the activities of 
the Jewelers Vigilance Committee and 
in its support.” 

A special committee, headed by P. 
M. Fahrendorf; president of Ture Jewet- 
res’ CrmmcuLAR-KEYsToNE, was set up to 
plan and arrange for such countrywide 
advisory groups. 

The possibility of establishing groups 
of this sort came as result of Executive 
Vice Chairman P. Irving Grinberg’s 
successful tour through the far and mid- 
dle west. After attending the conven- 
tion of the California Retail Jewelers 
Association, Mr. Grinberg visited San 
Francisco, Salt Lake, Denver, Kansas 
City, St. Louis and Indianapolis. In 
each city, Mr. Grinberg presented the 
story of the JVC and its aims. “It 
was gratifying to note,” he said upon 
his return, “that these meetings were 
attended by large numbers of represen- 
tative members of all branches of the 
industry.” 

Also discussed at the meeting were lat- 
est developments in the proposed “Pre- 
cious Metals Act.” Aaron Lipper of 
Lipper, Shinn & Keeley told the group 
that the industry has long recognized 
the fact that the present National Stamp- 
ing Law is thoroughly inadequate. Work 
on the draft of the new stamping law, 
he said was progressing satisfactorily. 
The preliminary draft of the act has 
been widely circulated throughout the 
industry accompanied by a request for 
Suggestions, comments and criticisms, 
he declared. 

Considerable data has already been 
received and is now being collated with 
geod prospects for a final draft being 
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ready in January in time for presenta- 
tion to Congress. 


CONCERTED ACTION 


Walter N. Kahn, chairman of the Tax 
Committee, told the group of a resolu- 
tion voted by the National Association 
of Credit Jewelers at their Chicago con- 
vention which urged the industry to 
“unite with the fur, cosmetics and lug- 
gage interests to set up a citizens’ move- 
ment to demand speedy elimination of 
wartime excise taxes on the ground 
that the Congress was not keeping faith 


with the American public and with busi- 
ness by continuing these taxes into peace- 
time.” 

Mr. Kahn revealed that efforts were 
made last year to co-ordinate action 
with the fur industry in attempting to 
secure relief from war time excise taxes, 
but it was then learned that the fur 
people were not unified on the question. 
“It was therefore impossible to secure 
concerted action,” he said. The advis- 
ability of retaining public relations coun- 
sel was considered but it was decided 
to withhold action “until developments 
warrant this type of work.” 
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CARETTE pay 


Sterling silver hand made cigarette box (tea caddy 
style). Superior workmanship, excellent weight. For 
discriminating customers who appreciate the unusual. 
Price, $29.75 to rated retailers. Terms net 10 days. 


Sterling and Silver plated hol- 
low ware price list on request. 


Concord Merchandise Company 


Silverware 


LS 





New York 





WESTERN OFFICE: Concord Merchandise Co., of California, Inc. 


205 So. Spring Street 


Los Angeles, Cal. 
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OPA Decontrol Procedure to Depend Almost Entirely 
Upon the Supply and Demand Picture in Each Commodity 


OPA’s procedures for decontrol 
of non-agricultural commodities bear 
out OPA Chief Paul Porter’s ear- 
lier statements that the new price 
control law would be rigidly adhered 
to in arriving at future price deter- 
minations. 

Procedural Regulation 17, effective 
Aug. 23, makes it quite clear that in- 
dustry will have to prove that the com- 
modities it produces meet the standards 
contained in the law before OPA will 
consider petitions for decontrol. 

Industry petitions will be handled by 
a newly-created Decontrol Division, 





headed by John Bulkley, assistant 
deputy administrator for decontrol. 
Only procedure for petitioning for 
decontrol on grounds of the balance of 
supply and demand have been provided 
in the new regulation. Before Dec. 31, 
1946, there is no provision for industry 
advisory committee action to institute 
decontrol of items solely because of 
their unimportance to business or living 
costs. OPA is charged with the respon- 
sibility to clear off the dockets by that 
date every item except those it finds 
to be important in relation to business 
or living costs. Before that date, de- 
control on that basis is left wholly up 
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" The House of Cordovan” 


Attractive Folder Display 
Containing 4 Dozen Straps 
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The attractive counter dis- 
play shown above holds 
one dozen straps of as- 
sorted colors: Hudson 
Black, Seal Brown, Samoa 
Tan, American Tan and 
Natural Tan Levant Grain. 
Comes in grain or smooth | 
finish. 
If your jobber cannot sup- 
ply you write us direct. 
Prompt deliveries. 





to OPA, according to the announcement 
accompanying the regulations, After 
Dec. 31, industry committees may peti- 
tion for removal of price controls from 
any additional items they consider yp. 
important. Informal advice on their 
views may be given at any time, 


INDUSTRY COMMITTEES FILE 

In general, this is the procedure estab. 
lished by the new regulation: 

1—Committees must file a formal peti- 
tion for decontrol. The committee must 
show, in its position, its reasons for 
thinking the existing supply demand re- 
lationship of the commodity in ques- 
tion warrants decontrol. A simple state- 
ment that supply and demand are jn 
balance will not be sufficient, says OPA, 
The procedure established requires the 
request to be supported by a thorough 
analysis of current production and its 
relation to demand, together with sub- 
stantiating evidence to support this an- 
alysis. Suggested as evidence are such 
data as: well-grounded estimates of de- 
mand at all levels of distribution; in- 
dustry surveys .of current production 
made by trade groups or research or- 
ganizations of a representative sample 
of firms; surveys of raw material and 
labor supplies and geographical dis- 
tribution, and any other statistical in- 
formation available. 

In determining whether production 
matches demand, OPA says the tests 
would be: can those who buy the con- 
modity for their own use at existing 
ceiling prices do so with the same facil- 
ity and width of choice they had before 
the development of wartime pressures 
and is this a purely fleeting condition 
or is there reasonable likelihood that it 
will continue? 


FORMAL HEARINGS 

Since comparison with prewar buy- 
ing conditions is essential to the de- 
termination, parallel data for a typical 
prewar year (1941 is suggested) is also 
asked for. This should be supplied for 
exactly the same selling period as the 
current data. 

2—Within 15 days after receipt of 
the petition, OPA will either tell the 
committee that decontrol of the item 
has been approved, or give its reason why 
the standards of decontrol have not been 
met. If the position is not in proper 
form, it will be dismissed. In this case, 
the committee can file a new petition. 
Groups may also send in further in- 
formation after their petition is on file, 
but this will be treated as a new peti- 
tion. 

3—If a request for decontrol is not 
granted in full, the industry committee 
may request a formal hearing. This 
hearing will be> held within 10 days of 
the receipt of the request. Here indus- 
try members will be given an oppor 
tunity to present their arguments for 
decontrol. Also, the Consumer and 
Labor Advisory Committees of OPA 
will be notified, so they can present 
evidence on behalf of consumers and 
labor. Again, the decision must be given 
in 15 days. If it is adverse, OPA must 
cite the economic data or other facts on 
which the denial is based. . 

4—The Price Decontrol Board is the 
final tribunal in case decontrol is Te 
fused by OPA after both a petition and 
a hearing. The industry may present 
its petition to the board for review oF 
a re-hearing. 
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industrial Diamond Association Holds First Annual 
Convention in Detroit, Demonstrates Use of the Gem 


y 


The first convention of the Industrial 
Diamond Association of America, which 
took place on July 16, 17. and 18 in 
Detroit’s Hotel Book-Cadillac, high- 
lighted the great progress made since 
the days when the now indispensable 
abrasive was first used. ; 

It was not so much the emphasis on 
the many war and civil uses of indus- 
trial diamonds that was striking, as the 
success of the two groups composing 
].D.A.—diamond importers and diamond 
tool! makers harmoniously working to- 
ether that diamonds might become still 
more valuable to American industries, 
and pooling their resources for research. 
It was proved beyond a doubt that no 
other cutting, grinding or drilling media 
could compete with diamonds for 
economy and accuracy. 


RESEARCH ASSURED 


Research towards further progress 
and continued improvement of ethical 
relations within and without the dia- 
mond industry were assured by the 
composition of seven committees ap- 
pointed by President Harvey B. Wal- 
lace (Wheel Trueing Tool Company, 
Detroit) unanimously approved by the 
directors, Ist Vice President I. J. Meade 
(U. S. Industrial Diamond Corpora- 
tion); Charles J. Moebel, 2nd Vice 


President (Koebel Diamond Tool Com- 
pany); Irving R. Berk ‘Midwest Dia- 
mond Sales Company); =.ouis Chambre 
(Ballofet Dies and Nozzle Company) ; 
Stephen W. Hofman, Frank E. Koebel 
(J. K. Smit Company) Harold De S. 


THESE ARE DIAMONDS 





The jewelry above is precious, but we can't 
truthfully say it's pretty. The gems are in- 
dustrial diamonds set in precious metals and 
worn by a pretty model at the recent meet- 
ing of the Industrial Diamond Association. 


Mendes (Mendes Diamond Sales Com- 
pany); James A. Ross (Sprague and 
Henwood, Inc.); H. R. Spandel (H. R. 
Spandel, Inc.); and Charles Ullman 
(Associated Diamond Company). 

The committees, appointments to 
which were unanimously ratified by the 
delegates from 80 per cent of I.D.A.’s 
membership, were: Memberships and 
Practices, F. E. Koeble; Research; H. 
E. Robinson (Wheel Trueing Company) 
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Toolmakers; William J. Sansom (Koe- 
bel Diamond Tool Company (Importers ; 
D. Van Itallie, Diemakers; F. Durand 
(Cochaud Wire Die Company) Public 
Relations; Vice President I. J. Meade; 
Finance, Charles Ullman. 

Although there were five full general 
sessions, seven committee meetings and 
three meetings of the Board of Direc- 
tors under his coordination, Executive 
Manager Athos D. Leveridge (501 Lex- 
ington Avenue, New York) still was 
able to provide for much fellowship in 
the busy schedule. 

There were two group luncheons in the 
Book-Cadillac’s Normandie Room, a 


| 


banquet in the Italian Gardens during 
which beautiful “Miss Industrial Dia- 
mond,” much publicized in the news- 
papers as standard bearer, distributed 
the artistic certificates of membership 
to 65 firms; a lavish cocktail party by 
the president at his plant, a group 
luncheon, and an outing at the Fair- 
haven home of vice president Charles 
J. Koebel on the shores and waters of 
Lake St. Clair. 


The heavy necklace and _ bracelet, 
brooches, ring and earrings of diamonds 
worn by “Miss Industrial Diamond” 
were composed of huge industrial dia- 
monds, She was guarded by a Detroit 
police detail at every appearance and 
newsmen’s bulbs flashed in profusion in 
her wake. A photograph of the jewelry 
shown here displays it. 
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Something NEW from 


CLEARTEX 


Infant’s Dresser Sets 





trimmed with shining silver. 


These handsome lucite children’s brush and comb sets are artistically 
Gracefully designed, 
crystal lucite, sparkling sterling silver deposit, and new nylon bristle. 
These new CLEARTEX children’s sets are displayed in attractive satin-lined 
acetate gift boxes for full vision and easy selling. 

174/2—Silver-backed military brush with engine turn and raised floral 
GRE, WEE GOIN 666 6 cb tesgie cosh ccesetdisdbcaceastiee Retail $6.00 Set 
173/2—Silver-backed, handle brush with beautiful rose design and engine 
turn decorative bevel edging, with comb................ Retail $6.00 Set 
172/2—Lucite brush with tapered handle with sterling silver deposit on 
RONG, GUD GUNNS ca svaecnedcedbandd cncesehedhsanchl Retail $4.50 Set 


These and other attractive dresser sets displayed at our showrooms. 


METALTEX 


385 FIFTH AVENUE, NEW YORK 16, N. Y. 
and on the Pacific Coast 
S. C. KARTIGANER 

607 South Hill St., Los Angeles 14, Cal. 


Have you seen our attractive new siiver dresser sets? 
Send for our illustrated pamphlet. 


superbly executed in 


INC. 
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Comprehensive Program of Help to Small 
Businessmen Outlined by Commerce Dept. 


A comprehensive program of aid 
to the nation’s small businessmen, 
to be carried out during the next 
twelve months, has been announced 
by Secretary of Commerce Henry 
A. Wallace. 

The program will be under the 
general direction of 
Arnold, assistant to the secretary 


Laurence F. 


for small business, and will be ad- 
Kelly, di- 


ministered by James L. 


A 


— 





rector of 
Business. 

The program sets up six main objec- 
tives for the next year designed to pro- 
mote the over-all welfare of small busi- 
ness. The nation’s welfare is directly de- 
pendent upon the prosperity of the small 
businessman, Mr. Wallace said. 93 per 
cent of the nation’s small business estab- 
lishments are in the small business cate- 
gory and these businesses sell 30 per 
cent of all goods and services produced 
and provide 45 per cent of all non- 
agricultural employment. 


the Office of Small 


WE WILL PAY 


FOR YOUR 


JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


% We are expanding ... We are not auctioneers. 


We'll buy your stock and fixtures as a going busi- 


ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 


confidential and our representative will call at your 


convenience. Bank references furnished on request. 


CHARLES SHANE Jr. 
and réssociates 


7 
Ne 


Coast to Coast 
Operation 


dg 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AYE...CLEVELAND 14, OHIO 
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SIX POINT PROGRAM 

The six points of the small business 
program are: 

1. Counseling aid to small business. 
men. 

2. Aid to small business in obtaining 
Government contracts and sub-contracts 
from larger firms; and aid in obtainin 
Federal surplus property and new pro- 
duction equipment. 

8. The sponsoring of fair trade prac- 
tice legislation and providing of informa- 
tion on types of Federal aid available to 
small business. 

4. Aid in reducing the tax burden on 
small business and in promoting fayor- 
able financing. 

5. Promotion of state aids to smalj 
business, particularly in determining 
areas favorable for small business ex- 
pansion. 

6. Direct assistance to small business- 
men in helping them solve their imme- 
diate individual problems. 


COUNSELING AID 

Counseling aid to small businessmen, 
the first point in the program, will be 
under the supervision of the Manage- 
ment Division, headed by Wilford White. 
Business aids will be developed on a 
“case” basis. Causes of failure and rea- 
sons for business success will be docu- 
mented. This “case” material will be 
used by counselors in personal contacts 
with businessmen. 

In addition, Colleges of Business Ad- 
ministration, Colleges of Economics, and 
Trade Associations will be encouraged 
to give direct counseling aid, hold busi- 
ness institutes, provide extension courses, 
and do necessary technical and market 
research for the independent businessmen 
in their communities. 

The Industrial Production Division, 
headed by Philip E. Nelson, will under- 
take to carry out the second point of 
the program, aid to small business in 
obtaining Government contracts and sub- 
contracts from larger firms; and aid in 
obtaining Federal surplus property and 
new production equipment. 

This division will seek to promote 
Federal purchases from small business- 
men who will be informed of Federal 
Government needs. Efforts will be made 
to bring the buyer and seller together. 

This Division will also cooperate with 
large firms to determine what. they can 
and will sub-let to smaller firms, and 
this information will be disseminated 
among small businessmen. The Divi- 
sion will cooperate with the War As- 
sets Administration, Civilian Production 
Administration and the National Hous- 
ing Administration in helping the small 
businessman secure priority assistance, 
surplus property and new production 
equipment. 


BUSINESS PRACTICES 

The Business Practices Division, head- 
ed by Burt Roper, will sponsor fair 
trade practices legislation. In coopera- 
tion with the Federal Trade Commission 
and the Department of Justice, it will 
seek more stringent enforcement of laws 
against monopolistic practices. This 
Division will also provide information 
on the types of Federal aid available 
to small business. 

The Finance and Tax Division, headed 
by James Rountree, will undertake 4 
program designed to reduce the small 
businessman’s tax burden. The Division 

(Please turn to page 458) 
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FOR THE MEMO PAD 


September 


§-12—Mid-South Gift and Housewares 
Show, Ellis Auditorium, Memphis, Tenn. 

9-13—Parker House Gift Show, 
Parker House, Boston, Mass. 

9-183—Boston Gift Show, Hotel Stat- 
ler, Boston, Mass. 

29-30—Iowa RJA Convention, Hotel 
Fort Des Moines, Des Moines. 

29—Iowa Horological Guild Meeting, 
Hotel Fort Des Moines, Des Moines. 


October 


6-8—Florida Watchmakers’ 
Convention, St. Petersburg, Fla. 

{-11—Philadelphia Gift Show, Conven- 
tion Hall. 

19-21—United Horological Association 
of America, Annual Convention, Hol- 
lenden. 

20-25—All South Florida Gift & Art 
Show, Hotel Hillsboro, Tampa, Fla. 





Annual 


November 


17—New Jersey RJA Annual Conven- 
tion, Essex House, Newark, N. J. 
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ADVERTISING ON WHEELS 





Jewelry did not go unnoticed at Canada's 
Dominion Day Parade held recently in Van- 
couver, B. C. Sponsored by the British 
Columbia section of the Canadian Jewelers’ 
Association, the float advised, "For Gifts 
That Last, Consult Your Jeweler.” 





Transactions on July 25 Do Not 
Come Under OPA Extension Act, 
Unless Seller Aimed at Evasion 


Although the Price Control Extension 
Act of 1946 became law shortly after 
four p.m. on July 25, the Office of Price 
Administration is, in most cases, not 
treating transactions which occurred at 
any time during that day as violations. 

“The Price Control Extension Act of 
1946 became law at 4:05 p.m., Eastern 
Standard Time, on July 25, when the 
Act was signed by the President,” said 
the OPA statement. “While the act 
legally became effective at that moment, 
the Agency’s Enforcement Department 
has taken the position that as a matter 
of practical and common-sense enforce- 
ment, transactions which occurred at 
any time during the day of July 25 
shall not be treated as violations, ex- 
cept in certain cases.” 

Where there is evidence of conscious 
effort to evade, the agency reserves the 
right to seek the application in such 
cases of all appropriate sanctions. 
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Jewelry Trade Associations to Be Represented in 


Retailers’ Conference 


Secretary of Commerce Henry A. 
Wallace has invited over 50 trade asso- 
ciations, including the American Na- 
tional Retail Jewelers’ Association and 
the National Association of Retail Jewel- 
ers to participate in a retailers’ confer- 
ence at the Department of Commerce 
on September 12. 


“Realizing the important part that 
the sale and distribution of goods and 
services will play as factories and pro- 
ducers reach their stride in postwar 
civilian production, an announcement 
from Secretary Wallace’s office said, “the 
Department has called the retailers for 


© 





a conference to discuss the situation. 
Retail trends and problems will be dis- 
cussed and the retailers will be asked 
to tell the Department how it can best 
help them do the kind of job that must 
be done to keep the pipelines of dis- 
tribution open.” 

The meeting will convene at 9:15 a.m., 
September 12. Under Secretary of Com- 
merce Alfred Schindler, who in private 
business was a successful sales execu- 
tive, will address the morning session 
on “Retailers and the Post-War Selling 
Job.” (Please turn to page 455) 























Egyptian Harp with Matching Earrings 





(Actual size; pat. pending) 














Intriguing M. & M. Original in Sterling Silver 


Beautifully finished in gold and rhodium-plated, set in 
peak-quality imported Czech stones. 


Consult your wholesaler. 


M. & M. Jewelry Mfg. Corp. 


147 W. 42nd STREET 


NEW YORK 18, N. Y. 
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COLONIAL REPRODUCTIONS 
AT THEIR BEST 


The €. 
99 
e xeler 





Leading jewelers in the East are de- 
lighted with the splendid acceptance 
which their customers have accorded 
to these ‘“‘AUTH-ANTIQUE” repro- 
ductions of colonial brass candle- 
holders. Cast from rich brass, polished 
to immaculate perfection, they are 
masterpieces to own and cherish. Re- 
tail prices from $9.00 to $20.00 pair, 
attractive trade discounts, immedi- 
ate shipments. Write for catalog 
JC10. 


THE EXETER BRASS CO. 
Established 1865 
EXETER, N. H. 














SEAMLESS AND SOLDERLESS! 


RING GUARD 


\ , 
NY, 
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em: 


IMPROVED 
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ully guaranteed 


Talent, Gm ClolloMol alo mm iselelali- 


Sold through the 
Wholesale Jeweler 
write, giving us your whole- 
ol (Tak MaleliilsmelaleMelole (aes: 


IMPROVED PRODUCTS MF’G. CO. 


21. Audubon Ave New York 32, N. Y 


ufacturers 








Trade Mark Provision 
Of Stamping Act Being 


Ignored by Manufacturers 


The trademarking provision of the 
Commercial Standards Act applying to 
jewelry is being ignored by a great 
many manufacturers, the Jewelers Vigi- 
lance Committee reports. The situation 
has become so bad that JCV has issued 
a special bulletin to manufacturers, 
wholesalers and retailers urging them 
to accompany any quality mark they 
may apply to jewelry by a trademark. 

The Commercial Standard states that 
if an article is marked to indicate that 
it is made of karat gold, sterling, plati- 
num or gold filled or rolled gold plate, 
it should also bear a trademark. 


IGNOBLE MOTIVES 


“Recently many jewelry articles, par- 
ticularly bracelets and watch bracelets, 
have appeared on the market bearing 
stamps as to quality but with no accom- 
panying trademark,” reports JVC. Three 
explanations are offered. 1) Some are 
still ignorant of recognized trade prac- 
tices. 2) The manufacturer is ashamed 
of his product and doesn’t care to have 
his identity known. 8) Fewer claims for 
repairs or replacement of defective mer- 
chandise will be made if the dealer or 
ultimate consumer is unaware of the 
source from which the merchandise 
comes. 

Despite the wide publicity given the 
Commercial Standards and this rule in 
particular, un-trademarked merchandise 
continues to appear. “A seller’s market 
will not always be with us and it be- 
hooves the trade to stop and consider,” 
cautions J VC. 


SOLUTION SUGGESTED 


G. H. Niemeyer, chairman of the com- 
mittee suggests a possible solution. “If 


manufacturers who are proud of their ' 


lines stamp goods with their trademarks 
and if wholesalers and retailers will in 
turn insist that all articles they pur- 
chase be properly marked with quality 
marks and accompanying trademarks, 
then these unmarked articles will soon 
disappear.” 


Distinguished List of Speakers 
Lined Up by lowa Jewelers for 
Their Thirty-Sixth Annual Confab 


The thirty-sixth annual convention of 
the Iowa Retail Jewelers Association is 
slated for Sunday and Monday, Sep- 
tember 29 and 380 at the Hotel Fort 
Des Moines in De Moines. Speakers 
will include Paul G. Dallwig, of the 
Chicago Natural History Museum; Paul 
Juergens, gem expert and jeweler; and 
Milton Wallach, ex-New York Sun 
columnist who will give an over-all pic- 
ture of the European jewelry markets. 

In conjunction with the convention a 
jewelry show will be held on the mez- 
zanine and third floors of the hotel. 
More than twenty manufacturers and 
wholesalers have already reserved dis- 
play space. 

Another adjunct to the confab will 
be a special program for members of 
the Iowa Horological Guild on Septem- 
ber 29. This has been arranged so that 
the jewelers can attend both meetings 
without missing anything. 


Gem Institute Issues Complete 
Details on Correspondence 
Course Opportunities for Vets 

Final arrangements have been made 
for acceptance of Gemological Institute 
correspondence courses under the GJ, 
Bill of Rights, according to an an- 
nouncement for the Los Angeles head- 
quarters. 

It will now be possible for the vet- 
eran to obtain, without cost to him, a 
complete gemological education, plus 
gem-testing and diamond-grading instru- 
ments up to the total amount of $95 
plus three months subsistence payments; 
a grand total which would otherwise 
cost $975. 

To obtain these full benefits and ob- 
tain entrance into the review-demonstra- 
tion-laboratory courses, he must main- 
tain his schedule and an otherwise ac- 
ceptable record as a student in the 
correspondence courses. 

Veterans will be enrolled in classes 
every thirty or sixty days from the first 
day of the month, beginning September 
1. To insure enrollment in any one of 
these classes, a veteran should forward 
his Certificate of Entitlement & Eligibil- 
ity to the Institute at least thiry days 
in advance, advising at the time whether 
he wishes to make application for en- 
rollment in the complete series of 
courses or in the correspondence courses 
only. The contract with the Veterans 
Aministration does not provide for en- 
rollment in the beginning step of 
correspondence course, but only in the 
complete series of courses. (Veterans 
desiring only the beginning course 
must pay the usual fees.) 

(Please turn to page 450) 














Original 
Headquarters for ... 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 
Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 TUcker 2968 
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127 Carat Emerald Cut Diamond 
Creates Furor in Boston in 
Shreve Crump & Low Exhibit 


Outstanding jewelry attraction in Bos- 
ton in many years was the exhibit dur- 
ing the last two weeks of July of the 


INVITATION 








This dignified advertisement appeared in 
Boston papers and stirred up interest in 
the $650,000 emerald-cut diamond on ex- 
hibit at Shreve, Crump & Low Company. 


world’s largest emerald-cut diamond, 
priced at $650,000 (tax included) at 
Shreve Crump & Low Company. Orig- 
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LAPIDISTS 


Specializing in 


BUFF TOP * FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES © BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 














Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 


NN ee 


Telephone: ACademy 2-8297 
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inally scheduled for a week’s showing 
only, the big diamond—loaned on con- 
signment to the store by the J. and 
S. S. DeYoung Company of Washing- 
ton Building—attracted some 1,500 visi- 
tors daily, and it was found necessary 
to extend the showing a second week. 
Quarter-page, conservative advertise- 
ments were used in all Boston dailies 
calling attention to the exhibition. 


According to Richard Shreve, vice- 
president of the store, the exhibition 
proved very worth while, especially in 
the large number of visitors who came 
to the store, saw the big stone, and then 
lingered to look over items more gen- 
erally suited to their pocketbooks. 


Guarded day and night, the gem was 
enshrined on white velvet behind bullet- 
proof glass. Weighing 127 carats, it is 
held to be the world’s largest emerald- 
cut diamond. Blue-white and perfect in 
cutting, it is so large that “looking down 
into its fiery depths is like looking into 
a bottomless pool of white flame,” was 
the way one spectator put it. “In the 
dark, it glows like a bright bulb.” The 
gem is available for similar exhibitions 
in other parts of the country through 
the J. and S. S. DeYoung Company, 
Washington Bldg., Boston. 





NACJ Convention 
(From page 426) 


ciples he listed “a sufficiently substantial 
down payment, frequent installments 
and conclusion of the payments before 
the item becomes obsolete.” As a gen- 
eral rule, he indicated, “installments on 
all family obligations should not exceed 
25 per cent of the total family income.” 

Concluding, Mr. Dakins listed three 
general objectives for sound credit sell- 
ing: “Maintenance of volume at a 
minimum loss, conservation of customer 
buying power and maintenance of the 
credit system as it exists.” With these, 
he stated, “credit selling will enjoy 
enormous popularity and prestige.” 

Following Mr. Dakins, Earl Harrison 
of Marshall Field & Co., Chicago, spoke 
briefly on the subject of customer rela- 
tions. His major thesis was simple: 
that “it is the little and sincere things 
which form a bond between the cus- 
tomer and yourself.” 


COLLECTION METHODS 


“Sound Collection Methods” were 
considered by C. E. Barnes of The Fair, 
Chicago. Mr. Barnes urged his listeners 
to be liberal in credit dealings but, if 
threats were made, always to carry 
them out; as a general rule of thumb 
he offered a method of appraising a 
firm’s credit policy: “too little loss 
means too strict a credit policy, and too 
great a loss means that the store is too 
liberal. A middle course should be 
sought.” 


CREDIT CLINIC 


Following the discussions by the 
speakers, Mr. Dakins presided at a 
credit clinic where retailers were per- 
mitted to ask questions from the floor. 
Mr. Harrison, Mr. Barnes, and NACJ 
secretary Wagner answered the ques- 
tions which involved some of the more 


knotty, though frequently encountered, 


problems of credit selling. 








GENUINE RUBY GUARDS 


fishtail set all 
iy around in 14 
fee | ~K Pink Gold. 
65-9 ner 
Per Pair 


Made to 
order 
sizes 4-9 





GENUINE ZIRCONS 


brilliant full cut 
BLUE OR WHITE 
approx. | Ct 
(Weight) 14K WHITE 
or YELLOW 


11-0 Nex 


' SPECIAL 









RUBY-DIAMOND MEN'S RINGS 
OVER 100 DIFFERENT STYLES 
Write for Catalog 
HOUSE OF OLAND 
Manufacturing Jewelers 
65 NASSAU ST. — N.Y. 7, N.Y. 
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DIAMONDS 
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blue & white 


TIGEREYE 
CAMEOS 


GENUINE 
RUBIES 
& SAPPHIRES 


IMPORTERS 
17-23 JOHN ST. NEW YORK 

















R. Wallace & Sons Manager Named Head of Local CED, 





Group Working for Understanding of Economic Problems 




















W. L. beta industrial relations © 
manager for R. ] 5 - , : 
lading Aes es gy 1. Pat gee ~~ yee Comnmnittne 
been appointed Wallingford, Conn., earlier this year, CED has engaged is 
community chairman of the Committee = aye a ae ae of de 
for Economic Development, it was an- research designed to encourage national 
nounced by Walter Tuller, president of economic policies which will lead to the 
the Curtis Publishing Company and maintenance of high levels of produc- 
chairman of the newly formed CED Na- tion, distribution and employment in 
tional Information Committee. this country,” Mr. Mottram said. 

After being graduated from the Stone “It will be my objective to enlist the 
Business College in New Haven, Mr. | interest of Wallingford business men and 
Mottram took the course of the Alex- | others who wish to associate themselves 
ander Hamilton Institute before start- in a common effort to create better un- 
ing work in 1916 in the Wallace office. derstanding of the facts and principles 
The following year he was transferred | ynderlying the nation’s economic prob- 
to the Wallingford Co., Inc., advancing 1 Only through bette bli d 
through various ranks to become Gen- pret Meat ia Re yp. . ee 
eral Manager and a Director. He held manning oe om Ge vow! policies 
that position when the Wallingford Com- which wil enable 4 os grail Ge “ae 
pany ceased manufacturing in 1942 be- and bust’ cycles which have plagued the 
cause of metal restrictions resulting | nation for so many years,” he added. 
age 4 _ war. The company later sold 
its buildings, equipment and good will H iti 
to R. ilems ank Sons, Mr. "Tietheaen Get In Touch with Authorities 
becoming Supcrintendent of Production | If Peddlers Start Selling 
and later Assistant to the President in Costume Jewelry, Warns JVC 
charge of industrial relations, the posi- 
tion he now holds. In the past few months the practice 

“Since the termination of activities of selling costume jewelry by street 

peddlers seems to have increased percep- 
: . | tibly in New York City. Information 
California RJA Issues Annual | indicates that such sales are being made 
Handbook The First of the Year | at prices far below those being charged 
| by storekeepers for similar merchandise. 
| _ The annual handbook published by the | Assuming that peddlers carrying on 
California Retail Jewelers Association these sales have the required licenses, it 
will be issued at the beginning of is questionable as to whether excise taxes 
each year from now on, according to an are being collected and paid. The mat- 
| announcement by William M. Erb, ter has been reported and is receiving 
executive secretary. attention. 

| The 1947 handbook and directory, While such sales are prevalent in New 
therefore, will be off the press in Jan- York, it is suggested that, if similar 
uary 1947. It will contain the complete situations develop in other cities, retail- 
roster of the retail members of the ers should immediately _Teport the —_ 
CRJA as well as a complete and classified ter to the Jewelers Vigilance Committee, 
directory of wholesalers and manufactur- . oo ae ye lg Bagel 
in neni f Local authorities should also be con- 
| ers. Among the new features to be con- | tacted to ascertain whether peddlers’ 
tained in the book will be a complete licenses are necessary and, if so, check 
retail merchandising calendar prepared up should be requested to see that such 

| especially for the jewelry industry. licenses are held. 

WELCOME TO THE CITY 





The keys to the city or a reasonable facsimile thereof are presented to the owners of 
Nanasi Co., Inc., and N & S Jewelry Co. by Mayor John J. White of West New York, New 
Jersey. The two jewelry manufacturing firms have just moved to West New York and the 
mayor is glad to see them. Leslie Sternberg, president of N & S, is getting the mayor's 
handshake on the left while Nicholas Nanasi, president of Nanasi Co., is on the right with 


Mrs. Yolanthe Nanasi, secretary and treasurer of N & S. 
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q Julius Lipston, head of the Oval 
Manufacturing Co. Inc. New York 


City, will leave on a month’s trip via 
airplane early in September for Europe 
to visit Prague and other stone centers 
on a purchasing trip. Incidentally this 
will make Mr. Lipton’s forty-ninth round 
trip to Europe and his third trip via air- 
plane within the last eight months. 


q E. Devay, head of Devay & Company, 
distributors of Marvin Watches, will 
leave September 4 via airplane to visit 
factory in La Chaux de Fonds, Switzer- 
land on a month’s trip. 

q Erwin Blumen is now the sales rep- 
resentative for National Hilife Co. 
Located at 366 Fifth Avenue, Room 
814, Mr. Blumen will show Hilife’s new 
post-war line of fine jewelry. Until 
recently National Hilife had been en- 
gaged in war work but the new firm 
has reconverted completely and is pro- 
ducing jewelry again. 

q Adolphe and Joseph Zollman are now 
located at 16 West 46th St. Joseph 
Zollman is the U. S. representative of 
Ad. Zollman & Cia, Ltda., Rio de 
Janeiro. 

q If you’ve been wondering where Mr. 
and Mrs. Hyman Sorin have been dur- 
ing the past six months, here’s the 
answer: they’ve been waiting for a boat. 
What started out to be a two-month 
diamond buying trip to the gem capitals 
of Europe, became a four-month stay 
because of the lack of transportation 
facilities. While waiting, however, they 
made good use of their time and have 
brought back with them a good supply 
of cut stones of fine quality. H. Sorin 
is still located at 576 Fifth Avenue. 

q Morris Berger of Morris Berger, Inc., 
importers of costume _ jewelry, left 
August 2 on the airplane “Ile de 
France,” via Air France, for Paris. He 
is spending a month in Paris, Prague 
and Czechoslovakia buying merchandise. 
This is Mr. Berger’s first trip to Eu- 
rope since 1939. 


q Emil Leichter, president of the Bridge 
Watch Co., 551 Fifth Avenue, left on 
August 22 for a six weeks’ tour of watch 
factories in Switzerland. 


q F. Norman Ullrich, Sr., representing 
Morse, Andrews Co. and Anson Prod- 
ucts has moved his office from 9 Maiden 
Lane to 7 Dey St. 


q We don’t want to confuse you, but 
here’s some news about F. Norman 
Ullrich, Jr. He has been appointed rep- 
resentative of Kimberly Industries, 160 
North LaSalle St., Chicago. He’ll cover 
the eastern territory—from Pittsburgh 
east to New England. This is his first 
venture in the jewelry trade and every- 
one is rooting for him. 


q Leo Glass & Co., manufacturers of 
jewelry, have moved to 81 West 47th 
Street. 

q Christian A. Jakobb’s class in design- 
ing, given each year at Mechanics Insti- 
tute, 20 West 44th St., will begin Sep- 
tember 28. Mr. Jakobb, a well-known 
expert in the field, will also give a 
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private course at his home at 217-01 
Corbett Road, Bayside, L. I. Only 
qualification is that the prospective 
student be in the jewelry trade. 

q A special meeting and lecture will be 
held at the Hayden Planetarium on 
Sept. 6 for members of the Horological 
Society of New York. Professor At- 
water, curator of the Planetarium will 
lecture on the temporal aspects of the 
heavens. 

q One of the unexepected bright spots 
of the ANRJA convention was a tele- 
vision broadcast. Three pretty girls 
adorned with a variety of precious jewel- 
ry smiled and posed for a movie camera. 
People with television sets in the New 
York area saw the show a week later 
when it was televised. 





CREATIVE CONTRIBUTOR 





Nina Wolf, above, was the winner of the 
American Fashion Critics’ Award for 1945 
in the field of costume jewelry. The award 
was sponsored by Coty, Inc., and was pre- 
sented to Miss Wolf for her "creative con- 
tribution in the field of American Fashion.” 


Palestine Diamond Exports 
Continue to Rise as More 
Rough is Allocated There 


Exports of diamonds from Palestine 
during the first quarter of 1946 totaled 
32,153 carats, valued at £1,591,480 (£1 
equals $4.02 U. S. currency). March 
shipments were more than twice those 
of January or February, amounting to 
16,770 carats, valued at £858,726 as com- 
pared with exports of 7,949 carats, 
valued at £359,307 in January and 7,434 
carats valued at £873,447 in February. 

An important factor in the increased 
exports has been the larger quota of 
rough stones made available to Pales- 
tinian diamond-cutting firms. Palestine’s 
share of the total sales of the Diamond 
Trading Co., Ltd., is reported to have 
been stepped up from 6 per cent in 
1942 to 13.5 per cent in 19465. 
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BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings Semi Precious Stones 


on request te responsible Jewelers 
Necklaces leagthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 
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Whitelaw Brothers 
DIAMONDS 


48 West 48th St., New York, N. Y. 








LAPIDARY, INC. 
MERS.OF SYNTHETIC RUBIES 


1}OO WEST 43° ST. 
NEW YORK i8,N-Y. 
ROOM 306 


PHONE :CHELSEA 3-0250 
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= cast Rives and Fledings 
Prompt and Courteous Service 
SUPERIOR JEWELERS 
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65 NASSA STREET 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for 


Cotalcg 


277 HALSEY ST 


NEWARK 2, N. J. 








DIAMONDS-ALL SIZES-ALL SHAPES 


Small rough diamonds 
for inexpensive Jewelry. 
Single cuts from % to 4 
pointers. 


Full cut from 4 to 10 
points. Also sizes from 
10 pts..to 2 carats each. 


Finest polishing from Palestine and 
Belgium. 


Please ask for price lst 


H. SORIN 
576 - 5th Ave. 


New York 19, N. Y. 
LOngacre 5-3672 








now available 
TO MANUFACTURERS AND JOBBERS 


“SELVYT" 


POLISHING CLOTHS 
imprinted with 
YOUR ADVERTISEMENT 


SUPERFINE LENS CLEANER CO. 
37 WEST 20th ST. NEW YORK II, N. Y. 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED 1910 


M. J. STERN 
61 Beekman St. New York Clty 








RELIANCE 


IS THE NAME TO LOOK FOR 
IN SKILLED WATCH REPAIRS 
GUARANTEED WORK DONE PROMPTLY 
BY OUR SPECIALISTS 
RELIANCE WATCH REPAIR CO. 

5 BEEKMAN ST., NEW YORK 7, N. Y. 
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Jewelry, China, Clocks Ready for Export from American 





Zone in Germany; Importers Expected to Travel There 


Prospects for importing limited quan- 
tities of jewelers’ goods from the Ameri- 
can zone of Germany appear brighter 
than had been anticipated, according to 
recent reports. Included among the 
items are chinaware, toys, jewelry, clocks 
and watches. 

Plans are under consideration for 
representatives of business concerns en- 
gaged in the importation and sale of 
such articles to be permitted to visit the 
American zone of Germany io discuss 
trade possibilities with and under the 
supervision of the American authorities. 
This would be consistent with the policy 
of the U. S. Government to restore trade 
with Germany to private channels as 
quickly as possible. In view, however, 
of the limited facilities available for the 
accommodation of visiting businessmen 
and the relatively small volume of any 
export business which may result in the 
near future, any plan agreed upon would 
undoubtedly restrict the number of busi- 
nessmen authorized to enter Germany to 
a small number each month and would 
require clearance of each application by 
the theater commander. 

To assist in the formulation and 
adoption of such a plan, the Office of 


International Trade, Department of 
Commerce, is ready to receive applica. 
tions from qualified individuals. Appli- 
cants must be engaged in trade lines 
of merchandise available for export from 
the American zone in Germany, and 
must be prepared to assume all expenses 
connected with the trip. Quarters, food, 
and transportation within the zone 
would be furnished by the military ay- 
thorities at a reasonable charge, but all 
other travel arrangements would have 
to be made by the visitor himself. 

Applications should be addressed to 
the European Division, Office of Interna- 
tional Trade, Department of Commerce, 
Washington 25, D. C. They should set 
forth the name of the individual pro- 
posing to visit the American zone 
in Germany; his business connection and 
address; the type of business engaged 
in; the particular commodity or com- 
modities in which the applicant is in- 
terested; prewar connections and deal- 
ings in this commodity with Germany, 
if any; the time when the applicant de- 
sires to make such visit; and any other 
information pertinent to the considera- 
tion of the application. 





Electroplate Standards 
(Frome page 438) 


bination of these terms, or any mark 
indicating that the article is electro- 
plated. 

5. Exclusion of Karat mark.—No arti- 
cle covered by this standard shall be 
marked with or have applied thereto a 
karat mark. 

6. Exclusion of abbreviations.—The 
terms ‘gold electroplate’ and “gold de- 
posit,” when used as a mark or other- 
wise applied to an article, shall be spelled 
out in full and shall not be abbreviated. 

7. Tolerance.—No tolerance, shall be 
allowed on the minimum requirements 
specified in paragraph 3. 

8. Exemptions.—In determining the 
thickness of gold coating or the gold 
content of the article, no metallic ele- 
ment other than gold shall be counted 
as gold. Exemptions recognized in the 
jewelery and optical trades and not to 
be considered in any determination of 
quality include screws, springs, knife 
blades and skeletons of pocket knives 
or other recognizable unplated parts of 
articles, bezels, field pieces and inside 
surfaces of lockets, and parts of an 
article which are enclosed in non-metallic 
coverings, or which form a hidden part 
of the article. 

9. Trade mark.—Any article herein 
defined having applied thereto a quality 
mark, shall also have applied thereto and 
immediately adjacent to such quality 
mark, and equally visible, legible, clear, 
and distinct therewith, the name or a 
trade mark duly applied for or regis- 
tered under the laws of the United 
States, of the manufacturer or seller 
of such article. Initials shall not be 
used in lieu of a name unless registered 
as a trade mark as above provided. 

10. Class, pattern, type, or style mark. 
—If an article herein defined has applied 
to it the name or a trade mark . duly 
applied for or registered under the laws 
of the United States, of the manufac- 





turer or seller of such article, and a 
quality mark conforming to the require- 
ments of this standard, it may also have 
applied to it numerals or other indicia 
to identify the class, pattern, type, or 
style of the article, provided such nu- 
merals are not incorporated with the 
quality mark and are not placed or ar- 
ranged so as to mislead or deceive. 

II. Recommended method of sampling 
for thickness determination.— 

lla. Punched samples.—A disc of 
known area, approximately one square 
millimeter, shall be punched from any 
part of a significant surface of the arti- 
cle. 

1lb. Cut samples.—If the article, e. g,, 
wire, etc., does not lend itself to the 
disc punching operation, a portion shall 
be cut therefrom to give a known area 
of from one to ten square millimeters. 

12. Recommended umpire test.—For 
the purpose of this standard, thickness 
of the fine gold covering shall be de- 
termined by the spectrophotometric 
method described in “A Method for 
Determining Small Amounts of Gold 
and its Use in Ascertaining the Thick- 
ness of Electro-Deposited Gold Coat- 
ings” by W. Stanley Clabaugh published 
in the “Journal of Research of the Na- 
tional Bureau of Standard,” February, 
1946. 


Certification 


13. In order that the consumer may 
become more familiar with standard 
quality marks and may have confidence 
in same, it is recommended that articles 
marked according to this standard be 
accompanied by a certificate, tag, card, 
or other label incorporating the follow- 
ing wording: ‘ 

“The manufacturer guarantees this 
article to be marked for quality in 
strict accordance with Commercial 

Standard CS—as, issued by the Na- 

tional Bureau of Standards of The 

United States Department of Com- 

merce.” 
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Air of Prosperity Prevailed at ANRJA 
Convention at the Waldorf-Astoria 


(From page 432) 
yoked by swindling methods and mis-~ 
representations by Eastern jewelry in- 
terests.’” 

Considering the subject of possibility 
of decontrol of the price of silver flat- 
ware (hollow ware is already exempted), 
Mr. Thurber felt that relief might, pos- 
sibly, be in sight. “However, he pointed 
out, “price increases will probably be 
nominal and not, by any means, in pro- 

ortion to actual increases in the cost 
of production.” 

A question-and-answer session after 
Mr. Thurber’s talk cleared up many 
doubtful points for retailers present. 
Particularly informative was a short ex- 
planation, by P. Irving Grinberg, of 
why flatware was still under price con- 
trol. 


ON-THE-JOB 
“One year 


TRAINING 


ago today the ‘shooting 
war’ ended,” declared Ralph A. Sent- 
man, USNR, (retired), National Direc- 
tor of Veterans Affairs, American Re- 
tail Federation, “and cessation of hos- 
tilities marked the beginning of a new 
era.” 

At that time, declared the speaker, 
there were six million “veterans” (dis- 
charged military and naval personnel). 
Today, there are over ten million, 88 per 
cent of them returned to gainful occu- 
pations, study or training. 

Through the establishment of a Re- 
tailer-Veteran Community Program, 
established in more than three thousand 
centers througout the country, mer- 
chants of America have helped assist 
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returned veterans to find jobs commen- 
surate with their age, needs and ability. 


“However,” continued Comdr. Sent- 
man, “while most merchants have 
volunteered to serve on consultant 


panels, there is still need for more 
volunteers. This need will continue for 
many months to come, and I cannot 
too strongly recommend that if you 
have not already done so, you should 
place your experience and _ business 
judgment at the disposal of your local 
veteran center. The merchants of 
America can render a tremendous con- 
tinuing service to their communities by 
looking into the activities of the local 
community veteran information center, 
and making sure that enthusiasm for the 
returning veteran is not waning.” 
On-the-job training is one of the 
most important asepects of the work of 
the retailer’s effort, the speaker de- 
clared, since it helps bridge, to a great 
degree, the chasm existing between two 
men of the same age, one of whom was 
called into the service and the other 
who remained at home. “Whereas the 
former returns with no special abilities, 
the Iatter has advanced himself during 
four or five years,” the speaker said. 
“Congress is of the opinion that this 
serious-minded and ambitious young 
veteran should be given a break, and 
in legislation they have arranged an 
opportunity for the employer desiring 
the man, and the man ambitious to 
gain an early and definite objective, to 
come together on common ground.” 
Consideration of a different aspect 


REGISTRATION WAS HEAVY 





ANRIA 
RETAILERS 


easter HERE 


Jewelers came from as far away as Honolulu and Manila and as near as the lobby of the 
Waldorf-Astoria to attend the first post war convention of the American National Retail 
Jewelers Association. 


FOR STORE FIXTURES 


WINDOW 
DISPLAYS, 
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of the veteran problem was presented 
by Harry D. Henshel, vice-president of 
the Bulova Watch Co., in an illustrated 
talk entitled “Rehabilitation of Dis- 
abled War Veterans. 

Stating that there are 300,000 men 
who returned from the battle fronts 


(Please turn to page 451) 








Karrings in various patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 

jase Knot Ring—14 Kt Red and Green 

old Combination in four sizes; Ear- 

rings, Cuff Links and Studs to match 
Our comprehensive line of 
Geld, Platinum and Enam- 
eled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West 48th Street 
New York 











ENCRUSTERS 
STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York 7, N. Y. 




















WATCH PARTS 
— TOOLS — 
SUPPLIES 


[DEANS 
f° Write for 


WAT CH Price List C 
MATERIALS DEAN WATCH Con] 


116 NASSAU ST,NEW YORK 











PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 


HARMONY JEWELERS 
60 Branford Pi. Newark 2, N. J. 














ETERNA WATCH COMPANY 
OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 
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WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 


VICTOR E. LEDERER CO. 
125 WEST 33rd STREET, NEW YORK 1, NEW YORK 











Now Available! 
NOVEL DISPLAY 





FABRICS 


STRAYON 
CLOTH 


50” wide, available in all colors 


Ideal for background and 
floor displays 


Write for sample 


ASSOCIATED FABRICS CO. 


(A Division of the Associated Fabtex Corp.) 
1600 Broadway, New York 19, N. Y. 


_ jewelry store. 

















WORLD FAMED 


WATCH ssesier 


REBUILDING 
REFINISHING 
FOR THE TRADE 


% All movements put into excellent condi- 
tion by expert craftsmen. We carry 


complete line of cases and dials. 


Mail orders receive prompt attention. 


Our Prices are right. Z 


WORLD WIDE WATCH CO., INC. 
9 Maiden Lane New York 7, N. Y. 
WO 2-1822 














GEM STONES 


IMPORTED & DOMESTIC 
ROUGH & CUT 
FOR JEWELRY MANUFACTURING 
ALL SIZES AND CUTS 
Write Us Your Needs 


JOSEPH TYNSKI 


POST OFFICE BOX 81 BROOKLYN 19, N. Y. 
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Reward Offered by Jewelers’ Security Alliance for 







Information Regarding Brooklyn Jewelry Store Robbery 


The Jewelers’ Security Alliance of the 
United States offers $100.00 reward for 
the arrest and conviction of the person 
or persons who on July 16, 1946, stole 
the following described rings from a 
Brooklyn, N. Y., jewelry store, member 
of the Jewelers’ Security Alliance: 


Scratch 
Marks Description of Rings 


5188—One emerald cut diamond 2.11 
ct. thick stone, French made, and 
two square diamonds in shank 
weighing .20 ct., palladium mount- 
ing. 

5371—One emerald cut diamond weigh- 
ing 1.68 ct. and two baguette dia- 
monds weighing .30 ct., platinum 
mounting. 


3620—One fine diamond weighing 1.49 
ct., and two baguette diamonds, 
platinum mounting. 


5811—Round diamond weighing 1.55 ct. 
and two diamonds in shank, plat- 
inum mounting. 


5225—One round diamond weighing 1.30 
ct., and two baguette diamonds, 
platinum mounting. 


5155—One round diamond weighing 1.23 
ct., and two baguette diamonds 
.08 ct., platinum mounting. 


o—- — —-- - —- —E——————E 


et 


| 5275—One round diamond weighing 9] 
ct. and two baguette diamonds, 
platinum mounting. 


8852—One round diamond weighing 1.10 
ct. and two small diamonds, plat- 
inum mounting. 


5310—One round fine diamond weighing 
.84 ct. and two small diamonds, 





platinum mounting. 
8758—One diamond weighing .87 ct. and 


four small diamonds, platinua 
mounting. 
5223—One round diamond weighing 


148 ct. and two baguette dia- 
monds, platinum mounting. 


8754—One round diamond weighing .77 
ct. and 2 small round diamonds, 
palladium mounting. 


Should any of the above described 
rings be offered for appraisal, sale or 
repair, endeavor to interest the presenter 
under pretext, call the nearest police 
officer and submit this circular. 

Please communicate any information 
secured regarding the identity of the 
person or persons responsible for the 
theft of these rings, or the location of 
the rings, to Pinkerton’s National De- 





tective Agency, 154 Nassau St., N. Y. 





Bulova Graduation 
(From page 433) 


World War II. The students are 70% 
to 100% disabled, according to Veteran 
Administration standards. They will be 
graduated as finished watch craftsmen; 
taught not only the art of watch, clock, 
and instrument repairing, but also train- 
ed in essential duties required in a retail 


The following students graduated: 
Saul Belkin, Stanley W. _ Berlicki, 
Richard W. Cooke, Edward A. Cyrulik, 
Eugene B. Dorroh, William Dysken, Chin 
F. Gung, Richard D. Kelleher, Eugene 
H. Lavery, Patrick Little, Paul E. Liv- 
ingston, Bernard L. Maizlish, Louis Man- 
cuso, Robert J. Nickel, Floribert G. 


| Pelletier, John Pontillo, Nathan Swirson. 


Giles Verstraten, Anthony Vetrone, John 
A. Vitovic. 


Gem Institute 
(From page 444) 


Among those enrolled in the first 
class, beginning September Ist, are 132 
veterans and a smaller number in the 
October class. If any class exceeds 150, 
a waiting list will be established. 


Veterans or jewelers employing vet- 
erans, who are unfamiliar with full 
description and details concerning the 
Institute courses, or methods of apply- 
ing for necessary papers from the gov- 
ernment, may write the Institute, ask- 
ing for such information. The request 
should be accompanied by a brief ex- 
planation of the purpose for which 
it is required. Address the Gemological 
Institute of America, Veterans Inquiry 
Department, 541 South Alexandria Ave., 
Los Angeles 5, California. 


"THANKS", SAYS BILL 











Mayor William O'Dwyer (right) congratu- 
lates Ralph C. Kahn, Chicago jeweler, for 
his efforts in creating nation-wide interest 
in the plight of ex-Corp. Jim Saunders of 
Houston, Texas, who was blinded by a land 
mine in Europe. Kahn, who learned that 
Saunders and his family had been ordered 
to move by their landlord, started raising 
a fund to buy the vet and his family a home 
of their own. Jewelry Industries of Chicago, 
Mr. Kahn's firm, are also furnishing the 
soldier with merchandise and all sales equip- 
ment to open a jewelry store in Houston. 
The mayor greeted Mr. Kahn at the open- 
ing of the, American National Retail 
Jewelers Association convention at the 
Waldorf-Astoria. 
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THE NIBLICK SEASON 





The golfing season is in full swing as evidenced by the above photographs. On the left we 
have Byron Nelson receiving the trophy of the Chicago District Golf Association being 
presented to him by Robert Schell Hulbert of Oneida, Ltd., and president of the Golf 
Association. Mr. Nelson made 279, five under par, in the recent Chicago Victory National 
Open Golf Championship. On the right, and more nearly in our class, are George F. 
Kamman of Seymour, Indiana, winner of the Charles-Thornton trophy, and Charles F. Bardach, 
donor of the trophy. Mr. Kamman won a blind par tournament at the Indiana Jewelers’ 24 
Karat Club convention in July. 





ANRJA CONVENTION 
(From page 449) 


maimed and sick, disheartened and, 
frequently, disillusioned, Mr. Henshel 
made it clear that because of their 
handicaps they must be helped in their 
fight for existence. 

Outlining briefilly the origin and 
growth of the Joseph Bulova School of 
Watchmaking, the purpose of which is 
primarily to provide training for dis- 
abled veterans, Mr. Henshel had mo- 
tion pictures of the school, and some 
of its training films, run off for those 
attending the meeting. 


PLAN FOR VETS 


“However,” Mr. Henshel said, “the 
watchmaking field is not the only one 
where training may be given disabled 
veterans. Many other mechanical prod- 
ucts require local servicing, such as a 
radio, an electric iron, a refrigerator. 
They call for trained craftsmen with a 
thorough knowledge of the complete 
product. In poor times, perhaps more 
than in good times, the public will have 
its old products repaired or overhauled 
instead of purchasing replacements. 
Therefore, a thoroughly-trained veteran 
in this field would always be secure in 
the knowledge that he can earn his 
living.” 

Concluding, Mr. Henshel said, “We 
at Bulova hope that other industries 
will follow this lead in training disabled 
veterans. 

“We would be only too glad to co- 
operate with any company, large or 
small, in lending our experience to help 
set up similar projects. The Bulova 
Plan, we feel, is a practical pattern for 
industry.” 





POR STORE FIXTURES AND DISPLAYS 






Edwin Freed 
{ \ 
1233 SIXTH AVE.. NEW YORK 19, 6 .@ 
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The Wednesday afternoon session of 
the convention, last session at which 
merchandising matters and items of in- 
terest concerning store conduct were 
presented, featured talks on_ store 
modernization, operation and display. 


APPRAISALS ARE EVIL 


“Appraisals are one of the worst evils 
in the jewelry business,” stated H. A. 
Goldberg, Portsmouth, Va., president of 
the Virginia RJA. “I am of the opinion 
that no jewelry store should give any 
appraisals no matter how large or small 
they are, unless they are for insurance 
purposes or banks. “And then,” he 
added, “only upon written request.” 

The pitfalls of appraisals are numer- 


ous, the speaker stated. Primarly, how- | 
ever, they spring from the fact that an | 
accurate appraisal at all times is out | 


of the question and, as a result, much 
of the time the public goes about mut- 
tering that they “have been gyped.” 

In Norfolk and Portsmouth, Va., Mr. 
Goldberg stated, jewelers have formed 
an organization with the primary motto, 
“We do not appraise diamonds or 
jewelry.” Not only do jewelers co- 
operatively agree in this matter, but 
pawn shops as well. As a result, head- 
aches from public mistrust are minim- 
ized. 

Concluding, Mr. Goldberg suggested 
that ANRJA members agree among 
themselves, in local groups, not to ap- 
praise jewelry and post signs stating 
that fact. “This,” he stated, “will con- 
vince the customers in your locality that 
you are running legitimate stores.” 


STORE MODERNIZATION 

“Store modernization will accomplish 
nine things for the retailer” asserted 
Charles S. Telchin, New York architect.” 
It will: 

“1, Make the public more aware of 
your store’s existence; 

“2. Attract people to your store front 
so that they will see your displays; 

“3. Provide suitable backgrounds to 
enhance the value of your merchandise ; 

“4. Give your store an attractive in- 
dividual appearance; 

“5, Induce the customer to enter; 

(Please turn to page 459) 








WatcH REPAIRING 


A BETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers 
help you build a successful 
watch repair department. We 
are in a position to offer you 
excellent service and good 
workmanship at moderate 
prices. 


You have our personal assur- 
ance of a perfect repair for 
every job mailed to us, and we 
will assume the responsibility 
thereafter. 


Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion 
at earliest possible date. 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 
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GENUINE 


RUBY GUARD RINGS 
Pink *« Gold « White 
Channel—Fishtail 
VAN PAUL & CO. 


Manufacturing Jewelers 
207 Market St., Newark 2, N. J. 
MARKET 3-3945 














(Before) 


Wm. HERTEL&CO., INC. 


GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 





(After ) 


Sliversmiths & Piaters 
17 W. 45th St. 
New York City 


“28 years at the same 
address” 




























Construction, repair, adjustment 
New Complete Practical Course in Horology 
For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera- 
tion. Many test cases. Full 
coverage of tools, mate 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 


We supply tools, materials at lowest cost 
FREE CATALOGUE 
MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
Watchmaking, Jewelry, Metal- 
craft, Gems. Free catalogue. 
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K. NYGAARD 


Formerly 
wg PARIS 
GENEVA 
NEW YORK 


Plat. Gold, Pall. 
Hand-made & Mfg. Jewelry 
& Watch Cases. Repairs, Set- 
ting, Remodeling. * Model- 
Maker * 
For: Manufacturers, Diamond 
dealers, Retailers, Etc. 

42 Bank St. Waterbury 18, Conn. 

















GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 
Dept. J-9, 541 S. Alexandria, Los Angeles 5, Calif. 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYWOUR, CONN. 











WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sylrania pewelry cs 


580 5th Ave. New York 19, N. Y. 








Somuetatic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 


201d rect to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 


FINE STERLING 
HOLLOWWARE 
and 
AUTHENTIC ANTIQUE 


72 K STREET 
BOSTON, MASS. 


1233 SIXTH AVE., 
M.Y.19,N.7 











q Of considerable interest to Providence- 
Attleboro jewelry manufacturers are 
charges made in the local press that 
laxity in the administration of Rhode 


Island unemployment compensation has” 


resulted in thousands collecting compen- 
sation while industries are in real need 
of more help. Jewelry plants, still fac- 
ing heavy demand, are in a position to 
add thousands to their payrolls but the 
help is not forthcoming in the majority 
of cases. 

q Jewelry manufacturers who attended 
the ANJRA convention came back to 
Providence convinced that the jewelry 
boom still was on in a big way. There 
was considerable comment to the effect 
that better grade merchandise received 
the emphasis at the show. The settle- 
ment of the silver tangle has aided the 
outlook for the jewelry manufacturing 
trade, particularly in the higher priced 
fields. Many companies here feel that 
there is virtually no chance of a letdown 
in jewelry sales this year. 

q Providence jewelry stores report that 
business still holds at a good pace al- 
though seasonal influences are felt in 
some cases. Many report that deliveries 
are steadily improving and feel that 
the outlook for Christmas volume is 
enhanced. There is a definite trend 
toward purchases of quality merchan- 
dise. Buyers were said to be willing 
to spend but were not buying “blind.” 
One jewelry store manager said there 
was absolutely no doubt that this year’s 
Christmas sales will be the best on rec- 
ord, even though some merchandise still 
was in short supply. 

q The Civilian Production Administra- 
tion has granted approval for the con- 
struction of a $325,000 plant at, Meriden, 
Conn., by the International Silver Com- 
pany. It is understood that employment 
at the company’s plants is again close 
to the prewar level of 5000. During the 
war employment was down to about 
3200. 

q Cleinman and Sons, Providence jew- 
elry manufacturers, have been given a 
$850 building permit for alterations to 
their factory which was burned July 4. 
q The Smith Hardware Company is plan- 
ning to build a store in Cranston at 
a cost of $20,000. The company’s busi- 
ness includes jewelry manufacturers’ 
machinery. 

q The Providence office of the Civilian 
Production Administration has announc- 
ed approval of plans of Tilden-Thurber 
Co., Providence jewelry store, for $1,839 
alterations. ‘ 

q The International Jewelry Workers 
Union (AFL) received 56 votes and the 
Industrial Trades Union 2 votes at a 
National Labor Relations Board election 
at the Adolf Meller plant in Providence. 
Sixty-five were eligible to vote in the 
election to determine their bargaining 
agent. Seven voted for no union. 

q Production workers at the D. M. Wat- 
kins Company in Providence elected the 
Playthings, Jewelry and Novelty ‘Work- 
ers International Union, CIO, as bar- 
gaining agent. Results of the National 









NEW ENGLAND 


Labor Relations Board election were re- 
ported as 64 for the union, 23 no union 
and one ballot void. 

q The New England Manufacturing 
Jewelers’ & Silvermiths’ Association has 
issued a revised copy of its Buyers’ 
Guide. 

q Thieves threw a bottle through a win- 
dow of the Michaels-Bauer, Inc., Provi- 
dence jewelry store, and stole an un- 
determined number of watches. Only 
one tray of the watches were disturbed, 

Meanwhile, the robberies of jewelry 
factories continued but at a slower pace. 
Thieves broke into the office of the 
Starat Jewelry Company but obtained 
nothing but three spray pins valued at 
$9.75. ; 
q Five men were fined and given sus- 
pended sentences when arraigned in 
Attleboro on charges relating to theft 
and sale of merchandise allegedly stolen 
from the Evans Case Company in North 
Attleboro. Three of the men were em- 
ployes of the company at the time of 
the theft. Two jewelry store men were 
found guilty of receiving stolen goods 
and were fined $250 each and given two- 
year sentences which were suspended 
with probation for a like period. The 
jewelry men were Samuel Glatky of 
Hopedale and Melvin Barron of Dor- 
chester, Mass. The thefts were discov- 
ered when officials of the company found 
that merchandise which had not been 
placed on sale had been seen on the 
market. 

q The Whiting and Davis plant at Plain- 
ville, Mass., was picketed as employes 
went out on strike when agreements con- 
cerning wage increases and other bene- 
fits could not be reached by the company 
and the union, the United Steel Workers 
of America, CIO. 

q Between 500 and 600 employes of the 
L. G. Balfour Company gathered to pay 
honor to Hugh Dunbar, retiring presi- 
dent of the Balfour Employes Associa- 
tion. Albert E. Bennett is the new 
president of the association. 

q The Rhode Island Supreme Court has 
upheld a jury verdict awarding R. H. 
Kimball, Inc., of Providence, $39,170 in 
a suit against Rhode Island Hospital 
National Bank to recover for funds paid 
out to a former employe of the corpora- 
tion on forged checks. 

Arvin S. C. Anderson former office 
manager for the firm, drew $62,000 from 
the bank from 1938 to 1942 by forging 
the signature of Gladys H. Kimball, vice 
president, to a series of 92 checks. An- 
derson, who was sentenced to three and 
a half years but who was paroled after 
serving half time, said he lost all the 
money “on the horses.” 

q Guy Newcomb, certified gemologist, 
for 20 years associated with Shreve, 
Crump & Low, left that firm on July 
1 and has joined with John Kennard 
in Kennard & Company. 

4q Robert K. Stanley, back from_ the 
armed services at Shreve, Crump & Low, 
is taking over as gold jewelry buyer in 
the post vacated by Guy Newcomb. 

4 Gustav Hennings, for many years with 
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Washington Bldg. 


were in New York City recently 


ciated by Mr. Kamlot. 


mer vacation in Connecticut. 


are operating in the middle west. 
are formerly from Loveland, Ohio. 





years are on display. 


q Pryor W. Percival, of the D. C. 


Kennard & Company, has left that store 
to join Larter & Sons, Newark, N. J. 
While attending the New York City 
meeting of the American Gem Society, 
jin August, John Kennard spoke on gems 


Qut-of-town visitors in Boston jewelry 
circles were few in number during Au- 
t, but the following were noted: M. 
A. Noury of Manchester, N. H.; 
Clegg, of Norwich, Conn.; Sam Russa- 


Lee 
Mrs. 


Catherine Del Dibbio of North Adams, 
¢ Louis Manos, after three years ser- 
vice with the 78th Army Air Force, is 
pack at the Henry Kamlot Company, 


q Henry Kamlot and William Bingyou 


on a4 


buying trip—not only for jewelry sup- 
lies but for mesh shirts, an item un- 
obtainable in Boston, and highly appre- 


q Roy Brooks of Mauran Watch Com- 
pany, Jewelers Building, flew to New 
York City recently on a buying trip— 
the short way—and then returned—the 
long way—up the Hudson. Miss Mabel 
Sterling of the same firm, spent her sum- 


q Gordon Harre, Army veteran, and his 
sister, Ruth M. Harre, former WAC 
captain, have joined the sales force of 
Smith & Zaff, Jewelers Building, and 


Both 


q.D. C. Percival & Company have in- 
augurated a neat trick of calling atten- 
tion to a line of goods by attractively 
labeling a show-case: “Back Again!” 
Many items unobtainable during the war 


Per- 


cival & Company, has just completed 
a watchmaking course at the Waltham 
Watch Company, and is now installed 
behind a bench in the Jewelers Building 


firm. 


q David E. Gilden, formerly manager 
of Sykes & Libby, New Haven, Conn., 
jewelry store, opened a new store in that 
city on August 1, operating it in part- 
nership with his wife, Sandra, under the 


firm name, Gilden’s, Inc. 


Canada. 


cently. 


Bldg. 


now has “a new boss.” 


q Charles Roussel of the Boston branch 
of Swartchild & Co., recently combined 
a vacation and honeymoon in Montreal, 
Robert Kay, from Swart- 
child’s headquarters in Chicago, spent 
several days at the Boston branch re- 


q Joseph Finard has been engaged as 
a salesman to cover the New England 
territory for Joseph Gann, Washington 


q James Gordon, of the firm of Kingsley 
Gordon Company, jewelers, 80 Boylston 
Street, Boston, eloped on July 25 with 
Miss Edna Kasef of that firm, which 


q Nathaniel I. Goodman of 1006-7 Jewel- 
ers Building returned recently from a 
combined vacation and buying trip in 
New York. While fishing off the Jersey 
Coast with Frank Blasi, of the firm 
of Barrasso & Blasi, Newark, they hook- 
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ed a 15-pound striped bass. Mrs. Good- 
man is now on vacation at Onset, Mass. 
q As is well known, the Jewelers Build- 
ing, 373 Washington Street, and the 
Washington Building next door at 387, 
are joined by connecting doors on cer- 
tain floors. As is not so well known, 
one of these connecting doors became 
the means of a floor-to-floor romance re- 
cently, culminating in the announcement 
of the engagement and early marriage 
of Miss Frances I. Goldstein of Louis 
F. Guiness Company, Jewelers Building, 
and Bernard Shaw, veteran-in-training 
with the Colton, Lewis & Company, 
Washington Bldg. Plans are for a March 
wedding. 

q Under the GI Bill of Rights on-the- 
job training program, David Cohen of 
Sparta, Ga., has recently joined the 
firm of S. Bloomfield & Son, 601 Jewel- 
ers Building. 


q Mrs. M. J. Boyle, better known for 
many years as Anna L. Callahan, 401 
Jewelers Building, and an occupant of 
the Building since 1898, is retiring from 
business which will be taken over by 
Mrs. Marie Foster, who has been asso- 
ciated with the Anna L. Callahan firm 
for 18 years. She will conduct the busi- 
ness under the same name. “Time I 
was taking a vacation, too,” says Anna, 
who will be missed in the building. 


q Arlo Bates, son of George B. Bates, 
Calais, Maine, who passed on recently, 
has remodeled his father’s store, and re- 
opened there on August 15. 


q Mervin E. Banks, who operates the 
N. C. Nelson Company, 25 North Main 
Street, Concord, N. H., was recently 
elected President of the Concord Rotary 
Club. 


q Solution of a 1941 robbery in Boston 
neared an end when a Boston police 
sergeant went to Columbus, Ohio, to ar- 
rest Matthew J. McGovern, formerly of 
Boston, on an indictment warrant charg- 
ing theft of $8,400 worth of diamonds 
on Dec. 16, 1941, from the Bigelow- 
Kennard store on West Street. McGov- 
ern was serving a sentence in Ohio for a 
$25,000 jewel theft in Detroit. At the 
time of his arrest in Detroit, McGovern 
also was wanted for questioning in con- 
nection with a $1,500 theft from a Lynn, 
Mass., jewelry store. The technique used 


in each robbery was identical. The | 


“customer” would ask to see expensive 
rings, would put two or three on a 
finger, snatch the entire tray, and flee. 
McGovern was caught in an alleyway 
while fleeing the Detroit store. 

q Samuel Berman, formerly with Joseph 
Gann, Washington Bldg., has gone into 
business for himself, occupying an office 
in that building with Philip Aronson, 
Room 304. 


q Fred Guggenheimer, of Scott Jewelry 
Co., Inc., Lawrence, Haverhill, and Low- 
ell, Mass., and Nashua and Manchester, 
N. H., recently purchased some addi- 
tional property in Lowell, including the 
site of the former Cole’s Inn. 

q Mrs. Florence Collins, for some time 
associated with Smith & Zaff, Jewelers 
Building, has joined the firm of Charles, 
Henry & Crowley City Hall Place. 

q Enthusiasm is running high in Boston 
over the coming season of the Boston 
Jewelers Bowling League, due to be- 
gin rolling in mid-September, although 
schedules have not yet been issued, nor 
has a bowling alley been selected. Ten 
teams are lined up, as against nine which 
played last year. 











Manufacturers of 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 
Gents Diamond Mountings, Stone 
Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 
Inquiries Invited 


546 S. Meridian St. ¢ Indianapolis 4, ind. 
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SILVER-MATIC 
ANTI-TARNISH 


Eliminates Polishing — Avoids Scratching 


Used by leading Jewelry 
stores, Silver Manufacturers 
and Silversmiths for the past 
10 years. 

12 Silver-Matic jars for 
$4.80. Sold in dozen lots— 
each jar lasts approximately 
4 months. 


ITEX CHEMICAL CO. 


406 Claremont Parkway Bronx 57, WN. Y. 








* CORRECTION ° 


The price of our LE 729 was incorrectly 
— in the August issue of Jewelers’ 

ircular-Keystone. The correct price is 
$43.50 a dozen. 


H. L. HIRSH & CO. 


189 Eddy Street, Providence, R. |. 
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Freight prepaid in 
the United States 
in specified mini- 
mum lots. 


TAUNTON, MASS. 








A superior polish 
- made by silver- 
smiths for jewel- 
ers’ use and resale. 
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22 Patterns Sterling Silver [ 


M ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 
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BUT 


in spite of difficulties 
we're daily increasing the 






variety and quantities of 
merchandise being shipped 
to our customers. Always 
write to ENGEL’S first! 








BALTIMORE ST. AT HOPKINS PL. 
BALTIMORE 1, MD. 
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q Eugene Sobel Co., wholesale jewelers, | 
of Washington, D. C., are now located 
in new and much larger quarters on the | 
ground floor of 610 Ninth Street, N. W. | 
They have installed new fixtures and 
equipment and their establishment pre- 
sents a most attractive appearance. 
They have four separate departments 
featuring jewelry, watch materials and 
jewelers’ supplies, watch crystals and 
diamonds. The diamond department is | 
operated under the name of the Capitol 
Diamond Corp., Inc. 

q The partnership of Strauch and Sher 
of Memphis, Tenn., has been dissolved, 
as of August 5. Jacob Strauch will 
continue his wholesale business in dia- | 
monds, watches and fine jewelry. 

q Jewelry departments are being in- 
stalled in seven of the 35 Sumner Stores, | 
operating throughout the South and 
Southwest. 

q The Retail Jewelers’ Association of 
Baltimore has decided to hold its first | 
Summer outing in four years on the | 


STILL LIFE 





A goodly portion of the population of 
Statesville, North Carolina, turned out for | 
the opening of Wallace Jewelers. Three 

thousand men, women and children not only | 
came into the store, but they all left their | 
names. Why? Because Samuel Shavitz and | 
Jules Aronson, owners of the store, held a | 
lucky numbers contest which attracted the | 
residents in droves. Above is Wallace 
Jewelers, just before the drawing of the 

lucky number. 
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... And here's Wallace Jewelers while the 
numbers were being drawn by the Mayor of 
Statesville. Quite a difference, isn't it? 
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afternoon and evening of September 15 
at Contrad’s place on Middle River, The 
committee in charge of arrangements 
is headed by Si Stein of the Pimlico 
Jewelry Company, and the program will 
include dining, water sports, dancing, 
and the usual pleasures of a day in 
the country. The members have also 
been discussing the formation of a 
bowling league, with H. Schwartz, as 
chairman of the planning committee, 
Details are not yet complete, but the 
season of active competition is expected 
to begin in December with a schedule 
of contests between rival teams. 

q An important first will take place 
next month when the Horological Guild 
of St. Petersburg, Fla., will play host 
to watchmakers of that state at the 
first annual convention of Florida watch- 
makers. Dates are October 6, 7 and 8, 


Twelve Watches Reported Stolen 
From Safe of Army Air Field— 
Have You Seen Any of Them? 


Twelve watches were stolen from a 
safe at Keesler Field, Biloxi, Mississippi, 
and jewelers are asked to be on the 
look-out for them. Included in the haul 
were the following: 


Bulova #10 A-K CHS AF 44211555 
Bulova Stock #6200-480400 44198751 
Waltham 44215312 
Waltham 44194452 
Elgin 44215753 


In addition to these, six 24-hour spe- 
cial type pocket watches and a Hanil- 
ton of the type used by aviators were 
stolen. If you have any knowledge of 
having seen or repaired any of these 
watches, notify Joseph K. Fasold, 
jeweler of Gulfport, Miss. 





- Something 


Money Cant 


Buy! ) 


) 
i SEE PAGE 130 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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¢ Lichtey’s Jewelers, who muved from 
6 North Eleventh Street to 1504 Chest- 
nut Street and added a complete new 
costume jewelry department and a 
silverware department in April, reports 
that the alterations on the store have 
now been completed. The brown and 
white marble front and opaque glass 
trimming give the store an impressive 
appearance. Inside, pastel walls and 
blond wood modern show cases com- 
plete the background for the jewels. 

q Clymer Brothers, in the Mastbaum 
Theatre Building at 2013 Market Street, 
have added radio sales and service, 
electrical appliances and luggage to 
their line of diamonds, watches, and 
jewelry which they have been handling 
since their opening in November. This 
store is a real veterans’ project with 
ex-soldiers William and Charles Clymer 
on the scene and a third brother, Robert, 
in absentia on Okinawa, involved in the 
enterprise. 

q David Greenberg’s jewelry store at 
218 South 52nd Street was robbed July 
1. A policeman making his rounds dis- 
covered that the window had _ been 
broken and one watch lay on the pave- 
ment. The owner later discovered that 
eight other watches were missing. Sev- 
eral weeks later Sgt. Amy of the Phila- 
delphia police apprehended the thief as 
he was leaving the scene of a second 
burglary, that of Grays’ Jewelers, 6206 
Woodland Avenue. The man not only 
had a goodly share of Grays’ stock on 
his hands, but he also was in possession 
of pawn tickets for watches from the 
Greenberg store. Sgt. Amy is being 
considered for commendation by Direc- 
tor of Public Safety Malone, and justly 
$0. 

q The Novelty Jewelry Store at 641 
Market St., Camden, New Jersey, owned 
by Mrs. Frances Getzoff, was robbed 
July 29 and the thief has not yet been 
caught. 


Ex-Soldiers Arrested in Tacoma 
Jewelry Store Robbery; Trailed 
By FBI Agents to Los Angeles 


F, B. I. agents following clues from 
the big $106,000 jewelry store robbery 
of Weisfield & Goldberg, Tacoma, Wash., 
followed a trail to Los Angeles, Cal. 
since the theft June 30. Now, late in 
August, with Los Angeles police hot 
on the trail, they nabbed two Everett, 
Wash., ex-GI’s and claim solution of 
the robbery. 

They have also set forth that they 
have recovered $25,000 worth of jewelry 
in Los Angeles, and $2000 more in 
Everett, Wash., identified as jewelry 
taken from the Tacoma store of the 
Weisfield & Goldberg chain of retail 
Jewelry outlets in the Pacific North- 
west. 

Those arrested are Clarence Elliott 
Byars, 24 years old, and Kenneth Wolf- 
son, 20 years, who have been charged 
with violation of the National Stolen 
Property Act by transporting $5000 
worth of stolen jewelry from Tacoma 
to Los Angeles. Arrainged in Los An- 
geles, where they were apprehended, be- 
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fore United States Commissioner David 
B. Head, the bond for each was fixed 
at $20,000, pending proceedings for their 
removal to Seattle. 

q Albert E. Price, wholesale jeweler, 710 
Sansom Street, Philadelphia, has been 
appointed as a distributor of home ap- 
pliances manufactured by General Mills, 
Inc. The appliances are being sponsored 
over the radio by Betty Crocker, well- 
known home service authority. 

q Francis Weinfeld and Ted Jack, who 
were recently discharged from military 


® PHILADELPHIA 





service, have rejoined the sales force of | 


Albert E. Price, wholesale jeweler, of 
Philadelphia. They will soon cover their 


respective territories to visit their many | 


friends and customers. 


q 1. Dubrow, Inc., retail jeweler at | 
618-620 South St., has been sold to | 
Joseph Panzer who will continue the | 


business under the original name. 


q Philip Fox, diamond merchant, an- | 
nounces that he has moved to more | 
modern quarters at 720 Sansom Street. | 


q Albert Adler, manufacturer of Ad- 
mark jewelry, 714 Sansom St., has pur- 
chased the jewelry manufacturing busi- 
ness of A. Podolsky, 713 Sansom St. 
The Adler firm will operate at both 
locations. : 


Retailer Confab 
(From page 443) 


Raymond Bill, consultant to the Secre- 
tary of Commerce, will tell the retailers 
about the organization and objectives 
of the National Distribution Council. 
The Council has been set up under the 
auspices of the Department of Com- 
merce to bring together the important 
national sales, business, distribution, and 
management associations to co-ordinate 
activities of the Government and private 
organizations primarily concerned with 
distribution and marketing. Other key 
executives of the Department of Com- 
merce will describe briefly how their 
offices fit into the retail picture. 

At the afternoon session the retailers 
will advise the Department of Commerce 


what the retailers need most in the way | 


of services, information and facts from 
the Department. 

The afternoon conferences will be 
divided into six major trade groups for 
discussion and preparation of recommen- 
dations. It is recognized that many of 


the different retail trades have different | 
problems and require different services | 


from the Commerce Department. 








What's New... ? 

If you’ve moved your store to a new 
location, opened a branch store, remod- 
eled and installed new fixtures, cele- 
brated your golden anniversary in the 
jewelry business—or returned from the 
Army—we’d like to hear about it. 

JEweLers’ Crecutar-Keystone wants 
news from you and about you—it’s your 
magazine! So if you have some news 


about yourself and your business, send | 


it to: Jeweters’ Crrcutar-Keysrone, 100 
E. 42nd St., New York 17, N. Y. 
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e Louis SickLes @ 
1O1S Chestnut St Philadelphia 
22 West 48th St New York 








K & D — CALIPERS — LEVIN 


WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 


GOLDBERG & POSSOFF 


124 S. 8th St. Philadelphia 7, Pa. 








For Your Convenience 


We have enhanced the completeness of our 
lines in our appointment as direct wholesale 
distributors of the famous LEVIN TOOLS. 


LATHES ° POISING TOOLS 
TRUING CALIPERS + PIVOT STRAIGHTENERS 
AND POLISHERS, ETC. 


CENTRAL WATCH MATERIALS 


& SUPPLY CO., Inc. 
Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 











BYARD Ff. BROGAN 





Manulecturer of Distinctive Diamond 
805 Sansom Street Philadelphia 
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Petal wey tnt SEAM or sed in alewelry sfore 
Scranton, 
Exclusively Wholesale” 








Philadelphia College of suealaiy 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 














BOWMAN 


Technical School 
Ceurses for Success for 
Watchmakers 

Engravers, J 


F 
JOHN J. BOWMAN, Director 
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GCold=Silver 
DLATING 


“ASK ABOUT” 


PHopAN IZE 


TRADE MARK REG. U. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S. Wabash Ave., Chieage $8 CENtral 6069 























Established 1923 — 
DLAWON Ds 


and Fine Diamond Jewelry 





@ BOUGHT 
@ SOLD 
@ QUOTED 


Sals 


ELMAN 


HICAGO 


Your Inquiries Solicited 




















ALWAYS USE 
THE NEWALL 
3 “Finger Print" System 
—_ WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 














DIAMONDS 


...all sizes 
and qualities 


Write, Phone, or Wire 


AMERICAN 
DIAMOND SYNDICATE 








WATCH DIALS 
REFINISHED 





MICH. 


MICHIGAN DIAL REFINISHING CO. 


603-4 METROPOLITAN BLDG. 
DETROIT, 
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q A district meeting of the Illinois Re- 
tail Jewelers Association will be held 
at the Orlando Hotel in Decatur on 
September 15. Russell Martin of De- 
catur heads the committee on arrange- 
ments and announces that in addition 
to a business session there will be golf, 
motor boat rides, banquet and other 
events. 

q The many friends of William (Billie) 
Lamb, Geo. H. Fuller & Son Co., will 
be sorry to learn of the death of Mrs. 
Lamb in Los Angeles on August Ist. 
For many years Mrs. Lamb traveled 
with Mr. Lamb throughout the Middle 
West, South, West and Northwest terri- 
tory and was personally known to nearly 
all the jewelers. 

q Avoiding a collision between two fire 
engine trucks one plunged into the 
jewelry store of J. H. Watson at 1200 
east 55th St., in Chicago on August 1. 
Norman Watson and three customers 
avoided injury and Miss Lois DeGrange, 
a clerk, and fireman George Nate were 
injured. Mr. Watson estimated the 
damage at more than $1000 in addition 
to watches and merchandise damaged 
in show windows. 

q Ben Rubenstein, owner of the Albert 
Jewelry Co., 6620 S. Halsted St., in 
Chicago, recently reported to the police 
that two armed men entered his store 
as he was transferring merchandise from 
the safe to show cases, ordered him to 
the back room, bound him with wire 
and escaped with $500 in cash and an 
estimated $5,000 in jewelry. 

q Frank Rifas Co., wholesalers, recently 
added two units to their space in the 
Heyworth Building to facilitate the 
handling of greatly increased inventory 
of merchandise. The entire place has been 
attractively modernized. 

q Alex Feinstein of Feinstein Bros., 
wholesalers of jewelry and materials at 
5 S. Wabash Ave., Chicago, has ac- 
cepted the appointment by U. S. S. R. 
as sole purchasing representative for 
tools and material for the rehabilitation 
of the Russian watch industry. 

q Wm. R. Shumaker, for 14 years asso- 
ciated with Budd Jewelry Co., Kala- 
mazoo, Michigan, as manager, is 
now a partner with Hugh Finley in the 
operation of the Finley Jewelry Shop 
in that city. 

q Carroll C. Seghers, of Carroll’s Jewel- 
ers in Cincinnati and also Little Rock, 
Arkansas, visited friends and the mar- 
ket in Chicago last month and an- 
nounced that he will open an additional 
store on Miracle Mile, the new $1,000,- 
000 shopping section of Coral Gables, 
Florida, about October 1. 

q The Milraine Products Company, with 
offices at 209 South State Street, has 
just announced its organization as a 
manufacturers and importers sales and 
distribution agency. Lines carried will 
include the Herba imports, the Philco 
Air Conditioner, the Bechard Silver 
products and other popular lines. The 
firm is a partnership formed by Jack 
S. Goldman, son of Louis Goldman, the 
well-known jewelry trade attorney, and 
Ernest F. Simmons, well and favorably 




















CHICAGO 


known to the local jewelry trade. The 
new firm has been receiving congratula- 
tions from its many well-wishers, 

q Jewelers in southern Illinois and 
Indiana are asked to be on the look-out 
for loot taken from the L. O. Wright 
jewelry store in Lawrenceville, Ill, on 
July 2. The stolen property included 14 
boxes of diamond rings and set, several 
Carmen bracelets, watch bands, a tray 
of 27 men’s black onyx and initial rings 
and a box of about 50 customers’ 
watches just taken in for repair. A re- 
ward is being offered for the discovery 
of the goods and/or information about 
the thieves. 


All watches previously serviced by 
Mr. Wright can be identified by a small 
check mark with a line through it. In 
cases with case numbers the mark fol- 
lows the number. Serial numbers and 
case number can be gotten by writing 
Mr. Wright or the sheriff of Lawrence 
County, Lawrenceville, Ill. Most of the 
men’s rings are from A. H. Denner & 
Co., St. Louis, Mo. Diamonds contained 
some of the Denner trade marks and 
diamond sets were, for the most part, 
by Garland. 

q Mead Montgomery, treasurer of M. A. 
Mead & Co., distributors of Boulevard 
watches, left for Switzerland on ap- 
proximately a moment’s notice early 
last month. Mr. Montgomery had been 
planning the trip since June but he 
was told by TWA that he wouldn’t be 
able to get a reservation until October 
at the earliest. Convinced that his trip 
was out, he went off on vacation in 
Pentwater, Mich. While he was away 
his father, Major Jack Montgomery was 
suddenly informed that a seat was 
available on a plane the very next 
night. There seemed to be no way of 
reaching Mead in Pentwater, but Major 
Montgomery bought the ticket anyway 
and got in touch with Mr. Church of the 
Star Watch Case Co., in Ludington. 
Mr. Church sent a messenger to Pent- 
water to page Mead who was forthwith 
located and sped on his way to the 
airport. He arrived in Chicago the next 
afternoon and was in Geneva the night 
after that, probably just a little out of 
breath. 

q The C. W. Anderson jewelry store in 
Madison, Wis. has been sold to Charles 
Seipel and Elmer Kletzman who will 
continue the business under its original 
name. 

q The first monthly luncheon meeting of 
the Chicago Jewelers’ Association this 
fall will be held on Thursday, October 
17. Other CJA events: A golf outing 
slated for September 10 and the annual 
banquet set for January 4, 1947, at the 
Stevens Hotel. 

q Committees for the coming year have 
been designated by the Chicago Jewel- 
ers’ Association. They are: Social Rela- 
tions, John M. Biggins, chairman; 
Finance, Coby Knights, chairman; Mem- 
bership, Leonard Lewy, chairman; Good 
& Welfare, John T. Montgomery; Trade 
Extension, Marshall Spies; Golf, Ed 
Cain; Budget, Mead Montgomery. 
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A new Shaw Jewelry Co. store is 

being added to the already established 
group in one which is being readied at 
54th and Crenshaw Blvd., Los Angeles. 
This store, reports Emanuel M. Lip- 
pett, partner, has some 750 square feet 
of space and will be a most modern 
retail jewelry store. M. N. Cooper, a 
junior partner in the Shaw firm will 
be store manager. 
q Jack Dougal has bought the Lossman 
jewelry store at 2460 Mission St., San 
Francisco, and has finished a complete 
remodeling job. Before opening for him- 
self, Dougal was manager of Norman’s 
Jewelry store in San Francisco. 


q Harry Kanel has taken over the 
management of Topper’s jewelry store, 
1411% Third St., Santa Monica. Before 
entering the service where he was spe- 
cial assistant to the colonel of Interior 
Operations, he was with the Clapper 
Jewelry Co. of Pittsburgh, Pa. 

q Herman Cooper and William K. Kap- 
lan have bought Tait’s jewelry store 
at 401 W. 8th St., Los Angele. Before 
entering the service, Cooper was with 
the Royal Jewelers and with LeRoys 
for the past 18 years, while Kaplan had 
been in the retail jewelry business in 
New York since 1903. Mr. Tait is re- 
tiring from the business. 

q A new jewelry store has been opened 
at 186 S. Brand Blvd., Glendale, under 
the name of Lloyds Jewelers by part- 
ners Larry Hirsh and Jim Sirotta. Hirsh 
was with the Macey Jewelry Co. in 
Hollywood previous to his three-year 
hitch in the Merchant Marine. 


q Preparations for adding a complete 
home furnishings department to its 
store in Tacoma, Wash., are under way 
by Weisfield & Goldberg. Arthur Grun- 
baum will be in charge of the new de- 
partment. Weisfield & Goldberg opened 
its new store in Everett, Wash., on July 
27, making the seventh store in its 
chain. Manager of the new store is 
Jack Gruber, formerly credit manager 
at the Tacoma location. 


q Two Bremerton jewelry stores, the 
Jewel Box and Friedlanders & Sons, 
were burglarized in much the same fash- 
ion. In both cases, thieves broke dis- 
play windows and made off with rings 
and watches. 

q Ushering in his sixteenth year in busi- 
ness, A. Yormark, Seattle, had the in- 
terior of his store redecorated and new 
display cases added to care for an en- 
larged stock. 

q A. W. Hill, of Pasco, Wash., has 
opened a new jewelry store at Moses 
Lake, Wash., in the Columbia Basin re- 
clamation project area. 


q Witmark’s Jewelry, Aberdeen, Wash., 
closed for an indefinite period on July 
29 while an extensive remodeling and 
expansion program is under way. 

q Burglarized recently was the Weis- 
field & Goldberg store in Tacoma, Wash. 
—and by a burglar the police apparently 
locked in the store after searching it! 
Called to the store when a burglar alarm 
was set off, the police searched the 
store and found no one. But, when the 
store was opened for business several 
hours later it had been looted of about 
$85,000 worth of jewelry. The theory 
is the thief, who entered by a light well 
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after giving up trying to tunnel in from 
an adjoining building, hid in the store 
while police searched it, continued his 
pilfering after they left. 

q Edgar Pash has bought Furneaux 
Jewelers, located at 118 W. First St., 
Long Beach and changed the name to 
Pash Jewelry Co. Previous connection 
of Pash before bis three-year Army Ser- 
vice was with the American Jewelry 
Co. of Long Beach. 

q James A. Williams, formerly in the 
jewelry business in Colorado City, 
Texas, has bought the jewelry store at 
5514 Atlantic Blvd., Long Beach, from 
Forrest Laury. The store has been com- 
pletely remodeled. 

q Eastside Credit Jewelers, owned by 
Sam O. Berstein, has just moved into 
its new store at 4840 Whittier Blvd., 
Los Angeles. The store was in its for- 
mer location since 1934, 

q Stanley Seedman who owns the Car- 
lyle Jewelry Store in Salinas, has bought 
the Riskin Jewelry Store on Hollywood 
Blvd. in Hollywood. 


PREMIERE DE LUXE 





In true Hollywood style, Bill Miller had 
the formal opening of his new store at 1661 
N. Vine St., Hollywood, complete with klieg 
lights, crowds and all that goes with a 
typical Southern California premiere. 


q Schaefer & Niederholzer, retail jewel- 
ers in the Flood Bldg., San Francisco, 
have moved to larger quarters in the 
same building. A wider selection of 
lines including an active appliance de- 
partment is a result of the move. 

q Mr. and Mrs. A. Lindenberg, owners 
of the Market Jewelers in San Fran- 
cisco, have opened a new store at 893 
Market St. under the name of Grant’s 
Jewelers. 

q J. D. Gloeckler, former owner of a 
jewelry store at 4128 Gage Ave., Bell, 
for 12 years has started a new store 
at 2987 W. Manchester Blvd., Ingle- 
wood. His nephew, A. Homer Gloeckler, 
has been taken into the partnership. 


q Lew Marker, a retail jeweler from 
Boulder, Colo., is now operating his 
modern jewelry store at 7435 Grenshaw 
Blvd., Los Angeles. 

4q Henry L. Krasny and James A. Berg- 
man have purchased and assumed opera- 
tion of Lawson’s Jewelers, 6516 Holly- 
wood Blvd., Mr. Bergman was recently 
Aischarged from the armed forces and 
his partner was with William Stromberg, 
Inc., jewelers, for three and a half 
years. 





Wanted 


Antique 
Clarks 


We are interested in 
buying unusual and dis- 
tinctive clocks and ba- 


rometers of character. 






Kansas City 6, Mo. 





Altman Bidg. 











ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 


413 RACE ST. 
CINCINNATI 2, OHIO 











PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsin 























Scme WATCH CO. 
S S.WABASH AVE. CHICAGOILL. 
USED WATCH .. 
MATERIALS z 
MOVEMENTS 1 | o 
Good Conditica 2 E -] 
Geed Dials 
Wetton THE PRICE OF » 
7 See Htuntlog, NEW MATERIALS > 
74,8 25 —155,81.78 Wheels, pinions, 4 
in Waltham pallet forks, etc., 
TJ, 50—15J $2.00 for all watches. 
1 Sie pl Ww Send sample of 
ar 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West €th Street. Cincinnati Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 








Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence. 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


Cincinnati, Ohio 


5 E. Third St. 
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q If one of the trade associations doesn’t 
sign up Charles Richter to lecture on 
“How to Get Publicity” soon, they’ll be 
passing up a very good bet. If there’s 
publicity to be had, you can always 
count on the Richter Jewelry Company 
to get it. And it’s really publicity—not 
just announcements about “our exclu- 
sive new line of gold plated lavalieres.” 
Latest headlines to spring forth from 
the Six and Main Street store reads: 
“Piece of State Highway Sold for $41.35 
at Public Auction.” You’ve probably 
already guessed who made that thrifty 
purchase. Mr. Richter bought the piece 
of property sight unseen and he intends 
to give it to the state, but he got a lot 
more than $41.35 in newspaper space out 
of the story. 

4q Vacation Notes: John Daly of Flana- 
gan-Kovac Co. spent two pleasant weeks 
in Binghamton, N. Y., while Carl Roos 
of the same firm enjoyed his two weeks 
at Geneva-on-the-Lake. Lou Flanagan 
reports that the fishing is good at Lake- 
of-the-Woods, where he is vacationing 
with his family. 

q Stern, Inc., wholesale jewelry dis- 
tributors, have moved their offices and 
showroom to 8 West Gay Street, Colum- 
bus, O. 

q Julius A. Courtois who for some 
years covered the South for Gerwe- 
Brown is now representing the company 
in Louisiana and eastern Texas. 

q The Town Criers, contrary to earlier 


Aid to Small Businessmen 
(From page 442) 


will cooperate with the Treasury Depart- 
ment in making a study of tax laws and 
tax regulations which impose a special 
burden on small business, and an effort 
will be made to work out a simplified 
method of taxing small business. Specific 
revisions of tax legislation and Bureau 
of Internal Revenue regulations will 
be sought. 

The Division will also cooperate ‘vith 
the Federal Reserve System, the Amer- 
ican Bankers Association, the Reconstruc- 
tion Finance Corporation and other pub- 
lic and private suppliers of capital in 
developing financial facilities available to 
small business. Businessmen will be 
aided in the preparation of financial 
statements and other data needed to sup- 
port their requests for loans. 


REGIONAL DEVELOPMENT 


The Area Development Division, head- 
ed by C. S. Logsdon, will encourage the 
establishment of state planning commis- 
sions, area development groups, and the 
like, and will help such organizations as 
they evaluate the advantages or dis- 
advantages of certain localities for the 
development and successful operation of 
various types of small business. While 
the Division will not recommend a loca- 
tion to an industry, it will help the busi- 
nessman, through his local development 
group, to obtain information as to what 
areas are most suitable for a new in- 
dustry. 


CINCINNATI 









reports, are holding their monthly meet- 
ing on the last Thursday of the month 
at the Sinton Hotel. Their July 25 
meeting attracted a large group of 
members. 

q John A. Gerwe and family recently 
vacationed in Michigan. 


q Walter Bleska of Gerwe-Brown re- 
cently spent his vacation in Cleveland 
attending the Veterans of Foreign Wars 
convention. 

qWilliam Owens of Gerwe-Brown Co, 
visited Cincinnati recently after a suc- 
cessful trip. 

q Robert L. Hummel and Charles Payne 
have just returned from a fishing trip 
in northern Wisconsin. Also back from 
the same sort of vacation is Phil Haas 
of the Haas Jewelry Co., who spent his 
time in Remer, Minn. 

q Bentel and Faller, jewelers in the 
Enquirer Building, closed shop for two 
weeks in July. 

q Lars R. Ollson spent two weeks va- 


cationing in Massachusetts with his 
family. 
4 Marvin Schorr is replacing Lou 


Klayman as southern representative for 
the Twentieth Century Watch Strap Co. 
4q Mr. and Mrs. Jack Brown of Sullivan, 
Indiana were visitors in town, as was 
Al Felstein, son of George Felstein, 
Terre Haute, Indiana jeweler. 

q John Gerwe and George E. Brown 
attended the Credit Men’s Convention 
in Chicago and have returned full of 
ideas about what to do about Regula- 
tion W. 

q Among jewelers and manufacturers 
representatives visiting the city last 
month were: Elmer Zeisler, Chillicothe; 
William McGreevy, Ostby and Barton 
Co.; S. J. Kerwin, Ingraham Clock Co.; 
George Spellmeier, F. F. Simmons Co, 
Attleboro; Reggie White, J. J. White 
Co., Providence, R. I.; A. J. Huff, 
Sunbeam Co., Chicago; Sam Neuman, 
New York; Fred Whitney, Chicago; 
Willis Patrick, Chicago and William 
Lewy, New York. 

q Fifteen jewelers traveling to the 
Chicago convention on the “Riley” were 
joined by a large group who boarded 
the train at Indianapolis. Some said 
“Jewelers Special” would have been a 
more appropriate name for the train 
than “Riley.” 








DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Canada Gets New Precious Metals Act; 
Wider Interpretation for Gold Plate 


By Act of the Canadian Parliament 
enacted in June, 1946, the Precious 
Metals Act has been modernized, with 
several changes of importance to be 
noted. Actually the old 1927 Marking 
Act has been repealed, with an entirely 
new act substituted instead. 

While the essential provisions of the 
old Act will continue, new clarity has 
been provided as well as wider inter- 
pretation for gold plated articles. 

This culminates several years of close 
study on the part of The Canadian 
Jewelers Association working with of- 
ficials from the Canadian Department of 
Trade and Commerce, begun several 
years ago. 

Generally speaking the requirements 
of the Act remain the same, the new 
Act completely replacing the Act pre- 
viously passed in 1927, and all its amend- 
ments. The effect will be to stream- 
line the entire legislation, making for 
easier understanding. 


TRADE MARKS 


Formerly a trade mark had to be 
officially registered before it could be 
applied to an article. Now just so 
long as an application for registration 
has been made and accepted by the 
Trade Marks Office, then the trade mark 
applied for may be used and applied 
to articles. 

It is also provided that if a permis- 
sible quality mark is stamped on any 
article then a trade mark, registered or 
applied for, must also be stamped upon 
the article. In the past such trade 
marks were sometimes placed on cards 
or tags, and not on the article itself, 
the tags or cards sometimes became de- 
tached, with resulting loss of identifica- 
tion. Now, the trade mark must be 
right on the article itself, provided the 
quality stamp is there as well. 


GOLD ARTICLES 


It is no longer permissible to use 
the words “Solid Gold.” Solid Gold is 
deemed to mean 24 karat and is seldom, 
if ever, commercially used. It is now 
permissible to indicate the finest gold 
in decimals, provision has also been made 
for the use of “Karat K & Kt.” 


SILVER ARTICLES 


There is no change as respects the 
requirements for Sterling Silver. For 
hundreds of years 925 thousands has 
been recognized as Sterling and the finest 
is still the same. The leeway however, 
has been reduced from 25 thousands to 
10 thousands when solder has been used 
and from 10 thousands to 4 thousands 
when solder has not been used. 

_ Ruthenium may now be used in con- 
Junction with Platinum and the abbre- 
viation “PLAT” may now be applied. 


GOLD FILLED & ROLLED GOLD 
PLATE ARTICLES 


Formerly when an article other than 
watch cases and spectacleware was 1/20- 
10k the only permissible mark was 
gold filled. This left a great deal to 
be desired for the reason that it worked 
as a deterrent to the production of gold 
ae articles of higher qualities than 
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With gold filled the only mark, how 
is a dealer to know whether what he 
is purchasing is 1/20-10k or 1/10-14k? 
The new Act makes permissible the appli- 
cation of a fractional mark to all rolled 
gold plate articles regardless of ratio 
of gold in the gross weight of the article. 
Another advantage here is to wholesalers 
distributing or offering for sale jewelry 
or other articles made in countries where 
the fractional mark is applied. Now that 
the fractional mark can be applied it 
will make it easier to secure merchandise 
and eliminate many complications at the 
ports of entry. 


GOLD FILLED AND ROLLED GOLD 
PLATE WATCH CASES 

There is no change as respects 10k 
or 14k gold filled cases, that is to say 
8/1000 thickness on all outer surfaces. 

To a watch case of the quality lower 
than that known as gold filled, there 
may now be applied the words rolled 
gold plate or the letters RGP together 
with the karat quality. 

Formerly the permissible mark was 
rolled plate. In advertising or any de- 
scriptive matter of a watch case, rolled 
plate could mean anything. 


GOLD PLATED ARTICLES 

Formerly the word used in connection 
with and applied to plated jewelry was 
gilt. This is a common enough word in the 
trade and is known to mean gold plated, 
but nevertheless to describe a piece of 
jewelry as gilt might be said to suggest 
something on par with a gilt picture 
frame. 

The new Act makes it permissible in 
describing an article on which gold has 
been deposited by an electric process 
to use the words gold plated. 


ANRJA Convention 
(From page 451) 

“6. Help the customer see the par- 
ticular merchandise he is after, imme- 
diately after his entering; 

“7, Reduce the time interval from 
the moment he enters the store until he 
leaves with the package under his arm; 

“8. Improve employee’s morale and 
efficiency, and most of all 

“9, Give you a greater feeling of per- 
sonal pride of ownership . .. . and en- 
able you to be a leader in the com- 
munity.” 

Asserting that present restrictions 
are really a blessing in disguise, Mr. 
Telchin claimed that “planning any- 
thing requires time. Frequently more 
time is required for planning than for 
construction.” Therefore, the present 
time, with materials and labor scarce, 
gives the jeweler an opportunity to plan 
his modernization program carefully so 
that construction may be started the 
moment bans are lifted. 

“Windows are counted upon to bring 
in one-third of your total sales volume” 
stated Edwin Freed, New York dis- 
play expert. Despite the fact that radio 
and newspaper advertising are effective, 
they are in conflict with other material, 
he said. But display windows face no 
serious competition, and can be as 
effective as the retailer wants to make 
them.” 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE, PITTSBURGH 








ATTENTION ... 


@ We offer our services to 
firms who wish to sell in 
Canada. 


@ Distribution from Coast 
to Coast. 


@ Inquiries invited from 
manufacturers of exclu- 
sive lines. 

M. DAVIDOVITCH 
& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 








CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 











STAR GARNETS 
Of the better quality. Deep rich red, with 4 
rayed star. Quoted on request. 
CRYSTAL SPECIMENS of all kinds for window 
display. Free price list. 


V. D. HILL 


Complete Gem & Mineral Establishment 
R#7, Box CD Salem, Oregon 
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Where to Buy 
IMPORTED 


China and Glass 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Trade-Mark WEDQWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 








MADDOCK & MILLER, INC. 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 








TEDMAN IMPORTING CO. 
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London Letter 


Lonvon—There is likelihood of a re- 
duction in the purchase tax on jewelry, 
perhaps next year, but not before. The 
British Chancellor of the Exchequer 
says he can hold out small hope of 
any immediate prospect of a reduced 
tax. Jewelers have not anticipated a 
concession in this direction as the tight- 
ening prices on jewelry pieces already 
on the market indicate. As time goes 
on fine pieces of jewelry will become 
even more difficult to find than they 
are this summer. 

The position for the British diamond 
and jewelry industry is about as fierce 
as it ever was in the home market. 
Abroad the diamond demand is as in- 











An officer of the British Board of Trade 
weighs some of the £200,000 worth of dia- 
monds on their arrival from Montreal, 
Canada, at the Diamond Corporation in 
Holborn Viaduct in London. They are the 
twelfth and final consignment of industrial 
stones totalling seven and a quarter million 
carats and valued at £4,500,000 that have 
been returned to Britain from Canada. 


sistent as ever but export restrictions 
continue to hamper diamond men here. 
A member of Backes & Strauss, the 
Holborn Viaduct diamond house, sum- 
med up the current position for Tue 
JEWELERS’ CrircuLar-KeysTone as fol- 
lows: 

With no new goods allowed to be 
imported for use in the home market 
manufacturing jewelers as well as re- 
tailers are at their wits’ end to stay 
in business. The only loose diamonds 
available are those broken out of old 
jewelry, and most of this type of goods 
is too poor to be used in high-class 
articles. High-class pieces are, of course, 
not being broken up since they are too 
easily salable as they are. The demand 
for diamonds for export is livelier than 
ever despite the ever higher prices 





ROYAL DOULTON 


English Bone China and Barthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN J 
212 Fifth Ave. 


New York, N. Y. 











JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 
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necessitated by the continued rise in 
rough. 

It was, incidentally, announced this 
week that among the first of numerous 
items barred during the war and now 
to be admitted by the United Kingdom 
from the U.S.A. is imitation jewelry. 

About the time that Providence, R. I., 
jewelers were vexed at the priced fixed 
for silver sales by the U. S. Treasury 
for industrial use, buyers at a Christie’s 
auction here were clamoring to obtain 


old English silver at almost any price.. 


A Queen Anne tea kettle, date 1706, 
weighing more than 87 ounces, was 
knocked down at around £8,400. Then 
12 apostle spoons, realized approx- 
imately £18,600. 





Banker Says Consumer Credit 
Has No Influence on Business 
Urges Abolition of Regulation W 


Complete abolition of Regulation w 
was called for last month by the execy. 
tive vice-president of the American Ip. 
dustrial Bankers Association. 

Pointing out that there is nothing in 
the Federal Reserve Board’s own statis. 
tics to support its contention that cop- 
sumer credit has an appreciable effect 
on the total economic picture or on jn. 
flation or depression, Mr. Bone called 
for the immediate withdrawal of all con- 
sumer credit controls. 

“While it is a known fact that the 
volume of consumer credit follows the 
business cycle, no sound evidence has 
ever been produced to indicate that jt 
causes the cycles to rise or fall. Con- 
sumer credit expands or contracts with 
general ‘business because people who 
use it naturally tend to go more deeply 
into debt when the prospects for paying 
their obligations are best and stay out 
of debt, so nearly as they can, when the 
outlook is not good for prompt liquida- 
tion,” said Mr. Bone. 


LITTLE INFLUENCE 


Consumer credit, he declared, never 
has been large enough to swing the 
business cycle one way or the other or 
to have an appreciable effect on general 
prices. In 1941, he pointed out, when 
consumer credit reached a record high, 
it amounted to one-third of outstanding 
commercial bank loans and only two- 
and-a-half times all personal taxes and 
less than half of personal and business 
taxes. 

Declaring that if any inflationary in- 
fluence could be seen it would be by 
comparing the trends of consumer credit 
with those of the cost-of-living index, 
Mr. Bone said that “In 1933 both the 
volume of consumer credit and the cost- 
of-living index were at a low poin. 
Thereafter consumer credit increased 
even more rapidly than the index of 
total production, but the cost of living 
remained relatively stable from 1935 to 
1940.” 

After 1941, he said, although the vol- 
ume of consumer credit fell, the cost 
of living turned sharply upward, and 
after 1948 credit increased at a rapid 
rate, but the cost of living leveled off. 





MacArthur Prohibits Pearl Sale 
To Civilians in Japan to Insure 
Supply for Occupation Personnel 


General MacArthur’s June report on 
United States military government ac- 
tivities in Japan, states that the Japa- 
nese government has been ordered to 
prohibit all future retail sales of pearls 
and pearl articles except as may be spe 
cifically authorized by the Supreme 
Commander Allied Powers. 

The action was taken to assure suf- 
ficient quantities to meet demands by 
occupation personnel. 
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SWEDISH CRYSTAL 
Kosta Alsterfors 


Maleras Bohlm 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Ine. 


212 Fifth Avenue New York 10, N. Y. 
MUrray Hill 3-8948 
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GEORGE A. ANTONAS, of Lowell, who op- 
erated the George A. Antonas Jewelry 


~ Company, one of the oldest jewelry firms 


in Lowell, died there recently. Mr. 
Antonas was well known for his _phil- 
anthropic work for Greek relief. 


SIGMUND BARBER, head of the firm of 
§. Barber & Sons, Washington Bldg., 
Boston, where he had been in business 
for 45 years, died on July 20. The busi- 
ness is being carried on by son Philip 
and daughter, Jane. 


FRANK A. BATEMAN, treasurer and gen- 
eral manager of the J. A. Foster Com- 
pany of Providence, died suddenly July 
31. He was 61. 


CHARLES E. BISSETT, owner of a jewelry 
store at 42 Central Square, Lynn, Mass., 
died August 2 of a heart attack. He had 
been in the jewelry business in Lynn 
for 35 years. A veteran of the first 
World War, he was a member of East 
Lynn Post 291, American Legion. He 
also belonged to the YD Club of Lynn. 
He was a member of the Maple Street 
Methodist Church, Lynn. He left a sis- 
ter, Mrs. Maude Tobey of Saugus. 


RICHARD ORCHARD BOLT, 92, of the Mer- 
mod -Jaccard- King Jewelry Co., St. 
Louis, Mo., for 62 years, died August 
18 of infirmities at Malcolm Bliss hos- 
pital He was a designer of jewelry 
and medals and made many of the 
decorative ornaments for the Veiled 
Prophet balls. He retired from business 
in 1936. Bolt rose to secretary of the 
firm and head of the manufacturing and 
repair department from the position of 
office boy. 


THOMAS BURNETT, pioneer Seattle 
jeweler, 78, died at his home at Soap 
Lake, Wash. in July. He opened a 
jewelry store in Seattle in 1909 which 
he operated until his retirement in 19438. 


JOHN CAHILL, one of Boston’s oldest 
jewelers, for many years located on the 
fifth floor of 333 Washington Street, died 
on August 1, in Everett, Mass. Funeral 
was from his home in Everett on August 
5, with Solemn High Mass of Requiem at 
the Immaculate Conception Church. 


ARTHUR MARCUS FIELD, 84, known dur- 
ing a 80-year jeweler’s career in Ashe- 
villee N. C. as the “Tiffany of the 
South,” died unexpectedly in his home 
at Cooperstown, N. Y., recently. After 
studying watchmaking and engraving in 
Albany, he established his own jewelry 
business in Asheville in 1889, continu- 
ing until his retirement in 1919. Appre- 
ciating the value of the North Carolina 
gems, Mr. Field developed the produc- 
tion of aquamarine, amethyst and golden 
beryls by sending the uncut stones to 
France where French jewel cutters 
finished them. 


OTTO HARTMANN, age 62, of Wilimov- 
sky & Hartmann jewelers at 3507 W. 
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26th St., Chicago, was killed in an auto- 
mobile accident on August 2nd. 


ALPHONSE J. LEDERER, president and 
treasurer of Henry Lederer and Bro., 
Inc., Providence jewelry manufacturers, 
died suddenly July 31. He was 48. 


ALEX LOPATIN, prominent Philadelphia 
jeweler who conducted a jewelry busi- 
ness in that city for a number of 
years, died August 8 at his home in 
the Croydon Apartments, 49th and 
Locust Sts. He was 58. 

A mason, Mr. Lopatin was also active 
in the work of the Allied Jewish Ap- 
peal and the Zionist Organization. He 
was treasurer of the Philadelphia Coun- 
cil of the American Jewish Congress, 
a member of the executive board of 
Brith Sholom and of the Sansom Street 
Business Men’s Association. 


LEOPOLD Ss. MEYER, 76, sole surviving 
partner of L. S. Meyer & Bro., jobbers 
of fine jewelry at 121 Maiden Lane, 
New York, died August 2 at the home 
of his daughter, Mrs. William Vorhaus. 
A well-known figure in the New York 
jewelry trade, Mr. Meyer had been in 
business for himself for 60 years. 


FRANK NATHAN, a brother of R. W. 
Nathan, “Mayor” of the Washington 
Bldg., Boston, and who was for many 
years in business in Boston as the Frank 
Nathan Company, retiring from the 
jewelry business three years ago, died on 
July 24, at the home of his daughter, 
Mrs. George Bird, in Toronto, Ontario. 
Since his retirement, Mr. Nathan had 
spent most of his time in Lake Worth, 
Florida. 


orro stumPF, 83, who began his 
jewelry career with W. B. Clap, Young 
& Co., in Chicago, in 1878 died suddenly 
at his home on July 27th. For the past 
few years he was associated with the 
Jos. A. Reichman Co. 


FLOYD WALLACE, 59, vice president 
and chairman of the board of R. Wal- 
lace & Sons Manufacturing Co., died 
Saturday, August 10, of a heart attack 
at his summer home at Sachem’s Head, 
Guilford, Conn. 

Born December 3, 1886, in Sachem’s 
Head, he had resided there ever since. 

Upon leaving college he became asso- 
ciated with the Wallace company, a con- 
cern established by his grandfather, the 


FLOYD 
WALLACE 





late Robert Wallace, one of the pioneers 
of the silverware industry in America. 
He was a son of the late Frank A. 
Wallace, the second president of the 
Wallace company. He was a direc- 
tor and vice president of R. Wallace 
& Sons of Canada, Ltd., and a director of 
the First National Bank of Wallingford. 











Where to Buy 
AMERICAN 
China and Glass 





THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26. W. 23rdST. 1550 MERCHANDICE MART 
NEW YORK CITY CHICAGO, ILL. 


LENOX 








fo America’s Finest 
at NOX CHINA 


iNU-S-% Trenton 5, New Jersey 








IMPORTATIONS 


from Sweden, Denmark and France 


Crystal, Stemware, Bowls, Vases, Perfume 
Bottles, Smoking Accessories and Art and 
Service Pottery. 


ENRIGHT-LE CARBOULEC, INC. 
160 Fifth Avenue New York 10, N. Y. 


Kinsington © 


sume CRYSTAL ano BENT GLASS 
« « Giftware of Distinction + »* 














KENSINGTON, ING. NEW KENSINGTON, PA. 








HAWKES CRYSTAL 

GLASSWARE 
for discriminating 
people—WRITE 

T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 


GIFTS for MEN 


A comprehensive selection of 
Accessories wi Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS Ww Ton i'n. Y. 




















ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 


DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
’ MADE IN AMERICA: MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 
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Fitting a Balance Stafi 





Fifth in a series of articles on methods used in removing and 


replacing a damaged staff. Part seven, herewith, explains how 


to replace the various types of friction staffs. 


by HENRY B. FRIED 


Executive Secretary, 
The Horological Society of N. Y. 


Part VII: REPLACING THE STAFF 
(Drawings by the author) 


FTER the new staff has been chosen and 
A “matched,” the old staff is still retained. This is 
used as a “stand-in” for the various set-ups prior to in- 
serting the replacement staff. In this way, the chances 
of damaging or losing the good staff are greatly reduced. 


FRICTION STAFF 


We will first take up the task of replacing a friction 
staff of the Waltham type. In this type of staff, a stump 
of the staking set used to support the balance during 
this operation, is first chosen. In this job the staff is 
driven into the hub of the balance wheel. To choose the 
proper stump, the old staff is grasped in the tweezers by 





Fig. 32. Staff should fit snugly in proper stump of staking set. 
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the roller post. The hairspring post of this staff is in- 
serted into the hole of a flat-faced hollow stump that fits 
this shoulder closest without binding. This is shown in 
Fig. 32. The punch used to drive the staff into the bal- 
ance hub is also shown in this view. This punch is a 
round-faced hollow punch that is selected to fit over the 






Fig. 33. A few taps on round 
bottom punch is sufficient to 
drive staff into balance hub. 
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roller post with a minimum of tolerance. The reason for 
its use is that it will drive the staff snugly into the bal- 
ance hub as far as possible. 

To prepare the stump for this operation, it is placed 
into the hole of the staking die used expressly to hold 
all stumps. Then it is centered with the centering punch 
and locked in place. The staff is placed into the balance 
with the tweezers, and the part of the hairspring shoul- 
der emerging from the balance is placed into the stump. 
The round bottom punch selected is then placed over the 
roller post and a few light taps should drive this staff 
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G-E presents 3 


Of IS famous 


Chime Glocks! 











MAESTRO—Tambour design in its finest tradition . . . case 
of rich, polished mahogany with scalloped border at base 
. . . full Westminster chimes resonantly sounding each 
quarter hour . . . black numerals on silver dial . . . gold- 
colored hands! 





RHAPSODY —Graceful lines sweeping down to fluted base 
pedestals . . . grained mahogany case burnished to satiny 
sheen . . . full Westminster chimes striking the quarter 
hours... gold-colored hands and raised gold numerals on a 
silver dial! 





CONCERTO— Exquisite tambour design! Stunning, grained 
mahogany case . . . a hint of moulding at each end . . . soft 
and subtle Westminster chimes note the passing quarter 


hours. Black raised numerals on a silver dial. Superb deco- 


rative piece! 


THESE NEW G-E Electric Mantel Chime Clocks are made for your most 
discriminating customers—those who want the best in elegant mantel 
clocks. Like all G-E Clocks, they require no winding and are accurate to 
the second. Ask your G-E distributor for complete information. Appliance 
and Merchandise Department, General Electric Company, Bridgeport 


2, Connecticut. 


@ General Electric Clocks 


GENERAL @ ELECTRIC 
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snugly into the balance hub. This is shown in Fig. 33. 
Here the round-bottom punch has reached into the slight 
recess in this hub to permit the shoulder of this friction 
staff to be driven fast and slightly below the level of the 
top of the hub, providing an extra degree of security. 


REPLACING A FRICTION STAFF—HAMILTON TYPE 


The operation in selecting and centering the stump 
are the same for the Waltham type. However, the punch 








Fig. 34. Flat, hollow punch is 
used in replacing Hamilton staff. 














chosen may be a flat, hollow punch fitting over the shoul- 
der that will hold the safety roller. The requirements 
of a good fit are the same as for the Waltham types. 

Fig. 34 shows this setup in the process of being driven 
downwards until it has reached the balance hub and has 
come to rest upon it. 


Fig. 35. Staffs of the plain ta- 
pered, pivotted type must be in- 
serted with care that punch fits cone. 











The Howard friction staff is inserted in much the 
same manner as described above for the Hamilton model. 
The exception here is that the balance, hub and hollow 
hairspring post are all one piece. Therefore the stump 
used must fit around the hollow section that is used to 
house the hairspring collet. The punches and operations 
follow the same pattern as for the Hamilton type. 

The Central A and B model staffs are inserted into 
the balances with the balance resting upon the stump fit- 
ting the portion of the staff that will support the hair- 
spring collet. Since these staffs are plain tapered, piv- 
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oted needles, the only edge upon which a punch may regt 
is the cones of the pivots. Therefore the driving punch 
used is a cross-holed pivot punch. These are delicate 
punches and must be chosen and used with care and cay. 
tion. The punch chosen must fit the pivots freely and 
the holes in which the pivots rest must be clean ang 
clear. 

The plane in which the balance rotates, depends upon 
how far in the staff is driven. If the staff is driven jp 
too far, the inverted type roller-balance hub will res 
upon the bottom plate, interfering with the free motion 
of the balance as well as to cause the balance to Scrape 







Fig. 36. Inserting a simple 
friction staff of Avon type. 





the pallet bridge. Failure to drive the staff down to its 
proper depth may cause the balance to lie in a plane too 
high. In such a case, the hairspring may scrape the bal- 
ance bridge, balance wheel and the pallet fork guard 
finger may come into contact with the roller jewel. Fig. 
35 shows how this staff is driven into the balance unit. 
Fig. 36 shows how a simple friction staff of the “Avon” 
type and some pin-lever staffs are inserted. Here is only 


Fig. 37. Fitting precautions for 
Roskopf type staffs are the same 
as those described for Avon type. 








the hole in the balance arms upon which the staff may 
rely for support. Therefore the staff chosen must be 4 
(Please turn to page 468) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











: vis te Tyoical Uijo-valae heeThie 


SETH THOMAS ... 00 Middl tacmme tht Clock 


Here’s another rare beauty... 
the Seth Thomas* “Capstan” 


TRULY a distinctive occasional clock, the 
“Capstan” electric is richly cased in un- 
usually attractive ““honey-tone” solid ma- 
hogany with highly polished brass spokes. 
It measures 7” wide, 8’ high and only 
2%” in depth. The dial has background of 
brushed brass with etched decorative de- 
sign in dull brass. The numerals, also hour 
and minute hands, are dark green. Ship- 
ping weight, each about 4 pounds. 
“Capstan” is styled to fit in almost every- 
where, and it gives any setting a cheery 
note of nautical charm. It’s a clock with 
“hard-to-resist,” attention-getting sales 
appeal. It’s a sure-seller that will move fast. 
A few “Capstan” clocks have been 
shipped. More are on the way. We're pro- 
ducing the ‘‘Capstan” and many other 





electric models as rapidly as possible with- 
out cutting corners or sacrificing the 
fine quality for which all Seth Thomas 
clocks are world-famed. But because of 
continued material shortages, however, 
these master-made clocks are still distri- 
buted by allotment. That’s why we again 
urge you to get in touch with your jobber 
to assure yourself of a top place on his 
own allotment lists. 





Electric YUKON — beautifully designed trim, Electric HITT—smartly styled for modern kitch- 
and attractive. It’s an ideal model for home, ens. Appeals to everyone. Combines beauty 
Seth Thomas Clocks, Thomaston, Conn. office or as a gift. A quick seller. with utility. Plastic case in popular colors. 


- -_— 










Seth Thomas Clocks—now—as throughout the war years 
—are nationally advertised in leading magazines read by 
more than 23,000,000 prospective buyers of quality mer- 
chandise. Eye-catching Seth Thomas ads appear regularly in 
American Home, Better Homes & Gardens, House & Garden, 
House Beautiful, Ladies’ Home Journal, Cosmopolitan and 
other publications. They’re seen by many of your own best 
customers and prospects. 






Seth Thoma? 


Cc 
papa TIME Instruments Corp 
GE! ) 







y product of 














*Seth Thomas is Reg. U. S. Pat. Off. 
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LD GLASS—A customer who seems very “fussy’’ 

has an old shelf clock in our shop that needs a new 
glass in the door over the dial. She wants glass like 
the original; says it must not be too smooth and clear, 
which is the only kind we can get. Does any dealer, or 
maker, furnish what she wants? Advise, if you can. 
Question No. 5864) C. G. 


Answer—Evidently what is wanted in this case is 
glass like that made many years ago, by processes more 
crude than modern ones, with irregularities in flatness, 
even in shades of color, and some air-bubbles in the 
glass. Such glass can be found almost anywhere, out 
of windows from old buildings; try to find some building 
contractor, or junk dealer, with old window sash for 
sale; or you might even manage to buy a piece of old 
glass from a house occupied by someone who would ap- 
preciate exchanging it for new and clear glass. 


LEANING FUZEE CHAIN—We have an English 

pocket watch for good order job, a fine movement, 
maker ‘Dent, London.” It has a fuzee with chain. Is 
there anything should be done, when cleaning the watch, 
to clean this chain, and how? Should the links be oiled? 
(Question No. 5865) L. S. D. 


Answer—In jobs like this, it is possible that there 


may be more or less foreign matter in the links of the 


chain, which should be perfectly clean, but not left with 
free or surplus oil on, that could catch dust; the chain 
should be treated so that the moving parts of the links 
(the holes in them and the pins through the holes) have 
just a film of clean oil there, but nowhere else. Take 
the chain off the barrel; fasten a piece of pegwood, or of 
brass rod (about 3 millimeters thick) vertically in the 
bench vise; around this, make one “wrap” with the 
chain; apply a drop of watch-oil at that point, over the 
loop of chain. Hold both ends of the chain by tweezers, 
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or brass-lined pliers, and move the chain horizontally 
back and forth about 10 or a dozen times. Dip chain 
in naphtha or benzine; brush it with a medium bristle 
brush; wipe it by drawing lengthwise through a piece of 
clean cloth or chamois skin. This will leave enough oil 
in links for lubrication, without any surplus outside to 
gather dirt. Some old-time English workmen finally 
pass the chain rapidly through an alcohol lamp flame to 
burn off any adhering lint caught in the links. 


EGULATOR PINS—Is it possible that the rubbing 

of hairspring coil on insides of brass regulator- 
pins could wear hollows on the pins? I have an old 
18-size Waltham with this effect. I am wondering 
whether the hollows might have been made by someone 
for some kind of adjustment? Also, what should I do 
about them; leave them in? (Question No. 5866) H. 
S. C. 


Answer—The hollows you describe are occasionally 
found in regulator pins in old watches, and are caused 
by wear from action of the hairspring outer coil. Should 
an adjuster desire in any situation to have a little more 
space between pins, he would get it by separating the 
pins, not by filing them. If this wear is but shallow, 
the pins could be reshaped there by filing with a screw- 
head file, and finishing by a piece of fine emery-paper 
slipped between the pins; or by using the latter only; 
finally, bend the pins together to correct the space be- 
tween them. If the wear is deep, better fit new pins. 


ETTING PALLET PINS—Is there any way to set 
pallet pins closer to each other, in adjusting Ros- 
kopf type escapements? (Question No. 5867) C. A. J. 


Answer—Yes; saw a slot in brass pallet, between 
pallet pin and pallet arbor, then bend the brass so as to 
partly or entirely close in the sawed slot, depending 
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LYRIC SA-14: the new Sentinel min- 
iature self-starting electric alarm 
clock with the 1-2-3 alarm. Silver 
plated metal case, easily read nu- 
merals. Only 414" high. 















AUTOCRAT: Sentinel’s new Pocket 
Watch. A chromium plated beauty 
with outside black enamel numeral 
dial. Has modern, red, dial type, sec- 
ond indicator. 

















LIFTS 
¥ fi 


iif 


~e- and more outstanding 
Sentinel values to come! 


First to come off the Sentinel production line are 
the beautiful little Lyric self-starting electric with its 
delightful “‘one-two-three” alarm, and the smart 
modern Autocrat pocket watch, with its black enamel 
outside dial. Others in the great new Sentinel line 
of spring wound and electric clocks and wrist 
and pocket watches will be announced as 
soon as they are available. 

Look for the Champ Shepherd Dog Trademark. 
Join with us in a profitable fast-turnover 
business-building operation. 
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THE E. INGRAHAM COMPANY 
Bristol, Connecticut 
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upon how much adjustment is desired. This bending 
may be done either by hammering edge of brass, or by 
embracing both edges in hand vise jaws and closing the 


jaws with the thumb screw. 


HIME-ROD—For supplying a new chime-rod in 

place of a missing one, in a German mantel clock 
that strikes quarter hours with a high-and-low-tone 
(hours are sounded on the deepest tone, and the high- 
tone rod is missing), what is the rule on size of rod; 
how much thinner should it be? (Question No. 5868) 
T. L. E. 


Answer—Use rod the same diameter as the low-toned 
rod that is in place, but shorter; and you may judge how 
much shorter by trial; starting with the new rod nearly 
as long as the other one, cut, say, a quarter of an inch 
off, and sound the rod with its hammer; repeat the 
shortening until the pitch of the tone sounds right in 
relation to the other rod’s tone. Usually a suitable metal 
for the rod is the nickel alloy known as German silver. 


IRST ELECTRIC CLOCK—When was the earliest 
electric clock made in this country for astronomical 
observations? (Question No. 5869) F. W. C. 


Answer—If we are right in assuming that by “elec- 
tric” astronomical clock, you mean one that made a rec- 
ord of clock pendulum beats and of occurrences of star- 
transits, etc., by means of electrical impulses, then we 
would say that the earliest such clocks made in the 
U.S.A. was one invented by Professor John Locke, in 
1848. The only one of Locke’s clocks that we know of, 
is at the United States Naval Observatory, Washington, 
D. C., in the museum there; probably this is the only one 
that was made. Locke was a surgeon in the Navy; later 
a chemist, physicist, and professor in several mid- 
western colleges. 


LD WATCH VALUE—What is the value, and 

where could I sell an old Elgin 16-size first model 

watch movement, No. 1210009, which should be a prize 
for some antique collector. (Question No. 5870) E. V. 


Answer—wWe are obliged to say that this watch, in 
our opinion, has no value as a watch collectors’ specimen. 
To have such a value, any American watch must be a 
very early one in the line of output of its maker. To 
conform to this, an Elgin watch should have a much 
lower serial number than your watch has, to be among 
really early watches in that company’s product. 


pe stance TRAVEL—I want to use in advertising 

some figures about the distance a watch balance 
travels in a year, very impressive to the customer; saw 
them years ago, on a jewelers repair-envelope I had, but 
cannot find it. Could you tell me what they are? (Ques- 
tion No. 5871) C. L. E. 


Answer—tThe balance of a watch makes five beats 
(“ticks”) per second; 300 per minute; 18,000 per hour; 
432,000 per day; 157,000,000 per year. During a year, 
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the distance traveled by a point on the rim of the bal. 
ance of an average pocket watch is 8760 miles—between 
two and three times the distance from New York to Los 
Angeles, Cal. 


UTTING THREADS—In cutting threads with 4 
Swiss screwplate, how do you advise holding the 
work? (Question No. 5872) C. T. S. 


Answer—It is not only most convenient, but also 
most effective mechanically, to allow the work to remain 
in the lathe chuck after turning the blank to size; apply 
the screwplate, and give the blank its rotary motion for 
cutting, by turning the lathe pulley by hand. This en- 
ables you to “feel” the progress of the cutting, avoiding 
risk of using too much force. 


ATCH OIL—What would you say about how long 

watch oil should keep, or when a partly used bottle 
should be thrown out? Does it begin to spoil after a bot- 
tle is opened? Sometimes I hardly use up a bottle in a 
year or more. (Question No. 5873) S. H. 


Answer—If your oil is good in the first place, and is 
kept properly, we do not believe any particular time- 
limit need be set for its keeping in good condition. Gen- 
erally, deterioration of oil in the bottle is due to careless- 
ness. Keep the bottle corked and in a box, and where 
heat (sunlight or radiator heat) cannot reach it. Oiling 
should: be done from a covered bench oil-cup, and the 
bottle opened only while supplying the cup. More oil is 
spoiled by oiling watches directly from the bottle, than 
by age alone. 


BSIDIAN-OBSIDIANITE—What is the differ- 
ence between obsidian and obsidianite? (Question 
No. 5874) R. O. 


Answer—Obsidian is a natural glass, in color black 
or gray, occasionally also in shades of green or red, of 
voleanic origin. Obsidianite is also a natural glass, but 
generally believed to be of meteoritic origin. | 





FITTING A BALANCE STAFF 
(From page 464) 


very tight fit if truing of the balance is to be attempted 
without subsequent loosening of the staff. The punch 
fits over the roller post and the hairspring post of the 
staff fitting into the stump. 


FITTING PIN-LEVER OR ROSKOPF STAFFS 


The setup and fitting precautions of fitting pin-lever 
and Roskopf staffs are much the same as those used for 
the operations described for the “Avon” type staffs. The 
balance rests upon the stump into which fits the hair- 
spring post of the staff. A flat hollow punch fits over the 
finger projection shoulder and resting upon the hub of 
the staff used as the safety roller. This staff, like other 
friction staffs is driven down until it is flush against the 
balance. Fig. 37 shows the staff as it is being driven 
into the balance. 





(To Be Continued) 
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Here it is... the Telechron Minitmaster—a new kind of 
clock destined to solve the three-minute egg problem in 
thousands of American homes. For it’s an accurate Telechron 
clock, and an efficient Telechron timer for the kitchen wall. 


With a touch of the finger, the housewife can set the 
Minitmaster to time her cooking... for a single minute or 
for sixty. When the time is up, an alarm goes off... loud 
enough to be heard rooms away ...and it keeps sounding 


until she hears and stops it. 





Telechron Minitmaster comes in gay 
kitchen colors . . . green, red, ivory. 


Such a convenient kitchen clock and timer is bound to 


make you popular with the ladies... they'll buy, and you'll ; 
profit, when you stock the Telechron Minitmaster. Coming Oelecho VJ 
soon. nec us mar o 

Being a Telechron, the Minitmaster, of course, has the 


dependable Telechron motor that’s famous for accuracy and 
long life. And it never needs winding, oiling, or regulating. TELECHRON INC., ASHLAND, MASSACHUSETTS 


ELECTRIC CLOCKS 
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Manufacturers’ N ews 





"Guilford'—A New Low-Priced 
American Made 7-Jewel Watch 





Pictured above is the new Guilford in a 
chrome case to retail for $11.50 plus tax. 
Two other styles—one at $13.50 and one at 
$19.95 are also available. 


A new line of American-made 7-jewel 
watches named the “Guilford” was in- 
troduced last month by the Rensie 
Watch Co. at the NACJ and ANRJA 
conventions. The line is scheduled to go 
on sale in retail stores on Sept. 27, con- 
currently with the start of a national 
magazine and radio advertising cam- 
paign. 

It is backed by a unique manufac- 
turer’s guarantee which, Rensie claims, 
precludes any service problems for the 
jeweler. Briefly, this guarantee provides 
that if the watch does not give satis- 
factory service during the first 90 days 
the customer owns it, the manufacturer 
will repair or replace it without cost, 
except for a 25-cent handling and mail- 
ing charge. After 90 days, the move- 
ment will be repaired or replaced for 
$1.00 regardless of damage; the case 
will be repaired or replaced for $2.00 
regardless of damage. If both move- 
ment and case are damaged, both will 
be repaired or replaced for $3.00. 

For the present Guilford is being 
offered only in models for men, though 
a ladies’ line is to be introduced later. 
Three numbers of men’s watches are 
available—one with chrome top and steel 
back to retail at $11.50, one in yellow 
R.G.P. top and steel back with leather 
strap, at $13.50, and the third which 
is cased like the second but has a match- 
ing expansion bracelet at $19.95. All 
prices are plus tax, and all provide ap- 
proximately Keystone mark-up to the 
retailer. Each watch is packed in an 
individual plastic box in ivory and black, 
with an individual price tag. 

For the present the quantity to any one 
dealer is limited to one unit which con- 
sists of 20 watches (four in chrome, 
eight in the yellow R.G.P. tops with 
straps, and eight yellow R.G.P. tops 
with expansion bracelets). 


Ad mats and displays of featuring 
the new line are being supplied to each 
retail dealer. 
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Kreisler Watch Attachments, 
Men's, and 14 Kt. Jewelry 
Now on Fair Trade Contracts 


By price fixing under Fair Trade con- 
tracts its entire line of watch attach- 
ments, men’s jewelry and all 14KT mer- 
chandise, the Jacques Kreisler Manufac- 
turing Corp. believes that it has given 
the retail jewelers a valuable “sales 
tool.” The contracts, in all of the 45 
states where price fixing is permissible, 
went into effect on July 15. 

“To maintain fair prices on nationally 
advertised items,’ Tobias Stern, Kreis- 
ler Vice-President, declared, “is to in- 
sure customer confidence in the respon- 
sible retailers who carry such merchan- 
dise. 

“That’s why Kreisler believes that 
price fixing is far more than protection 
to the retail merchant,” Mr. Stern con- 
tinued. “It also offers him the oppor- 
tunity to sell nationally advertised goods 
at a fair profit without fear of destruc- 
tive price wars. 

“The confidence of his customers is 
the jeweler’s most precious possession. 
Selling goods in which he believes and 
selling them at a uniform price, is one 
means of maintaining that confidence.” 





Ideas for Your Promotions, 
Helps for Your Sales People, 
In New Marvella Manual 





A new 28-page book crammed with 
helpful ideas on the merchandising of 
simulated pearls has just been issued by 
Marvella Pearls, Inc. 

Selling sentences that have been found 
especially effective with customers—some 
for men and some for women—are pro- 
vided for your salespeople. Display and 
merchandising stunts are suggested. Ad- 
vertising headlines with selling punch, 
and attractive advertising layouts, 
featuring simulated pearls are furnished 
for your advertising department. Ready 
made ad mats, display material and 
other dealer helps available from Mar- 
vella are shown. 

The book is, in short, a complete 
manual on the art of selling Marvella 
pearls and should be decidedly helpful 
to every retailer. Copies may be ob- 
tained by addressing Marvella, 883 Fifth 
Ave., New York. 





Enlarged Advertising Campaign 
Planned for Multi-Facet 


Announcement has been made of the 
consolidation of the Roselaar Multo- 
Facet Company and the Diamond Craft 
of America into the Diamond Craft of 
America, Inc. The management anq 
personnel of the businesses remain jn- 
tact in the new corporate set-up, 

In making the announcement William 
Ludel, president of the corporation, 
stated that the move was prompted by 


WILLIAM LUDEL 





the continued expansion of the busi- 
nesses and the widening scope of opera- 
tions in the diamond cutting and dis- 
tributing fields. 

Now engaged in intensive advertising 
of Multi-Facet diamond rings, Diamond 
Craft of America, Inc., Mr. Ludel dis- 
closed, plans an enlarged program of 
national advertising when campaign 
details are completed by the agency, 
William H. Weintraub & Co. 

In line with expansion moves, Mr. 
Ludel added, Diamond Craft’s national 
selling organization has been augmented, 
and its market coverage has reached a 
high degree of nationwide penetration. 
Diamond Craft already is one of the 
larger national advertisers of diamond 
rings in the United States. 

Mr. Ludel also expressed the confi- 
dence of his organization in the future 
prospects of the diamond industry in 
this country. He pointed out that 
Diamond Craft of America, Inc., has a 
background of four generations of dia- 
mond merchants schooled in European 
centers and its further developments in 
the United States bespeaks its belief 
that the industry here will show con- 
tinuing growth and strength. 

Old World traditions and New World 
enterprise, inventiveness and resource- 
fulness, said Mr. Ludel, have resulted 
in a combination of talents and ambi- 
tions which have fostered the growth 
of the organization, and in a few short 
years placed it high on the list of Ameri- 
can diamond ring distributors. 

The large sums which Diamond Craft 
has invested in the advertising and 
publicizing of the Multi-Facet cut, Mr. 
Ludel also observed, have brought 
handsome returns in increasing con- 
sumer acceptance and demand. The 
continuity of advertising efforts, how- 
ever, was described by him as essential 
to protecting the long term investment 
which advertising is regarded as repre- 
senting. 
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The Jewelry Store with EYE-APPEAL —inside and out— 


brings in more customers—increases your profits 


TURN FOOTSTEPS YOUR WAY 
BY MODERNIZING YOUR 
FRONT AND INTERIOR NOW! 


FOOTSTEPS DON’T pass you by when you modernize 
your front with Pittsburgh Glass and Pittco Store Front 
Metal. An attractive exterior, like this one of a jewelry 
store in Chicago, Illinois, draws passers-by . . . induces 
them to enter. And a smart interior arrangement sells 
more goods—increases your profits. 


@ Today, it’s the jewelry store with the greatest attraction- 
power that gets the most business. It’s the store with the 
strongest eye-appeal—inside and out—that has the jump on 
competition. That is why jewelers all over the country turn 
to “Pittsburgh” for the kind of store personality that 
stops passers- by and invites them to enter. Store Fronts by 
“Pittsburgh” have that kind of magnetism, and Pittsburgh 
Interiors make it easy and pleasant for shoppers to buy, 
linger longer and buy some more. 


Give your store extra drawing power — increase your 
sales and profits—by modernizing NOW-—inside and out— 
with Pittsburgh Glass and Pittco Store Front Metal. Con- 
sult your architect to assure a well-planned, economical 
design. Our staff will be glad to cooperate with you and 
with him. And, if you desire, convenient terms can be 
arranged through the Pittsburgh Time Payment Plan. 

Meanwhile, send this convenient coupon for your free 
copy of our recently published booklet containing data 
and photographs of many Pittsburgh Glass and Pittco Store 
Front Metal jobs. You'll find it a great help in all of your 
remodeling plans. 
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STORE FRONTS 
AND INTERIORS 








Pittsburgh Plate Glass Company 
2362-6 Grant Building, Pittsburgh 19, Pa. 


I’m interested in your new, illustrated brochure, “How Eye-Appeal— 
Inside and Out—Increases Retail Sales.’’ Please send my FREE copy. 
| Ee Ne an eae! ee ee ee ee - 
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Salesmen Meet "Typical Customer’ 
At Oneida, Ltd., Meeting 





Young, attractive and alert, Janice Morgan 
is the "typical customer" for 1881 Rogers 
Silverplate, says Oneida, Ltd. 


Salesmen for the 1881 (R) Rogers 
(R) Silverplate line of Oneida, Ltd., 
were introduced to the typical customer 
for “1881” in the person of Miss Janice 
Morgan, at a Sales Meeting held at 
Oneida, New York, in July. 

When interviewed during the meeting, 
Miss Morgan revealed that her reading 
habits, age, marriage plans, occupation, 
wardrobe—and her silverware prefer- 
ences—tallied almost perfectly with the 
findings of market studies of the typical 
purchaser of 1881 Rogers. 

Advertising and merchandising plans 
for the coming fall were presented by 
J. N. Brown, of the Moser & Cotins 
advertising agency, immediately follow- 
ing Miss Morgan’s interview, and it was 
shown how the campaign—largest in 
1881 Rogers history—was directed to the 
8% million girls typified by Miss Mor- 
gan. 

Plans for the launching of “Capri”’— 
a new pattern in the 1881 Rogers line— 
were also presented. 

Richard A. Bloom, Director of Sales, 
thanked Miss Morgan for her appear- 
ance at the meeting and climaxed the 
session by presenting her with a com- 
plete silverware ‘service which Miss 
Morgan had indicated she planned to 
buy. 


Waltham—Both Watch and Town 


One of the most unusual and appro- 
priate traffic towers in the country is 
the one at Central Square, in Waltham, 
Mass., formed by the intersection of 
the city’s two most important thorough- 
fares, Main and Moody Streets. 

The Waltham Watch Co. has in- 
stalled in the upper portion of the 
tower four specially constructed elec- 
tric clocks with the lettering “Wal- 
tham Watch Time,” thus displaying the 
name of both the company and the 
town. The dials are 15 inches in diam- 
eter and have a special type of illumi- 
nation that gives them great visibility. 








Sarkin Promotes Samkin 


Irwin Samkin, until recently in charge 
of California sales territory for David 
Sarkin, Inc., New York, has been given 
the entire West Coast with headquartres 
in California. He will call on retail 
jewelers throughout the California, 
Washington, and Oregon territories, 
with the Sarkin line of rings and mount- 
ings of all types. 
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Speidel Announces New Line 
Of Children's Jewelry 


Inserts and spreads are being used 
currently by the Speidel Corporation of 
Providence to introduce to the trade 
their new tine of Children’s jewelry 
known as “Starlet.” 

Designed for girls from “8 days to 8 
years old,” “Starlet” features an expan- 
sion bracelet with a variety of choices 
of center ornaments and, if desired, a 
matching locket. 

Both bracelet and bracelet-and-locket 
sets are packaged in an ivory plastic 
jewel box with pink satin and velvet 
interior—a box which represents, accord- 
ing to Speidel, a great forward step in 
gift packaging for children’s jewelry. 

“Starlet” will be promoted in large- 
space color advertising in eight major 
national magazines, beginning with the 
October issues and running through to 
Christmas. 

In addition, a mirrored window dis- 
play unit will be shipped with the mer- 
chandise to provide jewelers with a 
point-of-sale tie-in with “Starlet” na- 
tional advertising. Newspaper mats are 
offered in various sizes for local news- 
paper advertising. 

This “Starlet” campaign is a further 
extension of the Speidel merchandising 
plan to make retail jewelers the head- 
quarters for identified items for all gift 
occasions, 


New Plant for Old Company 





Julien gee 





Here is a view of part of the new 
plant of Josiah Wedgwood & Sons, 
Ltd., at Barlaston, England. Delayed by 
the war, construction of the factory 
has been under way for several years 
and is still uncompleted. The china sec- 
tion is being built now and when finished 
it will, like the entire plant, embody 
the newest ideas in pottery manufacture 
and convenience for the workers. Con- 
tinuous rows of windows enable most 
of the work to be done by natural light- 
ing. In addition to the factory, itself, 
the project includes such features as a 
museum for the display of old Wedg- 
wood pieces and a group of new houses 
for the workers. 





Harvel Sponsors New Radio Show 


Harvel Watch Co. is launching a new 
radio program, featuring baritone 
Johnny Thompson and the Harvel seven- 
piece orchestra. The program will be 
broadcast out of New York over the 
ABC coast-to-coast network every Sun- 
day at 1 P.M. (EDST) starting Sun- 
day, Sept. 15. 

This new program continues the 
fourth consecutive. successful year of 
coast-to-coast broadcasting by Harvel 
Watch Co. 





New Type of Display Card 
For Bretton Watch Bands 





How something dramatically new can 
be made from a standard and familiar 
item is strikingly illustrated in the new 
merchandise card created for the Bret- 
ten expansion watch bracelets by Alan 
Berni, well-known package designer. 

Taking for his model the old style 
card, on which the bracelet is fastened 
with pins, Berni worked out an entirely 
new approach. In this new design a 
die-cut panel, into which the bracelet 
fits is mounted on heavy cardboard, 
slightly wider and longer than the usual 
watch band card. Further accenting its 
“differentness,” the new card is printed 
in distinctive colors—a different one for 
each of the different metals used in the 
bracelets, pink gold, yellow gold and 
chromium. For example, the card for 
the pink gold bracelets is printed in 
shades of mauve, the one for yellow gold 
in taupe while slate gray is used for 
those of chromium finish. 

The extra length of the die cut insert 
keeps the bracelet slightly expanded and 
holds it securely on the card by its own 
tension. This also serves to give the 
prospective buyer a clear picture of the 
way the bracelet will look in actual use. 

Both card and merchandise are pro- 
tected against finger marks and tarnish- 
ing by a transparent envelope of acetate 
which permits inspection of the bracelet 
without destroying the wrap. 





Bagge Joins Star Watch Case 
As West Coast Representative 


Hans J. Bagge, a life-long veteran 
in the manufacturing jewelry trade will 
represent Star Watch Case Co., Luding- 
ton, Mich., on the west coast, announces 
O. A. Starke of that company. 

For 21 years, Mr. Bagge was asso- 
ciated with J. Milhening, Inc., serving 
in various capacities while learing the 
technical aspects of all phases of manu- 
facturing jewelry. More recently, he 
has been connected with Carl D. Lind- 
strom in the Los Angeles area, in 4 
buying and managerial capacity. 

A certified gemologist since 1935, Mr. 
Bagge was one of the founders of the 
Chicago Metropolitan Chapter of the 
American Gem Society, and has lec- 
tured and written extensively on dia- 
monds and precious stones. He has 
been active in the Chicago Jewelers 
Association, serving as a director for 
two years. He is a non-resident mem- 


‘ber of the Golden Roosters, an active 


member of the Los Angeles Guild of 
the American Gem Society, and a mem- 
ber of the Brotherhood of Traveling 
Jewelers. His office will be at 220 W. 
Fifth Ave. 
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FLUORESCENT ? 


Sure I want G-E’s 
new 4500 white! 





And now it’s available in all the G-E Fluorescent lamp sizes. 


You will find that General Electric 4500 white means 
more than just the name for a new color! 








Coming between 3500 white and 6500 daylight, it 
brings better color discrimination, warmth—makes 
things look more natural for most people! 









Added to the regular white and daylight fluores- 
cent lamps, G-E 4500 white answers a growing 
demand for a fluorescent light with wider use- 
fulness, eye comfort. Here’s another product 
of G-E lamp research, always aimed at 
making G-E lamps Stay Brighter Longer ! 


G-E LAMPS 
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1847 Rogers Bros. Introduces 
New Home Starting Set 





“Make two sales start to grow where one 
grew before," says A. L. Zeitung (center), 
International Silver's Director of Flatware 
Sales, explaining the merchandising advan- 
tages of the new home starting set to Sales- 
men W. A. Alexander (left) and W. J. Mac- 
pherson (right). 


1847 Rogers Bros. Silverplate, in an 
effort to help dealers make more silver- 
ware sales with virtually the same 
amount of merchandise, has introduced 
“The Home-Starting Service,” 28 pieces 
of basic flatware for four persons. 

The “Home Starting” plan was an 
important topic at the recent series of 
1847 Rogers Bros. sales meetings in 
Meriden, Connecticut. It was pointed 
out that the new plan gives the dealer 
distinct merchandising advantages, since 
a given number of pieces will enable 
him to take care of twice as many cus- 
tomers as would be possible with 52- 
piece sets (although these also are still 
standard), and at the same time to 
create for himself twice as many future 
sales of open stock and fancy serving 
pieces. Admitting that a service for 
four is inadequate for most families, the 
prediction was made that most pur- 
chasers of Home Starting Sets will re- 
turn for four additional services when 
silverware becomes more plentiful. 





Swank Plans Major Ad Campaign 


Plans for its fall advertising cam- 
paign were presented by Swank, Inc., 
to its sales force at a series of regional 
sales meetings held at Attleboro, New 
York, Chicago and Los Angeles, last 
month. 

The campaign will be run in a list 
of leading national magazines, and is the 
most extensive one ever undertaken by 
Swank. Full pages in four colors and 
half-pages in two colors and in black 
and white will appear at regular and 
frequent intervals. Material for news- 
paper cooperative advertising aimed to 
channel sales to Swank dealers has also 
been prepared and is available for use 
by retailers. 





Saunders Returns 
From Active Duty 


On active duty since 1943 with the 
United States Navy, Alexander Saun- 
ders of Alexander Saunders & Company 
recently returned after being honorably 
discharged. Serving as Communications 
Officer with the rank of Lieutenant, 
Senior Grade, Mr. Saunders saw service 
in the Atlantic and Pacific areas in- 
cluding Burma, China and Australia. 
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New King-Cut Advertising 
Emphasizes Special Facetting 


The new advertising program of the 
King Diamond Cutters, now bring the 
story of the King-Cut diamond to the 
general public. 

In a schedule which includes several 
of the leading women’s fashion publica- 
tions, the consumer will see for the first 
time in black and white the unique fea- 
tures of this special style of cutting. 
This is brought out by a facet diagram 
which shows in one panel an accurate 
representation of the ordinary diamond 
cut, and alongside it the King-Cut with 
its 28 additional facets. 

The new series of ads will begin in 
October, marking the beginning of an 
expanded advertising and merchandis- 
ing program for the King-Cut. 





Offers Costume Jewelry 
In "Palladium Filled" Quality 


Something new in costume jewelry— 
goods in palladium filled—a quality in 
that metal which corresponds to gold- 
filled was displayed by Richard Polum- 
baum at the jewelry show held in con- 
nection with ANRJA’s convention last 
month. 

Included in the line were bracelets, 
brooches, pins and ear-clips, all in deli- 
cate lace-like design set with imitation 
diamonds. 

According to the Pollumbaum or- 
ganization, the line was favorably re- 
ceived by jewelry buyers, and will short- 
ly be on display by leading jewelry 
stores throughout the country. 





Cultured Pearls By Air 
From Shanghai to Chicago 





What is @elieved to be one of the 
most valuable shipments ever made by 
air, consisting of $1,250,000 worth of 
cultured pearls, was flown into Chicago 
last month from Shanghai, China, for 
the Imperial Pearl Syndicate. It is also 
believed to be the first time that a ship- 
ment of pearls has been flown across the 
Pacific. 

Joseph Goldstone, head of the Im- 
perial Syndicate, states that the total 
shipment weighed 125 pounds and that 
express charges paid were $600. In- 
cluding insurance, total cost of the 
shipment by air was comparable to that 
by water, since, he said, ocean freight 
rates are based on value while the air 
express rate was based on weight. 

Of the pearls $250,000 worth were 
dropped in Chicago, the balance of the 
shipments continuing by air to New 
York. 











Sauer Moves to New Plant 


A. Sauer & Company, manufacturers 
of jewelry and “Konite” watch Straps 
announce the removal of their plant ona 
office from the Glenn Bldg., Cincinnatj 
where they have been established for the 
past 25 years, into their new and modern 
quarters at 8th and Broadway. 

Albert Sauer, owner of the business 
began his career at the Cincinnati Times 
Star as an office boy, and then serveq 





The new plant of A. Sauer & Co., at 8th and 

Broadway, Cincinnati, is modernly light and 

airy in keeping with modern architectural 
design. 


as an apprentice for Joseph Noterman 
Co., jewelers, for about six years. Dur- 
ing World War I he served in the Navy 
and later, in 1921, established his own 
business. 

In 1936, Mr. Sauer bought the firm 
of Robinson Brothers, who were pioneers 
in the making of watch straps, and de- 
veloped the first tubular watch straps 
made in the United States. In 1928 to 
1930, he developed Split-proof straps, 
and in 1940, created and patented the 
now famous “Konite” buckle and keeper 
which combine the sturdiness and light- 
ness of plastic with the attractiveness of 
gold plating. The demand for the 
“Konite” straps which are sold only in 
retail jewelry stores, has steadily in- 
creased, and in the past few years the 
volume has doubled. A Sauer & Com- 
pany claims that it is now the largest 
producer of quality watch straps in the 
United States. 

In addition to the making of watch 
straps, the company also operates an 
expanding jewelry manufacturing busi- 
ness which does special order work, and 
makes emblem rings and ecclesiastical 
goods. 

A. Sauer & Company are especially 
proud of having developed several ex- 
cellent mechanics from among the 
physically handicapped and has also 
aided in providing training school educa- 
tions for jewelers, diamond setters, 
jewelry engravers, and leather workers, 
who have returned from the armed ser- 
vices. 

Mr. Sauer’s father, Albert Sauer, Sr., 
has been established in the retail busi- 
ness in Northern Kentucky for 54 years, 
and on August 1, will celebrate his 81st 
birthday. 


New Clock Salesman for G-E 


John B. Brawley has been appointed 
Northeastern District clock representa- 
tive for the General Electric Company, 
it has been announced by C. A. Reeves, 
district manager. His headquarters will 
be in Boston. 

Mr. Brawley joined the G-E clock 
division a year ago after serving over- 
seas as a captain in the Army Air 
Forces. Prior to the war he was in the 
insurance business. 
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SCREW PRESS | 
(ADAMS TYPE) 


Wt. Approx. 
600 Ibs. Net 


PRICE — $325.00 











NEW Welded Steel 
FOOT PRESS 


PRICE: Crated F.O.B. 
Providence, R. 1. — $97.50 


SEND FOR DESCRIPTIVE CIRCULARS 


REYNOLDS 


MACHINERY COMPANY 


303 Eddy Street, Providence 3, R. |. Tel. GAspee 5187 
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When 
“SUBSTANTIAL PRODUCTION" 
is 


NOT NEARLY ENOUGH 





By prewar standards, Gilbert is making 
many alarm clocks today. As yet, there is 
little variety in styles, colors or mechanical 
characteristics but, in total number of 
clocks, production volume is fast approach- 


ing that of the late 1930's. 


The demand, however, accumulated during 
years of wartime restrictions, is far greater 
than we have known before. That’s why... 
despite substantial production . .. you have 
been unable to get nearly so many Gilbert 
Alarm Clocks as you need. 


Production is now being allocated as fairly 
as possible against existing orders from es- 
tablished distributors. They, in turn, are 
re-allocating the clocks to their customers. 
Further production increases will permit 
larger, more frequent allotments and... 
eventually . . . acceptance of the new busi- 
ness which Gilbert has been so eager, though 
temporarily unable, to take care of. 


A frank statement 
of fact 
to 
Customers and Prospects 
of 


THE WM. L. GILBERT CLOCK CORP 
Clock makers to the nation since 1807 
WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 


New York 17, N. Y. Chicago 4, Ill. 


141 W. Jackson Bivd. 
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New Display Box for Harman 





Ivory plastic and 
highlight the new Harman watch dis- 
play box now being shipped with every 


mulberry plush 


Harman to dealers throughout the 
country. According to the company, re- 
tailers say that the enhanced appearance 
of both men’s and women’s watches 
achieved by the new display case has 
noticeably increased their sale. 

A clever innovation is the inset niche 
in the center of the inside lid. Or- 
dinarily occupied by the Harman name- 
plate, this space can be cleared and 
used for little wedding and anniversary 
figures or other miniatures. 





New Elgin-American Finish 
Both Attractive and Durable 


Climaxing several years of research, 
Elgin American highlighted the August 
opening of their new office in the Em- 
pire State Bldg. in New York with the 
showing of a new line of compacts 
demonstrating their exclusive “Classic 
Black and Gold” finish, a new decora- 
tive technique which introduces a process 
for finishing metal in jet black combined 
with gold plating. It is a development 
for modern production methods of a 
process originated in China centuries 
ago as “kara-kane” or literally “Chinese 
metal.” 

The color is actually impregnated in 
the metal itself, and is not a separate 
surface like enamel, with the result that 
the compact can be severely bent and 
damaged without chipping or affecting 
the color. Also it is claimed that even 
excessive heat will not harm the finish. 

The line has created widespread com- 
ment and will probably be extended to 
include cigarette cases, dresser sets, and 
other jewelry. items. 





Ronson Expands Advertising 


Promotion of Ronson lighters and 
lighter accessories during the final quar- 
ter of 1946 will be backed by the great- 
est advertising campaign in the com- 
pany’s history, according to Alexander 
Harris, Ronson’s president, who an- 
nounces that the use of all media will 
be substantially stepped up in the last 
three months. 

“To the present network of stations 
carrying the Ronson sponsored ‘20 
Questions’ will be added another 120 out- 
lets of the Mutual chain,” said Mr. 
Harris and large space ads are being 
placed in a long list of big circulation 
national publications. Trade papers also 
are being blanketed with full and double 
pages in color, and the use of news- 
papers is contemplated as the holiday 
buying season approaches. 
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Nathan Announces Fall Plans 


Fall plans for Victoria Pearl Co., 
Ltd., and its parent company, S. Nathan 
& Co., Inc., have just been announced. 

The Victoria line of simulated pearls 
has been extended to include a much 
wider price range in necklaces, and 
rings and earrings have also been added 
to the line. In addition to the well- 
known “Jewel Box” package, there is 
now a new deluxe box for some items. 
An instructive brochure, entitled “How 
Much Does a Dress Cost?” has been 
produced to explain to retail sales 
people the many factors that are neces- 
sary to produce quality simulated 
pearls and why some are better and 
cost more than others. 

The fall advertising campaign is 
greatly expanded, appearing in a list 
of magazines with a total circulation 
of more than 21,000,000. Dealer helps 
to tie in with the campaign will be 
available. 

Also just off the press is a 32-page 
four-color booklet called “Your Birth- 
stone and Birthday Book,” which tells 
the story of the birthstone for each 
month and includes an almanac show- 
ing famous persons born on every day of 
every month with blank spaces to fill 
in birthdays of families and friends. 
Each birthstone is illustrated in full 
color. 

A copy of the booklet will be sent on 
request, and later on they will be avail- 
able in quantities at actual cost. 





Tenner Back With Aisenstein 


SY TENNER 





Louis Aisenstein & Bros., distributors 
of Mido, Medana, Roamer, Heuer and 
Empire watches has announced the re- 
turn to its sales staff of Sy Tenner who, 
since the outbreak of the war, was on 
duty with the United States Coast 
Guard. 

Mr. Tenner has taken up his duties 
as Southern Sales representative. 





Rexon Head Visiting Switzerland 


Jacques Schwalbe, President of Rexon, 
Inc.. New York, general distributors 
in the U. S. for Thorens lighters, phono- 
graphs and record changers, left by 
airplane on August 6th for a journey 
which will take him to the Thorens fac- 
tories in Switzerland as well as to 
various other points in Europe. 

The chief purpose of Mr. Schwalbe’s 
visit, Rexon officials announced, was to 
promote an increased flow of Thorens 
products to the United States. Although 
shipments of these articles have been 
greatly increased in recent months the 
constantly growing demand for the 
wares of this company makes still 
larger shipments necessary. 





U. S. Luggage & Leather Prod. Co, 
Moves to New Plant in Brooklyn 





Shown above is the new Brooklyn factory 

and warehouse of U. S. Luggage & Leather 

Products Co., makers of “Loyal” guaran. 

teed billfolds. Constantly expanding busi. 

ness has necessitated the move to these 

larger quarters with increased production 
and shipping facilities. 





Gruen's New Models and Ad Plans 
Announced at Sales Meeting 


Gruen’s new models for the coming 
year were presented to the sales staff 
at the annual sales meeting in Cin- 
cinnati on August 5 to 7. 

More than 65 styles and models are 
included in the new line. Particularly 
featured was a new group of ladies’ 
Curvex watches with a new and smaller 
movement and a group of nine new 
diamond watches retailing up to $650 
was also introduced. 

The advertising program, which will 
include 40 full-page, full-color insertions 
of the Christmas ad, was presented by 
Bernard M. Kliman, advertising direc- 
tor. These advertisements will appear 
late in November and early in December 
in ten national magazines and 30 metro- 
politan newspapers. Several additional 
pages are also scheduled for a number 
of national magazines during the fall 
months. 

Radio will also be used, including a 
nationwide schedule of spot announce- 
ments, time signals and Gruen jingles 
as. well as tie-ups with 15 transcontinen- 
tal network shows. Also planned is 
a complete array of dealer material 
which includes newspaper ad mats, car 
cards, posters, window displays, clocks, 
neon signs, direct-mail material, decal- 
comanias, counter displays, etc. Espe- 
cially stressed was a new motionized dis- 
play called the “Mystery Motion 
display which is expected to attract 
great attention to the windows of those 
who use it. It is a newly-patented de- 
vice on which Gruen has exclusive use 
in the jewelry industry. 





National Silver to Advertise 
King Edward and Guildcraft Lines 


The National Silver Co. plans to 
launch a concentrated national advertis- 
ing campaign this fall featuring the 
King Edward line silverplated flatware, 
says Bernard Bernstein, Vice-president. 
Ads will feature the King Edward and 
“Cavalcade” patterns. e 

The company will also continue its 


-program of national advertising of the 


“Guildcraft” line with a campaign of 
full page space in leading consumer 
magazines, the announcement states. 

Both lines will also be consistently ad- 
vertised in trade publications. 
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| 21 West 46th Street 


Readjustment 


Include the clean-up and disposition of unnecessary 
scrap, filings and sweeps. Larger working capital and 


quicker turnover produce more profits. 


Kastenhuber & Lehrfeld 


We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 
Your Old Gold shipments will receive special attention 





Tel. BRyant 9-1060 New York 
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All Types, 
= Styles, Colors Fitted. 
Write for Price List 


SPECIALIZING IN 
FANCY ROCS AND LUCITES 


ARTCRAFT 
CRYSTAL CO. 


542 So. B’way 
LOS ANGELES 13, 












CALIFORNIA 
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wateh repairing 


FASTER, WITH PROVEN ACCURACY 


and with greater profit 






When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds. 


And, repairs done with “proven” accu- 
racy justify higher charges, too. 


Write for details about the 


Watch CS aster 









American Time Products, Inc. 
580 Fifth Avenue, New York 19 












U. S. Time Appoints Sales Executives 





Pierre Godart (center), Director of Sales 
of the U. S. Time Corp., has announced the 
appointment of Eugene N. West (left), as 
Wholesale Sales Manager, and William 
Burns (right), as Sales Manager of Direct 
Trade. Seated in the company's sales office 
in Rockefeller Center, New York, they discuss 
distribution plans for Ingersoll and Kelton 
watches and Waterbury alarm clocks. Mr. 
Burns has been associated with the Com- 
pany for many years. Mr. West was for- 
merly Sales Manager for Bauer & Black in 
Chicago. 





New Product Keeps Silver Bright 
Without Polishing, Is Claim 


A new product which its makers state 
will keep silver bright and shining with- 
out polishing, has just been placed on 
the market. 

Named “Vigil,” it is a jar of small 
white crystals which is opened and 
placed in the silver cabinet where it is 
said to exert a chemical action on the 
air which neutralizes tarnish causing ele- 
ments in the atmosphere, and thus pre- 
vents tarnish from forming on the silver. 

The makers say that it retains its 
potency from four to six months, and 
that one jar will take care of approxi- 
mately 20 cubic feet of space—that is, 
a cabinet or show case measuring slight- 
ly over 3 by 3 by 2 feet. It is explained 
that Vigil is not a polish, but a tarnish 
preventative and should not be per- 
mitted to touch the silver. 

The product has dual possibilities for 
jewelers—for their own use in their 
show cases, and as an item for re-sale. 
Retail price is 75 cents per jar. 

The manufacturer is The Vigilant 
— Co., 40 East 34th St., New 

ork. 





Longines-Wittnauer on Television 


The first full-length television radio 
feature presented by a watch advertiser 
was seen in a film preview by Longines- 
Wittnauer in a mid-season sales con- 
vention in New York in July. 

The show, televised in the world’s 
largest television studio— Station 
WABD, Dumont—will go on the air 
in the Fall over Dumont’s Television 
Studio—and others to be announced. 

Television is a complicated thing. 
Used in this Longines-Wittnauer show 
were four cameras, controlled by 14 
cameramen and other technicians, three 
engineers on sound in the control room, 
plus a timer, sound engineer, and chief 
production man, also in the control 
room. More than 200,000 watts of light 
brighten the set used for this presenta- 
tion. 
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| New Design and Display Trends 


Indicated by Swiss Watch Fair 
Reports Julian Holzer 


“The watch pavillion was an inspiring 
sight,” said. Julian Holzer, General 
Manager of Holzer Watch Co., Inc., in 
reporting to Tissot dealers in the U. S. 
on the recent Industrial Fair at Basel, 
Switzerland. “The whole setting of the 
Swiss watch section was one of richness, 
craftmanship and ingenuity.” Comment- 
ing on the displays themselves, which 
were designed to resemble jewelry store 
windows, Mr. Holzer observed that prac- 
tically all achieved an air of individual- 
ity calling to mind the richness and 
simplicity found in the Rue de La Paix 
and Fifth Avenue displays. “Metal 
backgrounds add richness, and watches 
shown without plus or leather presenta- 
tion boxes have far more eye appeal in 
the general opinion of Swiss designers 
and retailers.” 

Commenting on the style trends, Mr. 
Holzer says that owing to the new- 
ness of their design and _ extensively 
‘planned promotion, an unprecedented 
demand is anticipated for the Auto- 
matics now being featured by nearly 
all manufacturers. Many factories are 
booked to capacity on this type for 
1947, and some are accepting orders 
only for 1948 delivery. One reason for 
the popularity of Automatics, accord- 
ing to Mr. Holzer, is that they are 
round in shape, and round models for 
men are booming back into the picture. 
“Formerly limited to a few plain and 
simple types, the round cases now 
possess real style and originality of de- 
sign surpassing even that of the square 
or rectangular shape with hard-to-fit 
fancy shape crystals. 

“Pink and colored dials are giving 
way to silver dials with figures in high 
relief, and ladies’ models generally are 
larger than heretofore with high crystals 
and heavy silk cords.” 

The Swiss Watch Fair has been part 
of the Swiss Industries Fair since 1931, 
at which time Swiss manufacturers were 
allocated a space of 350 square feet. 
At this, the 16th Watch Fair, 140 of 
the leading firms of the Swiss watch in- 
dustry displayed their wares in one of 
the Fair’s best locations, covering 3,500 
square feet. Watches from the smallest 
to the largest sizes, from the simplest 
to the most elaborate types were ex- 
hibited. 

Following his visit to the Industrial 
Fair, Mr. Holzer spgnt several weeks 
at Le Locle, home of Tissot, working 
on future design, display and promotion 
of Tissot watches. Recently introduced 
in the United States through the Holzer 
Watch Co., Inc., New York City, sole 
importers and distributors in the United 
States, Tissot watches are sold here 
through a limited number of leading 
retail jewelers on an exclusive franchise 
basis. 





Rugby Adds New Products 


Rugby Products Corporation, 11 West 
32nd St., New York City, announces the 
opening of a new division devoted solely 
to the manufacture of Loose Leaf Zip- 
per Case Ring Binders, Brief Cases, 
and Underarm Portfolios. All of the 
above will be made in top grain leather, 
plasticized and imitation leathers. 














Wolf & Klar Wholesale Jewelry 
Enlarges Branch Offices 


Wolf & Klar Wholesale Jewelry Co, 
Fort Worth, Texas, announces the open- 
ing of enlarged quarters in both New 
York and Providence, necessitated by 
the firm’s continuous growth. In New 
York the new location is 36 West 47th 
St., and in Providence, 1904 New In- 
dustrial Trust Bldg. The New York 
office is managed by George A. Gary 
and Milton Wodiska, both widely known 
in the jewelry field. Dave Small, well- 
known in Eastern and Middle Western 
jewelry circles, holds down the fort at 
Providence. Wolf & Klar Wholesale 
Jewelry Co. covers not only the con- 
tinental U. S., but Alaska and Hawaii 
as well. The Alaskan office is manned 
by Roy Douglas and the one in Hawaii 
by J. H. Bryan. Fifteen salesmen cover 
the country, and C. A. Priest is sales 
manager. 

In Fort Worth, Texas, the headquar- 
ters, a modern building of five floors, 
approximating 36,000 square feet of floor 
space, is necessary to carry on the firm’s 
wholesale jewelry volume. Located here 
are the chief executive—S. R. Lang, 
Partner and Executive Officer, M. L. 
Winkler, General Merchandising Man- 
ager, C. G. Adair, General Sales Man- 
ager, and P. S. Barton, Comptroller, 





Elgin Offers New Watch Oil 


The Elgin National Watch Co. is 
now marketing a new watch oil which, 
the company claims, comparative tests 
have proved to be the best watch lubri- 
cant obtainable. The new oil; which has 
been named M-56b, was developed by 
the Elgin Industrial Fellowship at Mel- 
lon Institute, in close collaboration with 
the company’s research department. 

Specifically, M-56b is claimed to have 
the following properties: Non-spread- 
ing; protects metal from corrosion and 
oxidation; low coefficient of friction; 
good “oiliness” properties; temperature 
performances very good at both high 
and low temperature (120°F—10°F); 
low solidification temperature—50°F; 
low rate of evaporation; will not gum 
or become rancid; unaffected by sun- 
light; will not dissolve shellac. 

Elgin M-56b. watch oil is distributed 
through their regular material whole- 
salers. 


Rensie Starts New Air Show 


A brand new radio show, “Flight with 
Music,” sponsored by the Rensie Watch 
Co. went on the air Sept. 1, on more 
than one hundred major stations from 
coast to coast. 

This radio series which stars Marion 
Hutton as singing hostess, is unusual 
in that instead of being broadcast over 
any one network, Rensie has picked the 
top station in each locality regardless 
of its affiliation. Thus in one city it 
may be NBC, in another CBS, and so 
on. The shifts from one network to an- 
other are handled by transcription. — 

In addition to the radio series, Rensi¢ 
starts a major campaign of magazine 
advertising this month in a substantial 
list of big circulation periodicals whose 
readers total more than 100,000,000. Ad 
mats and displays, tying in the maga- 
zine ads and the radio campaign will be 
sent to all Rensie dealers. 
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Hamiton | Leading in Quality, Dependability and Service!! 
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1/10th—14 K.Y.G.F, LADIES’ CROWN 1/10th—14 K.Y.G.F. MEN'S CROWN 
Can be used for 10 models & more. Highly polished! Our Can be used for 12 different models. Fine Quality! Our No. 
No. 309—T. 10. 310—T. 10. 
ONLY $1.20 per dozen ONLY $1.20 per dozen 
(Obtainable in rose & white also) (Obtainable in rose & white also) 





ATTRACTIVE ASSORTMENT OF SPRING RINGS! 


Consisting of 5 Dozen assorted as follows: 


(2 Dozen in Sterling Silver ................... Assorted Popular Sizes ) 
(2 Dozen in 1/20th-12 K. Y. G. F. ............ Assorted Popular Sizes ) 
(1 Dozen in 10 K. and 14 K. Solid Gold........ Assorted Popular Sizes ) 


PRICED AT ONLY $9.00 — (A saving of 40%) 
WE CARRY A FULL LINE OF FINISHED FULTON FIT-TITE GLASS CRYSTALS! 


Write for complete information! 








GENUINE SWISS-MADE PIVOT BROACHES! WE CARRY A FULL 
6. S$ a. LE XO 9O¢ per dozen FINEST QUALITY LINE OF 
Pm SIZES ROUND & FANCY Assorted = $1.00 per dozen L & R PRODUCTS! 








WE FEATURE THE L. I. ©. STAFF ASSORTMENT NO. 46—Consisting of 1 GROSS of staffs for the full Swiss line— 
$30.00—Write for Details! 





We CARRY A COMPLETE LINE OF SANDSTEEL MAINSPRINGS FOR SWISS & 
AMERICAN WATCHES ... $3.00 per Dozen... Write for latest Sandsteel Catalog No. 12!! 


For Ladies’ and Gents’ Watches 


Sed hove per 10 cerreacss, 90000 


Pp AU L L | N N Jobber of Watch Materials and Jewelers’ Supplies _ Crystal Fittings 
5 SOUTH WABASH AVENUE ° CHICAGO 3, ILLINOIS 


100 ASSORTED GOLD-FILLED CROWNS | 





Established sinee 1922 














“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept C. Peoria, IH. 

















WESGO PLATING OUTFITS 
AGAIN AVAILABLE! 


The use of new war improved materials and the intelligent 
application of twenty years of "Know-How" in the manufac- 
ture of Jewelers Plating Outfits have made the new Wesgos' 
the finest we have ever built. 

Greater voltage variation, increased capacity and short cir- 
cuit protection are among the improvements incorporated in 
the new Wesgos’. As always, the new Wesgos’ are an effi- 
cient, inexpensive, trouble-free, noiseless and portable instru- 
ment for all electroplating, coloring and stripping processes. 


for beat nestle tua lubricating Available in units of 5 and 15 ampere D. C. capacity. For 
r more complete details and descriptive literature, see your 


dealer or write. 


WATCHES § CLOCKS ESTERN GOLD & PLATINUM WORKS 

















589 Bryant Street - - San Francisco 7, Calif. 








WM. F. NYE INC.,.NEW BEDFORD, MASS. 
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Special Notices 


Payable invariably in advanee. , 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, Se. a word. 

SITUATION WANTED 75e. fer first 25 
werds. Additional words, Se. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditienal words, 10c. a word. 

Name, address, initials and abbreviations 
ecovat as words, and are eharged for as part 
ef the advertisement. 

If answers are to be forwarded, enclose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of r dati 





Jewelers’ Circular-Keystone 


100 E. 42nd St.. New York 17 
———————EEE————————EE 


Situations Wanted 


7Se. for first 25 werds, Se. for each addi- 
ttenal word: minimum charge 75e. 





lively 
“W. 


OUTSTANDING salesman for 
credit jewelry store. Address 
4393,” care J C-K. 





MANAGER; top flight; available reputa- 
ble store Southern California. Address 
“T., 4392,” care J C-K. 





BUYER’S assistant, secretary, stenog- 
rapher, experienced showroom; inter- 
ested in buying and selling. Address 


“B., 4384,” care J C-K. 





WATCHMAKER, three years all around 
experience on overhauls, balance staffs, 
ete.; can turn staffs for old watches. 
Address “D., 4320,” care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver, over 30 years’ experi- 
ence; best references. Address “D., 
4398," care J C-K. 





WATCHMAKER, age 49, 30 years’ ex- 
perience; prefer South or Southeast, 
but will go anywhere; state salary 
and working conditions; references. Ad- 
dress “M., 4349,” care J C-K. 





SALESMAN, Pacific coast, desires man- 
agership of store anywhere West; ex- 
cellently qualified in every phase of 
business; future important; available 
now. Address “W., 4316,” care J C-K. 





SALESMAN | seeks’ position prominent 
West Coast jewelry store; high class 
executive type; peak production as- 





sured on diamonds and watches. Ad- 
dress “H., 4407,’”’ care J C-K. 
SALES manager; neat appearing, fast- 


moving man of crack selling ability: 
will consider position only in large, 
are store. Address “H., 4473,” care 





SALESMAN, retail, 25 years’ experience 
desires permanent position with re- 
liable concern; thorough: at present 
employed; excellent references. Ad- 
dress “M., 4454,” care J C-K. 





MIDWEST connection sought by store 
manager of truly outstanding ability; 
in his early forties; results guar- 
anteed; unimpeachable reference. Ad- 
dress “N., 4390,” care J C-K. 





NEXT month, one of the most desirable 
men in our line will consider severing 
his present association for another in 
capacity as manager of a well equipped 
store. Address “D., 4448,” care J C-K. 





WATCHMAKER, Swiss and American 
expert, Bowman graduate, 20 years’ ex- 
Perience; salesman; best of references, 
sober; permanent position only. Ad- 
dress “B., 4379,” care J C-K. 





SUPER salesman, over 30 years’ experi- 
ence, diamonds, watches, jewelry; 
initiative and executive ability; only 
meritorious product considered; com- 
mission basis. Address “N., 4350,” 
care J C-K. 





NORTHWEST job wanted by retail 
counter jewelry salesman; a cracker- 
jack on diamonds and watches; man 
of clean habits and a good mixer; re- 
plies confidential. Address “B., 4447,” 
care J C-K. 





SALESMAN, traveling, experienced, ag- 
gressive, with following retail trade, 
seeks better line of costume or staple 
jewelry ; manufacturer preferred; com- 
— basis. Address “C., 4467,” care 





EXPERT watchmaker, European trained, 
21 years’ experience, 16 years in 
Metropolitan area, 36 years of age, 
would like to change locality; for right 
position will go South or West; refer- 
ences. Address “J., 4346,” care J C-K. 





WATCHMAKER, desires position in New 
York City; best references; can repair 
all kinds of watches, smallest and 
complicated ; take charge of watch de- 
partment if desired; salary $100. Ad- 
dress “H., 4450,” care J C-K. 





PACIFIC Northwest retail jewelry sales- 
man desires managership, or top-salary 
position in fine store; excellent sales- 
man; thoroughly experienced in every 
phase of business; well-qualified. Ad- 
dress “Y., 4317,” care J C-K. 





REFINED jewelry salesman, 36 years of 
age, 20 years’. experience in both re- 
tail and wholesale, wants position sell- 
ing to retail jewelers, preferably in 
Southwest; references. Address “V., 
4463,” care J C-K. 





VALUABLE man, exceptionally qualified, 
creating, maintaining high unit sales 
diamonds, watches, special orders; 
seeks well paying job prominent Texas 
va firm. Address “P., 4391,” care 





REPUTABLE loan office can now avail 
itself immediate services top notch 
salesman of outstanding appraisal abil- 





ity; highest reference; location im- 
material. Address “Y., 4394,” care 
J C-K 
WATCHMAKER, salesman, estimator, 


several years’ experience, age 41, sin- 
gle; must have opportunity to promote 
general retail sales; please state full 
particulars in first letter. Address “R., 
4434,” care J C-K. 





MANAGER-watchmaker desires position 
on West Coast; 12 years’ experience in 
watchmaking; six years as manager 
of successful store; age 28, sober, re- 
liant and energetic; best of references. 
Address “B., 4396,” care J C-K. 





BRADLEY student of jewelry wishes 
“on-the-job training’ in silver jewel- 
ry and lapidary work, under the “G.I. 
Bill of Rights.” Write A. B. Adkins, 
Bradley Polytechnic Institute, Horology 
Dept., Peoria, Ill. 





MANAGER, buyer, salesman; young 
man 37, top-notch, proven ability; 
many years of experience; excellent 
contacts and references; future im- 
portant; give full particulars. Ad- 
dress “N., 4308,” care J C-K. 





TOP notch diamond and jewelry sales- 
man, 25 years’ intensive experience 
pawnbroking business in New York, 
same concern; executive ability: will 
travel anywhere U. S.; salary $7,500. 
Address “A., 4282,” care J C-K. 





TOP-FLIGHT retail jewelry executive, 
outstanding qualities of leadership, can 
be invaluable to important organiza- 
tion anywhere; knows management, 
buying, promotion, selling; experienced 
in department, chain, class store. Ad- 
dress “C., 4489,” care J C-K. 





WATCHCASE manufacturer’s sales. 
man seeks connection with repu. 
table New York or out-of-town man. 
ufacturer who can meet volume 
sales; Al following. Address “yj. 
4452,” care J C-K. 


COMPETENT watchmaker, qualified by 
past experience with better jewelers for 
complete charge of department; 15 

ears’ experience; excellent references: 
| > alll or South. Address “F,, 4505," 
care J C-K. 


a 

TOP flight store manager seeks affilig- 

tion reputable Eastern organization; 

outstanding salesman of genuine execu. 

tive ability; meeting this man in per. 

son will prove most profitable. Address 
“G., 4406," care J C-K. 


SALESMAN, thoroughly experienced fine 
jewelry, watches and clocks, long as. 
sociation with reputable New York 
firm, desire to make change; will go 
anywhere; excellent references; usual 
two weeks’ notice. Address “L., 4410,” 
care J C-K. 


THOROUGHLY experienced diamond 
man, now employed as buyer of dia- 
monds and jewelry, wishes to make a 
change; capable assuming full re- 
sponsibility, buying, selling and man- 
agement; enviable background. Address 
“T., 4424,” care J C-K. 


WATCHMAKER, very capable, desires 
to locate with high grade concern 
where fine workmanship is desired; al- 
most 30 years of experience; age 43; 
born in U. S. A.; state all particulars 
including hours and salary. Address 
“C., 4385,” care J C-K. 


RETAIL man, in his early forties, one 
with whom selling is a highly developed 
art and not a pressure procedure, seeks 
position in high grade, well-stocked es- 
tablishment; salary open; very finest 
reference; confidential. Address “C., 
4319,” care J C-K. 























EXPERIENCED junior’ executive for 
watch importer or jewelry house; can 
handle production, distribution, office 
sales, accounts, etc.; young, capable, 
ambitious; thorough knowledge of the 
jewelry business. Address “E., 4327,” 
care J C-K. 


WATCHMAKER, unusually accurate 
workman, age 44, 29 years of experi- 
ence on all types, including chrono- 
graphs; one who times closely; born 
U. S. A.; excellent reference; state 
hours and salary. Address “D., 4336, 
care J C-K. 


POWERFUL salesman, prime of life, 
seeks responsible, lucrative position in 
good sized jewelry store where his 
highly creative ability, acquired through 
years of successful experience, could 
be put to greatest advantage. Address 
“RF, 4449,” care J C-K. 


BOOKKEEPEER-secretary, retail jewelry 
experience, desires responsible position 
on Pacific Coast, preferably near 
Riverside or Los Angeles, Calif.; capa- 
ble of assuming full charge of office, 
including payroll, taxes, etc.; minimum 














salary $60. Address “L., 4336,” care 
J C-K. 
EXECUTIVE bookkeeper, secretary, 


lengthy diversified experience, versatile 
background; position desired where 
initiative and capacity to assume re- 
sponsibility will be accorded opportu- 
nity to further mutual interest; salary 
$65 to $75. Address “G., 4389,” care 
J C-K. 


ORDER and mounting clerk, thoroughly 
experienced with all details in whole- 
sale jewelry firm, presently employed, 
since seven years, with one of the 
oldest jewelry firms in New York City, 








desires responsible position in New 
York City only. Address “E., 4404, 
care J C-K. 








DIAMOND expert, 29 years’ diversified 
experience, now buyer large jewelry 
firm, would consider change; thorough 
knowledge of loose diamonds, mounted 
jewelry, old mine diamonds; extensive 
buying experience here and abroad ; 
executive of character and ability. Ad- 
dress “R., 4423,” care J C-K. 
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SITUATION S WANTED—continued 








E business man of widely di- 
CAPAC ed experience, many years whole- 
sale diamonds and jewelry, seeks re- 
sponsible position; also experienced 
buying from public; presently con- 
nected large jewelry house as buyer; 
executive with outstanding qualitica- 
tions. Address “V., 4425,” care J C-K. 





SENTATIVE for Pacific Coast 
Pe itory and Latin America; excellent 
following; well-known in Latin Ameri- 
can countries; lifetime experience with 
retailers and wholesalers; experienced 
in selling high grade jewelry, jewelry 
novelties and watches; finest of refer- 
ences. Joseph Alvarez, 140 Geary St., 
Room 303, San Francisco, Calif. 








DIAMOND and precious stone man, 
thoroughly experienced in assorting 
and picking stones for mountings, de- 
signs, etc, complete knowledge of 
manufacturing and special order work, 
sales experience, desires connection 
with manufacturer or retailer in New 
York City; excellent references. Ad- 
dress “M., 4466,” care J C-K. 





WATCHMAKER wants position as re- 
pair estimator and salesman; 10 years’ 
experience; Bradley graduate; neat, 
honest, and willing; would consider to 
break in as assistant manager; 30 
years old, married, two children; North 
Central states preferred; must be per- 
manent with a future. Address “T., 
4355,”" care J C-K. 





COMBINATION sales and display man 
of outstanding ability; a visual mer- 
chandiser with record of sales-produc- 
ing displays and 20 years’ experience 
selling and displaying merchandise, de- 
sires A-1 California connection; for- 
merly a resident of California for 15 
years; best of references; now em- 
ployed. Address “P., 4432,” care J C-K. 





SKILLED watchmaker, executive type, 
also excellent estimator for watch and 
jewelry repairs, presently connected 
foremost New York trade shop, desires 
change climate; White Mt. region, 
N. H. preferred; permanent housing for 
family must be assured; replies held 
in strict confidence. Address “B., 
4318,” care J C-K. 





A-1 watchmaker, European trained, 27 
years’ experience, age 41, desires per- 
manent position with better grade store 
where good work and close timing is 
first consideration; in clean city, not 
less than 200,000 population; must 
have assurance of living quarters for 
couple; minimum salary $100 weekly 
for 44 hours; best of references. Ad- 
dress “Y., 4437,” care J C-K. 





RETAIL salesman, 14 years’ experi- 
ence, member A.N.R.J.A. and Horo- 
logical Society of New York, seeks 
connection as wholesale watch sales- 
man with progressive watch im- 
porter or manufacturer, catering to 
mass buyers of watches; position 
must have big possibilities for 
trained, hard worker. Address “T., 
4128,” care J C-K. 


MANAGER, thoroughly experienced in 
every phase of cash and credit jewelry 
business; expert on diamonds; 20 
years’ experience; peak production as- 
sured on diamond sales; thoroughly 
familiar with buying, selling, adver- 
tising, estimates, ete.;: will consider 
purchase part interest, or travel for 
Prominent firm, on salary and com- 
mission basis; references. Address “F., 
4405,” care J C-K. 


YOUNG man, 39, 12 years’ retail jewel- 
ry experience as salesman-manager, 
understands thoroughly all phases of 
business; now associated with fine 
West Coast establishment: desires 
make change, nearer to East Coast to 
be closer to family; consider only per- 
manent _ position with reliable, live, 
Progressive organization; salary plus 
commission or percentage of business. 





’ Address “A., 4443,” care J C-K. 


MANAGER of high class type store, 


26 years retail jewelry; 43 and 
single; thorough knowledge of the 
business, diamonds and watches, 
special order work; an experienced 
store owner; neat appearance, con- 
genial and conscientious; graduate 
member A.G.S.; complete night 
course in business law under aus- 
pices of University of Florida; fine 
references; $7,500 to start. Dwight 
Duffield, Jeweler, Palatka, Fla. 





TOP flight retail executive, man with 


ideas, well versed in sales promo- 
tion, advertising, management, de- 
sires change where his ability and 
services can be used to best advan- 
tage, as manager of large volume 
retail unit, or assistant to president 
of chain store organization; jewelry 
merchandiser, buyer and manager; 
20 years’ successful record of 
achievement, department store op- 
eration. Address “Circular 1463,” 
Room 1415, Heyworth Bldg., Chi- 
cago 2, Ill. 


SALESMAN, Pacific Northwest, desires 


to represent fine jewelry, diamond, or 
watch concern anywhere west; excel- 
lent references; state full particulars. 
Address “V., 4315,” care J C-K. 





SALESMAN, experienced, Middle West 


territory with following, desires jewel- 
ry or silverware line; drawing against 
commission. Address “G., 4451,” care 
J 





MANUFACTURERS’ Sales Company de- 


sires manufacturer’s sample jewelry 
line of quality, for Ohio; will main- 
tain an office in Cleveland. Address 
“H., 4497,” care J C-K. 





RESIDENT salesman wants watch line 


for Ohio, Pennsylvania, and West 
Virginia; good following with both 
cash and credit stores. Address “F., 
4388,” care J C-K. 





SALESMAN covering Pacific Coast with 


exclusive watch line, desires additional 
manufacturer’s representation ; mounted 
diamond rings are preferred. Address 
“F., 4403,” care J C-K. 








{ AM searching for a certain connection 


with a wholesale or retail jewelry 
firm, desiring the services of a hard 
working, aggressive type of man, de- 
termined to succeed; I want to fit in 
this organization in an executive ca- 
pacity; experienced, capable and pre- 
pared for sales, sales promotion, gen- 
eral development, expansion and 
organizing personnel; a_ successful 
business background in general jewelry, 
specializing in precious stones, ap- 
praisals, and identification; now em- 
ployed as department manager with 
nationally known, highly rated, retail 
jewelry firm; graduate member Ameri- 
can Gem Society; will travel anywhere ; 
prefer offer to buy part interest later; 
salary and commission, or, bonus with 
contract desired; further details to in- 
terested parties; strictly confidential. 
Address “A., 4464,” care J C-K. 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 





——————_—_—_ == —— 
EXPERIENCED jewelry salesman, sell- 


ing to larger operators in Middle West 
States, desires a good line of watches. 
Address “T., 4313,” care J C-K. 





MANUFACTURER®D’ representatives, 


covering Midwest jobbers, department 
stores, chains, desire additional lines. 
P. O. Box 492, Omaha, Neb. 





SALES company desires nationally ad- 


vertised line of quality; will give ef- 
fective representation. Address “‘J., 
4508,” care J C-K. 





JOBBER wants lines, prefer specialty 


item from small manufacturer; state 
full particulars, Address “A., 4438,” 
care J C-K. 





WATCH SALESMAN, Pacific Coast ter- 


ritory over 20 years, desires good line 
of watches in 14K and gold filled: 
commission basis. Address “E., 1449,” 
care J C-K. 





WRIST watch manufacturer who wants 


a live wire jobber or distributor in 
Western New York. Write to. Con- 
tinental Jewelry Co., 33 S. Division St., 
Buffalo, N. Y. Established 40 years. 





MANUFACTURERS’ representative, 15 


years’ experience better retail jewelers; 
good following Metropolitan area, New 
Jersey; a hustler. Address “H., 4292,” 
care J C-K. 








ELECTRIC clock manufacturer who 


wants a live wire jobber or distributor 
in western New York. Write to Con- 
tinental Jewelry Co., 33 S. Division St., 
Buffalo, N. Y. Established 40 years. 


OHIO representative, with large follow- 


ing among jewelry and department 
stores, desires manufacturer’s line of 
quality jewelry; also good line of 
watches; on commission basis; refer- 
ences. Address “M., 4340,” care J C-K. 





SALESMAN, resident of Los Angeles, 


with established following among 
wholesalers and jobbers, on West 
Coast, is open for one or two non-con- 
flicting lines. Address “C., 4286,” care 
J C-K. 





EXPERIENCED salesman with Chi- 


cago office and excellent following 
with midwest jobbers and all large 
outlets, wants manufacturer’s line. 
Address “Circular 1460,” Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN, with Maiden Lane office, 


retail following New York City and 
surrounding territory, desires manu- 
facturers’ lines solid gold and filled 
jewelry. Address “T., 4486,” care 
J C-K. 





PACIFIC COAST salesman who calls on 


the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
bw. oe Address “C., 1448,” care 





SAN FRANCISCO representative, open 


for manufacturer’s merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for 20 years. Chas. 
Grellmann, 704 Market St., Mutual 
Building, Room 814, San Francisco, 
Calif. 





LINES wanted, from manufacturers, 


by established sales agency; display 
room and seven salesmen covering 
12 far Western States; energetic rep- 
resentation and _ results assured. 
Erlick Co., 106 W. 3rd Street, Los 
Angeles 13, Calif. 





JEWELRY salesman, familiar with New 


Jersey, New York, Pennsylvania and 
New England States, desirous of ob- 
taining a line of mountings, loose 
diamonds, and mounted rings to sell 
— Address “P., 4483,” care 





FOR West Coast to Denver, manufac- 


turer’s line of mountings and wedding 
rings, going to better installment stores 
and regular jewelers; have small sales 
organization and carry no conflicting 
lines; strictly commission basis. Ad- 
dress “A., 4201,” care J C-K. 





SALESMAN, Pacific Coast, represent 


ing diamonds, watches, jewelry con- 

cerns, the best jobbing trade; com- 

mission ; 25 years’ experience; excel- 

lent reference. D. D., Room 716, 

ane Fifth St., Los Angeles 13, 
1 . 








(Continued on page 482) 
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(Continued from page 481) 


SALESMAN with large established fol- 
lowing among jewelers and department 
stores in Chicago and vicinity, desires 
manufacturer’s line of high quality, 
nationally advertised men’s and wo- 
men’s watch bands. Address “Circu- 
lar 1462,” Room 1415, Heyworth Bldg., 
Chicago 2, Ill. 








have an attractive showroom in San 
Francisco, and sufficient fellow-sales- 
men to cover West Coast thoroughly; I 
seek additional lines of jewelry, 
watches, giftware, to go direct from 
manuacturer to retailer, on commis- 
sion basis; young veteran; best jewel- 
ry references. Address “N., 4341,” care 
J 


_ 





MANUFACTURER'S line wanted by live 
wire sales organization, four top notch 
producers residing New York, Chicago, 
Los Angeles; either high grade gold- 
filled or sterling jewelry, hollowware 
or flatware, produced for jobbers ex- 
clusively; travel entire U. ». A.; com- 
mission; excellent references. Address 

' “P., 1324,” care J C-K. 





SALESMAN, many years’ experience, 
outstanding following amongst job- 
bers and large chain stores, in New 
York City, Newark, Philadelphia, 
Baltimore, Boston, Providence, also 
territories throughout country, de- 
sires connection with reliable manu- 
facturing concerns. Address “B., 
4283,” care J C-K. 


MANUFACTURERS only of ladies’ and 
gents’ watch attachments in gold filled 
pink and yellow sterling silver and 
stainless steel, in mesh, also expansion 
bands; must be priced right and 
smartly styled, as we specialize in 
watch attachments only; submit sam- 
ples, C.O.D. on approval; we buy for 
cash only; if it’s smart, we can use it 
in quantities; manufacturers agents 
and distributors. Chas. Swartzburg & 
Co., 3323 N. Knoll Drive, Hollywood 
28, Calif. 
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Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 


———EEE=_ 

SALESMAN, carry side line gents’ and 
ladies’ gold stone rings in New England 
States. Address “G., 4496,” care J C-K. 


} SALESMAN to carry small side line of 
specialty items; commission 15 per 
cent; state territory. Address “N., 

; 4431,” care J C-K. 


SALESMAN to carry side line of ex- 
quisite jewelry and costume jewelry 
for Midwestern wholesaler. Address 
“M., 4515,” care J C-K. 


WANTED; a reliable salesman to han- 

dle a side line of our costume jewelry 
; in sterling silver, with and without 
H stones. Address “K., 4453,” care J C-K. 

















PEARL necklace house desires salesmen 
calling on retailers to carry line better 
simulated pearls; also earring line; 
commission basis; state territory cov- 
ered. Address “N., 4516,” care J C-K. 


MANUFACTURER has line of sterling 
silver Arabian jewelry for salesman 
with jewelry, gift and department store 
following ; write details, experience, ter- 
ritory and references. Address “F., 
4491,” care J C-K. 


MANUFACTURER desires salesman with 
following among retailers, for Pacific 
Coast, Middle West and South, to carry 
line of stone rings, gents’ rings and 
earring mountings, on commission. Ad- 
dress “L., 4477,” care J C-K. 


SIDE line salesmen for manufacturer’s 
line of quality men’s and ladies’ genu- 
ine and synthetic 10K stone rings to 
all retail outlets; only first class men 
apply; full particulars in first letter; 
all territories. Address “E., 4402,” 
care J C-K. 




















SALESMEN wanted, to carry side line 


of medium-priced, attractive staple and 
costume jewelry for gift shops, drug, 
and jewelry stores; several territories 
open; commission basis. Southern 
Wholesale & Importing Co., Moore 
Bldg., San Antonio, Tex. 





WANTED; experienced salesman to 


carry line of fine jeweled _ sterling 
silver jewelry samples from a manu- 
facturing firm established 40 years; 
give full details, jewelry experience and 
references, Address “D., 4490,” care 





MANUFACTURERS of exclusive line 


of 14K cluster earrings, especially 
designed and made for the South 
American market, will consider 
representation throughout South 
America; commission basis; good 
opportunity for live wire. Address 


“B., 4205,” care J C-K. 





MANUFACTURER’S line, ladies dia- 


mond mountings, unset; additional line, 
ladies’ diamond wedding ring mount- 
ings, unset; we want a salesman who 
can produce, selling jobbers and whole- 
Salers only; New York and Southern 
territory open. Address “L., 4299,” 
care J C-K. 





SALESMAN to carry our new 14K, 


sterling silver, and plated Van 
Cleeve fountain pens, which write 
with revolving sapphire ball, for 
many years, without refilling ; apply 
by mail only. Cleevelandt Corpora- 
tion, 33 W. 46th Street, New York 


,N. Y. 





MANUFACTURER desires to make con- 


nections with live wire salesmen to 
call on wholesalers only; will consider 
only men who have experience in sell- 
ing a popular-priced line of ladies’ 
simulated stone rings, boys and giris’ 
signet rings, pendants, ring and pen- 
dant sets, crosses; only those who can 
produce volume business; write in de- 
tail; all territories open. Address “H., 
4329,” care J C-K. 





T 


WO, stone ring, traveling salesmen, ex- 
perienced and with good following, must 
have a car, calling on established re- 
tail jewelers in Maryland, Pennsyl- 
vania, Ohio, West Virginia- and Rocky 
Mountain ‘territory; line consists of 
10K and 14K ladies’ and gents’ gen- 
uine and synthetic stone rings, large 
assortments of ladies’ birthstone rings, 
boys’ and girls’ signet rings, crosses, 
pendants, ring and pendant sets, baby 
rings, cameo brooches; good opportu- 
nity for live wires; write full particu- 
lars in first letter. Address “G., 4328,” 
care J C-K. 





MANUFACTURER of exclusive line of 


14K cluster earrings for pierced, pierce- 
less, drop and pendant type; will con- 
sider, to carry as side line, two travel- 
ing salesmen with excellent retail and 
department store following covering 
the following States: North Carolina, 
South Carolina, Georgia, Florida, Ala- 
bama, Louisiana, Missouri, Illinois, In- 
diana, Kansas and Michigan; this ter- 
ritory to be divided accordingly; this 
is a fast selling line and should aver- 
age earnings from $100 to $150 per 
week commissions. Address “C., 4204,” 
care J C-K 


Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, first class watchmaker; com- 


mission or salary. A. R. Brandenburg, 
Independence, Iowa. 





DIAMOND setters: good pay, steady 


work; transportation; Northwestern 
Ohio. Address “C., 3229,” care J C-K. 





JEWELER, on light repair work; fine 


city and a future. Address “M., 4376,” 
care J C-K. 


- JEWELRY salesman, to contact retail 











WANTED; first class watchmaker on all 
makes; extra good salary, Addres 
“L,., 4348,” care J C-K, = 

i 

WANTED; experienced salesman for re 
tail jewelry store; tell me all in first 
letter. Hopper’s, Inc., Durham, N, ¢ 

———$—__ 

SALESMAN, experienced; permanent: 
cash-credit store. A. M. Klausner, 49 
Knickerbocker Ave., Brooklyn, N,'y_ 











SALESLADY, experienced in retail store: 
permanent. A. M. Klausner, 498 
Knickerbocker Ave., Brooklyn, N, y, 

| 

WATCHMAKER, first class man; good 
pay, good hours. EB, A. Doyle, Inc., 135 
Munroe St., Lynn, Mass, 











WATCHMAKER, elderly, for retail store: 
permanent. A. M. Klausner, 428 Knick. 
erbocker Ave., Brooklyn, N. Y. 





WANTED; jewelers for repairs and spe- 
cial order work. Chas. F. Damm, Inc., 
703 Main St., Buffalo 3, N. Y. 

WANTED, a first class engraver. The 
Harrington Co., 84 High St., Columbus 
15, Ohio. 


WATCHMAKERS wanted; good work. 
ing conditions, year-around basis, 
Write, L. H. Deloach & Co., 108 W, 
Broughton St., Savannah, Ga. 














ENGRAVER; high class lettering, gold 
and silverware; good salary and work- 
ing conditions. Granat' Bros., San 
Francisco 10, Calif. 


WATCHMAKER wanted; permanent 
position, good working conditions. 
Write, Stanley Jewelers, 715 Frank- 
lin St., Tampa, Fla. 








EXPERIENCED jewelry salesman to re- 
tail trade; complete ring line; travel; 
commission. Address “A., 4351,” care 
J C-K. 





JEWELER-caster, model maker, full 
charge of modern factory; excellent 
opportunity. Address “A., 4370,” care 
J ‘> 





HUB and die cutter on high grade school 
and fraternity jewelry; good salary 
and working conditions. Granat Bros. 
San Francisco 10, Calif. 


SALESMAN for Brooklyn, N. Y., retail 
jeweler; prefer middle-aged man; ref- 
erences required. Address “C., 4500,” 
care J C-K. 


WATCHMAKER, first class only need 
apply; piece work or salary ; fine work- 
ing conditions; Brooklyn, N. Y. Ad- 
dress “B., 4499,” care J C-K. 


SALESMAN wanted to sell latest of all 
watch timers, The Paulson Time-0- 
Graf. Henry Paulson & Co., 37 S. Wa- 
bash Ave., Chicago, IIl. 


WANTED; second watchmaker; could he 
young graduate, desiring work under 
expert watchmaker. E. K. Resoner Co., 
Crawfordsville, Ind. 


JEWELER, on special order work; 2@ 
very unusual opportunity; give in- 
formation in detail. Address “J., 
4375,” care J C-K. 


WANTED;; first class watchmaker ; per- 
manent position; no clock or jewelry 
work; $85 week. J. W. Anderson, 
Beloit, Wis. 


WANTED; manager for new jewelry 
store, interested in all phases of the 
business. Address “P., 4306,’ care 
J C-K, ; 





























jewelers in California; give age, eX- 
perience, and qualifications, Address 
“V., 4357,” care J C-K. 


WATCHMAKER, first class, for per 
manent position; excellent salary; 
pleasant working conditions. Good- 
man’s, 220 State St., Madison, Wis. 
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; -ATCHMAKER wanted; permanent 
yee oe salary $85 to $100 per 
week; give references in first letter. 
Neiman’s Jewelers, Charlotte, N. C. 








MANAGER with watch and jewelry ex- 
perience for leased fine jewelry de- 
partment, in department store. Ad- 

dress “G., 3981,” care J. C-K. ~ 


HMAKER, experienced, to take 

Lape charge of watch repair de- 

ent; salary or commission, Rogers 
Jewelry Co., Fairmont, W. Va. 














HMAKER for West Coast posi- 
ware permanent; good working condi- 
: age and experience. Ad- 
dress “E., 2040,” care J C-K. 





YOUNG lady, experienced in office of 
jewelry manufacturer, knowledge _of 
production; excellent opportunity; give 
full details. Address “T., 4363,” care 


J C-K. 


MANUFACTURING jeweler who is also 
a good setter; will pay the best sal- 
ary for a good man; you name it. 
Lowell G. Hays, 701 Farnsworth Build- 
ing, Memphis, Tenn. 








SALESMEN wanted, in all territories, to 
sell staffs and stems, also watch at- 
tachments, from $4.50 a dozen to 
$72.50 each. J. Ranz, 1451 Broadway, 
New York 18, N. Y. 


JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large mod- 
ern shop. Midwest Jewelry Co., Okla- 
homa City, Okla. 


WATCHMAKERS wanted; permanent 
positions; excellent working condi- 
tions and hours. Write, Friedman’s 
Jewelers, 101 W. Broughton St., 
Savannah, Ga. 


WANTED; first class watchmaker ; well 
established firm, pleasant working 
conditions; salary $100 per week. 
Andersen’s Jewelers, 355 Second St., 
Macon, Ga. 


FIRST class watchmaker to do fine 
watch work; good salary, nice clean 
shop; permanent; please state salary 
in first letter. Cochron’s Watchmakers, 
50 Arcade, Nashville, Tenn. 














WANTED, watchmaker for permanent 
position; . ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 





WANTED; experienced and capable 
watchmaker ; 00 a week; leading 
store in a live town; state age and 
furnish references. Bell Jewelers, 
Aberdeen, Wash. 





WATCHMAKER, experienced; in town 
of 30,000 near Akron, Ohio; good work- 
ing conditions; permanent; good sal- 
ary on commission basis. Address “E., 
4322,” care J C-K. 


WANTED; combination engraver, watch- 
maker, stone setter; top salary in fine, 
old Southern’ store; references. re- 
ak Address “X.Y.Z., 4280,’’ care 
J C-K. 


SALESMAN for Mid-Western _ stores, 
Chicago man preferred, good follow- 
ing, to carry line of novelty jewelry ; 
write particulars. Address “A., 4314,” 
care J C-K. 


WANTED; combination watchmaker and 
engraver; permanent position; good 
salary; replying, send samples and 
references. Phillip’s Bros., Inc., Lynch- 
burg, Va. 


WATCHMAKER - benchman; must be 
graduate, having finishing course, or 
factory man; either salary or commis- 
sion; well equipped, air-conditioned 
store. Dunbar Jewelers, Yakima, Wash. 

















JEWELER, good mechanic, to assume 
foremanship for a medium sized shop; 
only a man with vision and ability; 
American; give information in detail. 
Address “Q., 4277,” care J C-K. 


SALESMEN; establish accounts Ohio, 
Indiana, also other territories; fast 
moving line, on commission basis; no 
objection to non-conflicting line. Ad- 
dress “E., 4158,” care J C-K. 


WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others; write for 
_ Address “H., 4263,” care 











WANTED; watchmaker, a good work- 
man, steady job, good salary; also 
jewelry repair man. Kahn-Oppen- 
a. 917 F St. N.W., Washington, 


. ° 








WATCHMAKER, capable of taking 
complete charge repair department 
and doing simple sizing and solder- 
ing; excellent salary, or commis- 
sion, or both. Sather’s, Craig, Colo. 


WOULD like to get in touch with a first 
class all around jeweler, with trade 
shop experience; a man who is inter- 
ested in going in for himself. Address 

C., 3189,” care J C-K. 








WATCHMAKER, dependable and capa- 
ble; ideal climate, South Texas town 
of 3000; R. R. Inspection; excellent 
working conditions. Wire or _ write, 
Chas. E. Ragsdale, Smithville, Tex. 


WANTED, watchmaker to take complete 
charge of watch repair department; 
permanent position; $75 to $100 per 
week; largest jewelry store -.in town. 
S. S. Lipman, Parkers Jewelry Co., 840 
Fourth Ave., Huntington, W. Va. 





WATCHMAKER wanted, or combination 
engraver, or jeweler and watchmaker; 
excellent working conditions in store: 
permanent position; $75 per week, plus 
overtime; by old established high grade 
store. Carl W. Rose, Fort Wayne, Ind. 





WANTED, watchmaker and _ engraver, 
$75 week guaranteed and all overtime 
you want to make; plenty of 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





JEWELER or combination, for special 
order work; modern air-conditioned 
store; state wages wanted, experience 
and reference first letter. Wire or 
phone, 1100, collect. Cohenour Jewel- 
ers, 209 N. 3rd St., Muskogee, Okla. 





WANTED; highly skilled watchmaker, 
capable of working only on complicated 
watches, such as chronographs, calen- 
dar watches, and other fine precision 
time-pieces of this type. Address “T., 
4359,” care J C-K. 





DEALER salesmen; main or sideline; 
fast moving jewelry items, electric 
clocks, appliances, and costume jewel- 
ry; for complete details write today. 
American Wholesale Co., 1401 S. 
Keeler Ave., Chicago 23, Ill. 





WATCHMAKER or combination, for spe- 
cial order work; modern air-conditioned 
store; state wages wanted, experience 
and reference first letter. Wire or 
phone, 1100, collect. Cohenour Jewel- 
ers, 209 N. 3rd St., Muskogee, Okla. 





WANTED; foreman for trade shop; 
knowledge of repairing and _ special 
order work, class rings and fraternity 
jewelry. Address “B., 4414,” care 





DIAMOND setter with knowledge of 
jewelry repairing; excellent conditions, 
high pay, overtime; Miami, Fla. Will- 
berg Jewelry Corp., 223 E. Flagler 
St., Miami, Fla. 





DIAMOND setter; young man with three 
to five years’ experience on fine jewel- 
ry, who desires to locate permanently 
in Washington, D. C. Address “C., 
4397,” care J C-K. 





SMALL progressive chain seeks an ex- 
Perienced jewelry salesman to manage 
upstate New York cash-credit store; 
good opportunity. Address “J., 4408,” 
care J C-K. 





WATCHMAKER wanted; practical man 
with experience, gble to do all grades 
of work; permanent position, near 
New York City. Woods, 41 N. Broad- 
way, Yonkers, N. Y. 


“LA MARQUISE” pearl and costume 
jewelry house, seeks experienced out- 
of-town salesmen with following; car 
essential; commission. Robt. Fleisher 
Co., 366 Fifth Ave., New York City. 








WANTED, experienced and _ capable 
watchmaker; $100 week and _ good 
working conditions; air conditioned 
store; fine climate; state age and fur- 
nish references. Crothers, Jewelers, 
Yakima, Wash. 


JEWELER, stone-setter, plain engraver 
for permanent position; old, well 
established firm; good salary; shop 
well lighted and air-conditioned; 
phone or wire our expense. H. Post 
& Sons, Decatur, III. 


WATCHMAKER, with experience; 
good working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros. 
Co., Established 1841, Main St., 
Brockton, Mass. 











WATCHMAKER; attractive permanent 
position, with good future, with old 
established firm in Southern Wisconsin ; 
starting salary $80 to $100; air-condi- 
tioned store. Address “M., 4304,” care 
J C-K. 





BUYER and manager for new jewelry 
department, to be started by leading 
furniture store, in large mid-west city; 
excellent opportunity; give full details 
in your first letter; replies confidential. 
Address “W., 4368,” care J C-K. 





CLOCKMAKER with watch experience, 
also clockmaker’s assistant; full time 
jobs, good pay, pleasant working condi- 
tions; finest climate on Pacific coast. 
Write fully, J. Jessop & Sons, 1041 
Fifth Ave., San Diego, Calif. 


WATCHMAKER, experienced and 
capable; eastern Pennsylvania store; 
high salary for fine workmanship; 
excellent working conditions; give 
full particulars. Address “C., 4309,” 
eare J C-K. 


WATCHMAKER wanted, or first class 
watch repair estimator in Memphis, 
Tenn.; best working conditions; perma- 
nent position with American firm; 
write for further particulars. Address 
“T., 4514,” care J C-K. 











SALESMEN, to represent exclusive cos- 
tume jewelry manufacturer; East, Mid- 
west, Coast territories; commission; 
excellent opportunity. Telephone Gra- 
mercy 3-1605, or address “A., 4487,” 
care J C-K. 





SALESMAN, with good following in bet- 
ter class retail stores in Middle West, 
to carry complete line diamond rings, 
wedding rings and mountings; excel- 
lent opportunity for the right man. Ad- 
dress “M., 4478,” care J C-K. 





WATCHMAKER, experienced on all 
grades of watches, for permanent posi- 
tion in Middle West; ideal working 
conditions; pay good salary for a good 
man; state full particulars in (first 
letter. Address “S., 4485,” care J C-K. 





(Continued on page 484) 
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SALESLADY, well qualified worker, to 
assume duties and responsibilities in 
an up-to-date jewelry store in the 
South; state age and experience; salary 
in accordance with ability. Address 
“P., 4481,” care J C-K. 


JEWELER, stone-setter, some special 


order work; permanent position; 
air-conditioned shop; good salary; 
progressive firm; established 74 
years. Write or phone, our expense, 
for details. H. Post & Sons, Decatur, 














































WATCHMAKER, certified or graduate 
Elgin or Bradley, capable of han- 
dling railroad work; permanent po- 
sition, good hours; no night work. 
_ Thayer’s Jewelry Store, Niles, 

ich. 


SALESMAN; excellent opportunity for 
experienced man to sell well known 
line diamond rings, mountings, 
wedding rings, in Southern terri- 
ay: Address “P., 4353,” care J 


WANTED; certified watchmaker and 
second watchmaker; experienced 
men who can produce; unques- 
tioned references required; no 
floaters need apply. Brock’s, Inc., 
Rome, Ga. 


WATCHMAKER;; permanent position; 
excellent working conditions; old 
established store; clean work; fine 
salary for top grade workmanship; 
give full particulars. J. M. Clawson, 
Pottsville, Pa. 


WATCHMAKER wanted; top salary paid 
to A-1 watchmaker; permanet salary 
per month will be set at 60% of vol- 
ume turned out during first month; 
fine working conditions, in town of 
125,000. Carl W. Rose, 826 S. Calhoun 
St., Ft. Wayne, Ind. 

















DIAMOND salesman, only experienced; 
good following, large income brackets, 
to represent large, old established dia- 
mond importing house, also large line 
platinum jewelry; write full informa- 
tion; strictest confidence. Address “G., 
4343,” care J C-K. 


WATCHMAKER, experienced, to take 
complete charge of watch’ repair de- 
partment; straight salary or commis- 
sion; would prefer man who graduated 
from Bowman’s Watchmaking School. 
Weimer’s Jewelry Store, 13 S. 4th St., 
Hamburg, Pa. 





WE have two, we want two more watch- 


makers; air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. Herbert's, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





WE HAVE the following openings in 


our store; watchmaker, jewelers, 
engravers and front man; this is in 
a town with a population of about 
20,000, not an industrial town, 
with a firm founded in 1875. Keller 
& George, Charlottesville, Va. 





REPRESENTATIVE to 


cover Middle 
Western States for old established con- 
cern with complete line of jewelry in- 
cluding costume, on commission basis; 
give full particulars. Address ‘Circular 
1465,” Room 1415, Heyworth Bldg., 
Chicago 2, Ill. 





MANUFACTURERS’ 


representatives 
wanted for exceptional and _ entirely 


different, elaborately designed larlies’ - 


popular priced cast sterling imitation 
stone ring line; 10 per cent commis- 
sion; territories open; write fully. Ad- 
dress “B., 4488,” care J C-K. 





WANTED, 


JEWELRY repairer who can assist on 


some other work in retail store, take 
in, estimate on, and deliver repairs; 
reply giving full particulars, age, ex- 
perience, and salary desired for per- 
manent position. Woods, 41 N. Broad- 
way, Yonkers, N. Y. 

assistant manager for 
home owned store; unusual oppor- 
tunity for man with jewelry store 
experience who has ability to as- 
sume responsibilities ; in first letter, 
state age, experience and references. 
Address “J., 4510,” care J C-K. 





WATCHMAKERS; $125 a week for 


experienced men; permanent year- 
around positions in medern, all 
daylight shop, with ideal working 
conditions; an interview will prove 
this. The Wolf Co., 740 Sansom 
St., Philadelphia, Pa. 

































BOOKKEEPER, female, thoroughly ex- 
perienced in all details of jewelry and 
silverware; retail store, midtown New 

/ York City; answer in full; state refer- 
ences; excellent opportunity for alert 
and ambitious young lady. Address 
“N., 4333,” care J C-K. 


JEWELRY repair man and diamond set- 

ter wanted; permanent position open 

e for expert jewelry repair man and dia- 

mond setter; fine working conditions; 

in town of 125,000; salary would be 

$75 per week. Carl W. Rose, 826 S. 
Calhoun St., Ft. Wayne, Ind. 








WANTED at once; one or two good 
conscientious watchmakers from 30 to 
55 years of age, or older, if your 
speed is not affected: can furnish 
apartment reasonable. Chandler’s 
Jewelry & Gift Store, 147 College Ave., 
Athens, Ga. 








WATCHMAKER wanted in Little Rock, 
Ark.; permanent position with old 
American firm; must be capable of 
estimating own work, preparing and 
timing railroad watches, particularly; 
write for further particulars. Address 
“K., 4513,” care J C-K. 


SALESMAN; ambitious ex-G.I. man pre- 
ferred, to call on jewelry, gift and 
silverware trade in Chicago and ad- 
jacent territory; experience not neces- 
sary, but must have car. Address “Cir- 
cular 1464,” Room 1415 Heyworth 
Bldg., Chicago 2, III. 











SALESMAN; excellent opportunity for 


experienced man to sell well known 
line diamond rings, mountings, 
wedding rings to established ac- 
counts in New England, New York, 
Pennsylvania, and Ohio. Address 
“R., 4354,” care J C-K. 





WATCHMAKER wanted; prefer com- 


bination man, although not neces- 
sary; nice south Texas town of 
3000; ideal climate; good salary. 
Write or wire, Chas. E. Ragsdale, 
R. R. Watch Inspector, Smithville, 
Texas. ; 





REPRESENTATIVE wanted, 


by well 
established New York wholesaler, fea- 
turing small but strong line of fast 
selling specialties in giftware, jewelry, 
etc., for retailers; many exclusive items 
to assure right man of excellent earn- 
ing possibilities. Address “C., 4139,” 
care J C-K. 








WANTED, assistant manager; must be 


excellent salesman, experienced in 
eash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 
Inc., Jewelers, Sumter, S. C. 








WANTED, buyer and manager, thor. 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341.” 
care J C-K. ‘ 


SALESMAN wanted by jewelry, mate. 
rial and supply house to call on 
trade in Arizona, New Mexico, 
Texas and adjacent states; all terri. 
tories open; splendid opportunity 
for qualified men. Zeiden Bros,, 
Feinco Distributors, 197 Penning. 
ton St., Tucson, Ariz. 














HAVE desired position for highly quali- 
fied, sober watchmaker desiring to 
locate permanently in health resort 
city; must have highest references; 
air cooled store; leased department or 
percentage considered; must have com- 
plete equipment. Narden Jewelers, 312 
Central Ave., Hot Springs, Ark. 


WANTED, watchmaker and plain en- 
graver; must be A-1 mechanic, un- 
derstanding close rating of railroad 
work; permanent year around posi- 
tion with old established concern; 
ideal working conditions; _refer- 
ences, etc.; salary $75 per week. J, 
W. Kirkpatrick, El Dorado, Kans, 


WATCHMAKER wanted in Mid-west 
town of 10,000; certified man pre- 
ferred; best of working conditions; 
can supply finest furnished five 
room apartment in town; will ex- 
change references; state salary de- 
sired in first letter. Roy E. Ander- 
son, Kirksville, Mo. 











SALESMAN wanted; nationally known 
manufacturers of platinum and 
gold rings-have openings for several 
salesmen in South, Southwest, Ohio, 
Michigan area, also Pacific coast; 
desire men who can earn more than 
$15,000 annually; state all particu- 
lars in first letter. Address “E., 
4504,” care J C-K. 

WATCHMAKER with ability to man- 
age and sell; opening stores in cities 
10 thousand to 20 thousand popula- 
tion in the Middle West; good start- 
ing salary with liberal profit-sharing 
arrangements; furnish references 
and photograph, if possible, in first 
letter. Address “G., 4506,” care 
J C-K. 


MANUFACTURER of outstanding line 
of popular priced, gold filled and 
gold lockets, crosses, chains, brace- 
lets, and other gold filled jewelry 
items, has several territories open 
for salesmen selling to retail jewel- 
ers; this is an excellent opportunity 
for the right man. Address “K., 
4427,” care J C-K. 


RETAIL credit jewelry salesman for our 
first unit in a large New England 
City; dignified operation; definite ex- 
pansion program planned; include in 
your letter detailed account of past 
experience, earnings and enclose recent 
photograph; all replies kept con- 
a oa Address “K., 4409,’ care 
J C-K. 


COSTUME jewelry, men’s jewelry; 
well known manufacturer of out- 
standing line, sold exclusively to 
jobbers, now reorganizing sales 
staff, has all territories open, except 
New York; splendid arrangement 
for right men; write full details. 
Murray Simon Co., 114 E. 32nd St., 
New York 16. 
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EXPERIENCED traveling salesman to 
cover 10 southern States for powerful, 
well established wholesaler, who has 
most of the top lines plus a large 
number of exclusive items; man for 
this position must have following in 
South and accustomed to earning a 
sizeable income. Address “T., 4137,” 


care O. J 








STUME jewelry, one of America’s 

mn distinctive lines of high styled 
jewelry has opening for men in 
Southern, Southwestern, Northern, 
Northwestern and Western terri- 
tories; unusual opportunity for pro- 
ducers; state experience, following, 
etc. Howse of Treasures, 114 E. 
32nd St., New York 16. 








WANTED, experienced jewelry salesman, 
thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandise, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address ‘““G., 4090,” care J C-K. 





SALESMAN for deluxe automatic light- 
er; only one of its kind, nationally ad- 
vertised; Eastern seaboard and New 
England territories open to experienced 
men with following and _ established 
reputation; commission basis only; 
write giving complete information. Ad- 
dress: Hollis Co., 11 Commerce St., 
Newark 2, N. J. 





SALESMEN for all territories, calling on 
retail jewelers, to carry exquisite, short 
line pearl necklaces, glass base, hand- 
dipped of finest manufacture; popular 
competitive prices; in connection with 
other non-conflicting lines; quick de- 
liveries, prominent house; commission 
basis; write full details first letter. 
Address “‘R., 4459,’’ care J C-K. 





$100 a week for competent combina- 
tion watchmaker and engraver; all 
applications held strictly confiden- 
tial; mild climate; pleasant working 
conditions, with the oldest jewelry 
firm in El Paso, established in 1888; 
this is a permanent position; also 
have a permanent position for a first 
class watchmaker. W. T. Hixson Co., 
118 Mills St., El Paso, Tex. 


EXPERIENCED salesmen, with car and 
following, for established manufacturer 
of exclusive gold plated jewelry; com- 
mission ; references; Alabama, Arizona, 
Colorado, Florida, Idaho, Iowa, Minne- 
sota, New Mexico, Ohio, Dakotas, 
Wyoming, Wisconsin, Illinois, Michigan, 
Indiana, Oregon, Washington, Montana, 
Utah, Nebraska. Address “A, 4452, 
care J C-K. 

WANTED: experienced advertising 
and display man, or woman, for 
high class chain of Southern in- 
stallment jewelers; must have ex- 
perience in this line and devote full 
time to the job; good salary and 
permanent position; state experi- 
ence and salary expected; also give 
references in first letter. Address 

R., 4311,” care J C-K. 


RESIDENT buyer wanted; experi- 
enced ; to establish and manage New 
York buying office for one of 
America’s largest retail jewelry con- 
cerns; an exceptional position with 
important salary; write fully, giving 
qualifications in first letter; all cor- 
respondence held in strict confi- 
ra Address “J., 4330,” care 








SALESMEN, of $25,000 ability, wanted 


by manufacturer to call on wholesale 
jewelry, notion, and peddler supply 
houses; terrific repeat sales guaran- 
teed; inexpensive pin and earring sets; 
straight commission on sales and mail 
orders; state territories covered; when 
writing include references; year-around 
Income. Jewelry Industries Room 
515, 5 S. Wabash Ave., Chicago, III. 





DESIGNER, sample maker costume 


jewelry; well established manufac- 
turer with reputation for producin 
distinctive line offers most aaa 
opportunity to man able to carry 
through from idea to finish; either 
free lance or full time; write in 
confidence giving background and 
experience. Address “A., 4199,” 
eare J C-K. 





SALESMEN, watch materials, for old es- 


tablished aggressive Pacific Northwest 
material house; salary and commis- 
sions, based on sales, plus traveling 
expenses; excellent opportunity in this 
expanding trade territory, for aggres- 
sive man with previous material sales 
experience; write giving references, 
previous connections and salary. Ber- 
a Italie, Inc., Eox 710, Portland 7, 
re. 





SALESMAN, quality jewelry field, for 


nationally distributed high grade line 
of plastic watch straps for men and 
women; must have following among 
jewelers, watch repairers; excellent 
side line; compact sample case; im- 
mediate profit opportunity based on 
commission arrangement; no jobbers; 
write in fullest confidence to, Sales 
Manager, Room 1600, 247 Park Ave., 
New York 17, N. Y. 





WANTED; first class watchmaker for 


new and modern jewelry store which 
will open for business about the 15 of 
September; Farmville is a live city of 
5000 population with reasonable liv- 
ing costs; educational facilities include 
State Teachers College for 1000 girls 
and Hampden-Sydney College for 400 
young men; if you want a good perma- 
nent connection, write: Garland, New- 
man & Whitten, Farmville, Va. 


WATCHMAKER capable of taking 


complete charge of repair depart- 
ment, air-conditioned shop; ideal 
working conditions and hours, with 
old established firm; this is a per- 
manent position with wonderful op- 
portunities for advancement; start- 
ing salary $100 to $125 per week, 
depending upon ability to produce; 
interview expenses will be paid; 
wire, write, or call Hillman’s 612 
Wabash Ave., Terre Haute, Ind. 





SALESMAN with a good retail follow- 


ing in the Middle West, and one for 
the West Coast wanted by manu- 
facturer of an extensive and fast- 
selling line of platinum diamond 
watches, diamond attachments, plat- 
inum diamond rings, ring sets, and 
wedding rings; also bunch rings 
for delivery; good chance for the 
right man; no objection to non-con- 
flicting side line. Address “A., 
4498,” care J C-K. 








SALESMEN wanted for high grade, 


gold-filled, sterling silver and solid 
gold costume jewelry, pearls, and gold- 
filled watch attachments; experienced 
men resident in the territory traveling 
by car; territories available New York 
City, New Jersey and_ surrounding, 
New York State, Ohio, Indiana and 
Michigan ; other states in Mid-west and 
some States in the South; prominent 
house, liberal commission basis; com- 
prehensive line; no objection to non- 
conflicting side line; state full details 
territory covered; all replies con- 
ax Address “D., 4140,” care 


ASSISTANT manager for large credit 


jewelry store; long established, well- 
financed, in mid-western city of 
400,000 population; applicant must 
possess administrative ability as 
well as being fully experienced in 
buying, selling, window and display 
planning; apply only if possessed 
of above qualifications; full details 
as to background, experience, also 
salary expected in first letter; in- 
formation will be held in strict con- 
fidence. Address “G., 4289,” care 
J C-K. 





TRAVELING ssalesnian, experienced 


and with good following; must have 
ear to call on retail jewelers in 
Tennessee, Alabama, North and 
South Carolina, Georgia and Ken- 
tucky, representing wholesale jewel- 
er, 40 years in business, selling best 
lines of goods, such as R. F. Sim- 
mons, Hadley, Gemex, and other 
top lines; straight commission on 
sales and mail orders; splendid op- 
portunity for aggressive man to 
earn upward of $10,000 year. Ad- 
dess “V., 4365,” care J C-K. 





SALESMAN; one of America’s fore- 


most manufacturers of nationally 
advertised costume jewelry has open- 
ings for salesmen to call on jewel- 
ers and department stores; we seek 
top notch men; apply only if you 
have an established following in the 
trade and have sold jewelry; terri- 
tories open: Midwestern, Southern 
and Eastern States; splendid earn- 
ings assured; commission basis; 
send complete details and refer- 
ences in first letter; strictly confi- 
dential. Address “N., 4456,” care 
J C-K. 





WANTED; shop foreman and man- 


ager who can take full charge of 
jewelry repair and manufacture of 
jewelry, for nationally known retail 
jewelry store, in Los Angeles dis- 
trict; adequate proposition can be 
offered to right man which would 
practically place him in business 
for himself; shop being equipped 
with all latest and new machinery; 
not a salary job, but requires an 
executive manufacturing foreman 
who knows the jewelry manufactur- 
ing business. Address “H., 4345,” 
eare J C-K. 





DIAMOND salesman, travel Southern 


States; require man who wants to 
earn $25,000 annually or more; 
work with large delivery line of 
diamond rings; man who is experi- 
enced and forceful in selling on the 
road; must have a following among 
retail jewelers of this territory; 
knowledge of diamonds not essen- 
tial; travel in States of Texas, 
Louisiana, Alabama, Tennessee, Ar- 
kansas, Oklahoma and Kansas; this 
was an established territory; there 
are many active accounts; carry 
line only; commission basis, draw- 
ing account given; all replies will 
be confidential. This is an estab- 
lished firm since 1900. Mack M. 
Burnstine. 220 W. Fifth St., Los 
Angeles 13, Calif. 
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DIAMOND salesman travel Pacific 
Coast and Denver West, require man 
who wants to earn $25,000 an- 
nually, or more; work with large 
delivery line of diamond rings; man 
who is experienced and forceful in 
selling on the road; must have a 
following with retail jewelers of 
this territory; knowledge of dia- 
monds not essential; need capable 
man to produce volume business; 
travel in States of California, Wash- 
ington, Oregon, Montana, Idaho, 
Utah and Colorado; this territory is 
partially established with many ac- 
tive accounts; carry this line only; 
commission basis, drawing account 
given; all replies will be confiden- 
tial; this is an established firm since 
1900. Mack M. Burnstein, 220 W. 
Fifth St., Los Angeles 13, Calif. 





EXPERENCED jewelry man wanted, who 


is capable of teaching and improving 
efficiency of others; must travel con- 
siderably among our branch _ stores, 
improve the efficiency, displays, etc. ; 
in general, for our chain of 150 regu- 
lar employees; must have ability to 
improve employee efficiency and have 
complete experience in credit jewelry 
store operations of every modern phase ; 
flat salary is $500 per month to be- 
gin, additional, a liberal monthly 
bonus, and we shall insist and expect 
the applicant to earn a monthly bonus 
that will be excess of salary, or, we 
shall insist the applicant have total 
earnings of excess of $15,000 per an- 
num; it’s hard and difficult work; ap- 
plicant must be a diplomat and able 
to get along with large numbers of 
employees; immediate opening; we 
prefer a man who has had several 
years of continuous work with same 
firm and who has been earning around 
$400 per month and who has had 
actual successful executive experience 
with subordinates; if you drink or a 
constant job changer, transient type, 
do not apply; give details as to past 
record in applying. Address, P. O. Box 
3, Birmingham, Ala. 





CAPABLE jewelry salesman needed 
by leading West Coast retail jewel- 
er; here is an opportunity to work 
with a firm that believes in selling 
jewelry, diamonds, precious gems, 
fine watches and silver; if you con- 
sider yourself high grade, pos- 
sessing initiative and smart enough 
to sell both higher priced and popu- 
lar priced goods without using 
high pressure methods, if you are 
better than average and can hold 


your own in any transaction, then 
you are the man we are looking 
for; will pay salary good enough to 
match this kind of selling ability; 
investigate this excellent offer of a 
permanent position in a metropoli: 
tan downtown store; write today; 
state experience, salary desired, and 
age; all correspondence treated in 
strict confidence. Address “Y., 


4369,” care J C-K. 





For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, & cents a word 








ESTABLISHED jewelry store in Santa 
Ana, Calif.; modern, good location and 
lease; $62,500 cash; no dealers, no 
brokers. Address “R., 4484,” care J C-K. 


ESTABLISHED modern jewelry store, on 
main business street, in town in Hud- 
son County, N. J.; excellent opportu- 
nity; price $20,000; no agents or sales- 
men. Address “S., 4356,” care J C-K. 


JEWELRY store, excellent repair busi- 
ness; established 20 ‘years, in Los 
Angeles; good seven year lease; be- 
tween $60,000 and $70,000 gross. Ad- 
dress “D., 4501,” care J C-K. 


SMALL jewelry store with good watch, 
clock and jewelry repair trade; estab- 
lished 40 years; in Cleveland, Ohio; 
a gee Address “T., 3920,” care 











TRADE shop, industrial city in Con- 
necticut; low rent, plenty of private 
and trade work; nice set-up for G. I.; 
nicely equipped, show case, safe, mate- 
rial cabinets, etc.; center of shopping 
district. Address “B., 4440,” care J C-K. 


EXCEPTIONAL opportunity for a good 
watchmaker; established watchmaker’s 
shop in Southern California; only 
watchmaker in Jewelers’ Bldg.; plenty 
of retail work and all trade work you 
want; low rent; total price $3,500. 
Address “H., 4509,” care J C-K. 


JEWELRY store, busy boulevard, Los 
Angeles suburb, established 18 years; 
$60,000 gross, 1945; owner must sell 
due to ill health; full price, $25,000, 
plus inventory. Bonded Business 
Brokers, 6th and Arizona, Santa 
Monica, Calif. 


FOR SALE, established 25 years, jewel- 
ry trade shop; excellent accounts of 
long standing, combined with retail 
business; modern fixtures; shop fully 
equipped with four benches; great op- 
portunity; ill health; must sell. Ad- 
dress “P., 4457,” care J C-K. 


FOR SALE: old established jewelry 
store, modern and complete with 
air condition; best location in Jack- 
sonville, Florida; price about $90,- 
000, all cash; bad health, reason 
for selling. Write, A. L. Layton, 
608 Consolidated Bldg., Jackson- 


ville, Fla. 














$15,000 will buy a modern and com- 
pletely equipped centrifugal casting 
and manufacturing jewelry plant in 
downtown Los Angeles; 1000 square 
feet with low rent, under long lease; 
reason for selling, have other business 
? attend. Address “C., 4281,” care 





SMALL jewelry store, 12x50 feet; good 
watch repairing department; 12 to 15 
thousand a year cash, with credit 
would do a lot better; price $10,000; 
low rent, four year lease, in Indiana; 
100,000 population, on main street of 
town; you must see the place. Address 
“S., 3916,” care J C-K. 


FOR SALE; good going, well established 
jewelry and optical business, stock, 
fixtures, and good will; located on a 
busy street in Baltimore, Md.; will con- 
sider selling property, apartment, com- 
plete, as a going business; this is a 
good proposition for an energetic man; 
retiring, main reason for giving up 
now. Address “K., 4503,” care J C-K. 


JEWELRY store for sale; store and fix- 
tures must be sold because of death in 
the family; largest and most complete 
stock in county; modern store and fix- 
tures, good location, established busi- 
ness for the past 60 years; quotas with 
all leading lines; complete stock, set 
of tools, materials, safe, cash register; 
price $15,000; will rent or sell build- 
ing; living quarters available over the 
store. Address “K., 4298,’ care J C-K. 














COMBINATION retail and manufact 
ing jewelry shop; agency class rings; 
fine location watchmaker, optician: 

pulation 283,000; annual volume, 
11,000, merchandise $2,300; price 
$5,334; established 1881; tiled floors: 
display windows; heat, lights, janitor 
service, included in rent of $26 month: 
located bank building arcade; attrac. 
tive shops; heart business district. Cir. 
ton Herrick, 327 Bremer Arcade, St, 
Paul 1, Minn. 


MANUFACTURER of platinum and 
gold jewelry wishes to retire, and 
offers his plant for sale; wonderful 
opportunity; will require approxi- 
mately a down payment of $90,000, 
balance could arranged; only 
responsible people with financial 
backing will be considered. Address 
“R., 4374,” care J C-K. 


FOR SALE; cash and credit jewelry 
store; old established business in 
one of the largest, most progressive 
North-West Florida cities, not a 
Winter resort; our year around cus- 
tomers are employed in manufac- 
turing industries and farms; one of 
the very best business locations in 
the city; very low rent on old lease; 
sales volume for 1945 approximately 
$80,000; complete, modern, well 
balanced stock; elegant fixtures and 
equipment; this business has never 
been advertised before; prefer to 
sell to a buyer who will appreciate 
the value of a well earned reputa- 
tion for honest integrity; the steady 
growth of this business has been 
the result of ethical selling meth, 
ods only; it is possible for a shrewd 
operator to have his entire invest- 
ment returned the first year; we 
are not interested in receiving in- 
quiries from stock buyers, sales pro- 
moters or auctioneers; this most 
unusual opportunity should  in- 
stantly appeal to any progressive, 
younger man, or will make a very 
desirable addition to any chain of 
stores operated by a live operator; 
instant action desired; due to other 
interests, we must liquidate this bus- 
iness instantly; wire or write for 
full particulars. Address “J., 4476,” 
eare J C-K. 














For Sale 


Tools, Equipments 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOR SALE; model F crystal control, 
flash recording Paulson time microm- 
eter; good condition, $175. Tiemeier’s 
Jewelry Store, Seymour, Ind. 





ONE 1947 Auto Engraver engraving ma- 
chine, complete with type, $175. Regal 
Jewelers, 217% S. Elm St., Greens- 
boro, N. C. 


SAFETY catches, joints, nickel-silver, 
brass fold-over clasps; decent work- 
manship; quantity consumers; best 
price. Address “F., 3437,” care J C-K. 

MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 93 Nassau St., New York 
City. 

WATCH and diamond stock books 
are needed by every jeweler; 200 
page books, $11 each; immediate 
delivery. Keys Printing Co., Green- 
ville, S. C. 

TWENTY-FIVE watchmakers’ tools, $5; 
25 jewelry tools, $5; 25 engraving 
tools, $5; 10 American movements, 
$10; 10 Swiss bracelet movements, $20. 
Ralph Simpson, Box 44, Boone, Iowa 
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FOR SALE—Cont. 





UFACTURERS of assembled 10K 
and 14K yellow gold pierced and un- 
pierced ear wires; immediate delivery. 
Joseph Ring Co., Inc., 93 Nassau St., 
New York. 

her eee 

ARCH CROWN celluloid and parch 
ment tags, available in all colors 
and sizes; send for cataog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. j. 











TEN Swiss wrist watch movements, for 
material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 








FOR SALE, equipment and supplies to 
make mesh bracelets; consists of ma- 
chines and a quantity of 14K gold 
tubing and wire; about $5,000 re- 
quired. Address “N., 4475,” care J C-K. 





ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Blidg., 
St. Louis 1, Mo. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th Los An- 
geles, Cal. 





A real moneymaker ; jeweler’s semi-auto- 
matic diamond cutting and polishing 
machine; very easy to operate; all 
machines custom built: limited number 
to be sold; accredited jewelers only; 
write for prospectus. Hackney Co., 
2011 Euclid Ave., Cleveland, Ohio. 


ACCOUNTS receivable ledgers for 
jewelers; eight accounts to page, 
4900 to book; permanent binding; 
skilled workmanship; smaller books 
available. Keys Printing Co., Green- 
ville, S. C. 


“YOUR Big Chance’; deceased; preci- 
sion trade, watchmaker’s — Clements 
lathe, complete with attachments for 
precision work; condition like new; 
price $300 cash; also Swartschild lathe 
with slide rest and chucks, $100. In- 
quire for detailed list, Ross Jewelry 
?- Wholesale Jewelers, Sioux Falls, 








RING tags you can scratch the prices 
on, write on with ink, wash rings and 
tags brilliantly clean, retaining price 
marks; in blue, green, white and other 
colors; for ladies’ size rings, $5.50; 
men’s, $5.75; white $1 less per 1000; 
scratch pen, Stylus, or pen and ink 
included; made of celluloid. E. Perga- 
ment, 3224 Grand Concourse, Bronx, 
New York. 





NYLON wrist watch cord; black, brown, 
and maroon, five cents per yard in 
144 yard rolls; nylon bead cord, nee- 
dles attached, individually corded, $4.75 
per hundred; sterling silver necklace 
Clasps, single strands, $3; double and 
triple strands, $3.75; sterling silver 
tips, $1.50 per gross; special prices in 
quantity lots; your check with order 
please. American Bead & Novelty Co., 
71 Nassau St., New York 7, N. Y. 





SACRIFICE; complete fixtures for jewel- 
ry store, comprising each, six foot 
wall cases, with reflectors; four each, 
six foot, six inch hanging display 
cases; five each, five foot show cases, 
with reflectors; cashier’s counter; wall 
paneling and mirror; all in primavera; 
all showcases are fitted with locks with 
master key; also fluorescent lights; 
built new in 1942; for release Janu- 
ary 1, 1947. Mexic Bros., 634 Canal 
St., New Orleans 16, La. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
pa agg ee .- a 
ers, jewelers’ printe splay supplies, 
31 E. 22nd St., New York 10, N. Y¥. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next decor neighbor; 
—s get acquainted; write for sam- 
ples. 





SWISS mainsprings, $2.45 dozen; staffs, 
$2.45 dozen; stems, $1.98 dozen; most 
popular sizes now available; sleeves 
1.08 dozen; D.E. 8-day clock keys, 
1.19 dozen; 48 different sizes convex 
clock glass, $6.63; three dozen, 1/10 
14K yellow, pink or white gold filled 
bracelet crowns, $3.97; 100 Geneva 
crystals, $1.98; 100 case screws, 0 to 
18 size, 79¢; send for bargain bulletin 
of round and fancy unbreakable and 
glass crystals, hands, staffs, stems, 
screws, tools, supplies, etc.; hundreds 
of items. Beck Bros., 715 W. Wild- 
wood, Fort Wayne, Ind. 





JEWELERS! read carefully; this is im- 
Portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
Plies of every description; 31 E. 22nd 
St. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
Post delivery service makes us your 
pe aad neighbor. Phones Algonquin 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 


guaranteed to cut hardened steel © 


balance staffs; long point for long 
life, $5; diamond laps- 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 14% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in ‘aster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 








Business Opportunities 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY HFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Aovertisers 
under Business Opportunities, eto., 
must furnish trade references. An- 
nouncements must pasa the strict cen- 
sorship requirements of The Jewelers’ 
Circular-K eystone. 





OUR buying service can get what you 
want; write us. J. C. Vives, Dept. 9-J, 
475 Fifth Ave. New York City. 





WANTED to buy, jewelry store; will 
pay cash; all information confidential. 
Paul Vermillion, 121 N. Harrison St., 
Alexandria, Ind. 





WANTED; going jewelry store; will pay 
all cash immediately for reputable 
store, cash or credit, doing a good 
volume; confidential. Address “A., 
4439,” care J C-K. 


WANTED to buy; jewelry store in small 
town in New York or New Jersey; 
give all particulars; confidential. 
Address “K., 4470,” care J C-K. 


GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 











IDEAS to solve your merchandising 
problems; specialists in jewelry manu- 
facturers’ advertising, promotion. 
Timely Associates, 70 E. 45th, New 
York. MU 4-0286. 


WILL sublease jewelry department in 
furniture store; modern fixtures; 190 
per cent location; 60 miles from New 
York City. Address “F., 4493,” care 
J C-K. 


AM interested in buying jewelry store in 
Florida; must be established and have 
good reputation; will hold correspon- 
dence confidential; will pay cash. Ad- 
dress “N., 4305,” care J C-K. 


EXPERIENCED individual wishes to buy 
established jewelry store, or partner- 
ship, in or around Rochester, N. Y.; 
all replies confidential. Address “‘J., 
4293,” care J C-K. 


CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, IIL 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. Staie St., 
Chicago. 


WE have specialized in photographing 
jewelry for the past 12 years; black 
and white, or color; complete cata- 
logues or single illustrations. Don 
Bryan Studios, 53 W. Jackson Blvd.. 
Chicago 2. 


FOR lease; better jewelry department 
in one of finest stores in Middle 
West; financial references and rec- 
ord of successful operation neces- 
sary. Address “E., 4387,” care J 
C-K. 

WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370,’ 
care J C-K. 


COLVES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part.of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 


SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-5928. 


B. LEWKOWICZ, 17 Gordon St., Tel- 
Aviv, Palestine, exporter of fine dia- 
monds for the past 35 years, from 
Antwerp and Palestine, seeks con- 
nections with reputable buyers in 
the United States; reference, The 
Palestine Corporation. 



































JEWELRY precision centrifugal casting 
company, established, reputable firm, 
looking for partner interested in the 
manufacturing of jewelry or industrial 
items; we have thorough manufactur- 
ing knowledge and experience; state 
full particulars. Address “J., 4460,” 
care J C-K. 

(Continued on page 488) 





FOR SEPTEMBER, 1946 


487 











BUSINESS OPPORTUNITIES—Cont. 
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JACK M. WERST will pay you spot 
eash for your surplus or e 
stock of jewelry, diamonds, estates 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





WANTED to buy: jewelry store some- 
where in Tri-State area of Pennsy]- 
vania, West Virginia or Ohio; am in a 
position to pay at least half, and possi- 
bly all, cash; have had plenty of ex- 
perience; am first class watchmaker 
and can do some jewelry repairing and 
engraving. C. F. Green, 409 Smithfield 
St., Pittsburgh, Pa. 


JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phaene Walker 5-39386. 


MANUFACTURER of many years estab- 
lished, producing a very fine line of 
jewelry, a fast selling product of dia- 
mond rings, wedding rings, emblems, 
etc., is desirous of an A-l man, or 
one, two or three men of reliability 
who are looking for a future, to take 
a half interest in the business; it will 
require approximately $90,000; a very 
fine opportunity. Address “J., 4426,” 
care J C-K. 


BEFORE selling your business withdraw 
from inventory old watch movements, 
running condition or not, off-size and 
obsolete watch cases and movements, 
traveling clocks, automobile clocks, 
small alarms, small desk clocks, need- 
ing parts or repair; I can pay more 
for these items; ship express collect, 
with invoice, at reasonable prices; if 
acceptable, I will send check return 
mail; if not, I will return shipment 
prepaid. L. Rankin, Ocean City, Md. 











BRITISH manufacturer of leather 
watch straps, renowned throughout 
Europe for the quality and variety 
of their lines, wishes to appoint 
agents in all parts of the United 
States; wholesalers and manufac- 
turers agents interested are invited 
to apply to B. Prince & Co., Ltd., 
Treforest Trading Estate, Ponty- 
pridd Glam, S. Wales. 


ARE YOU GOING out of business? 1 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without 3 write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 











UNUSUAL opportunity; store interest 
to outstanding jewelry man; I have 
a lease in 100% location in city 
over 70,000 in Missouri; man must 
be thoroughly experienced in buy- 
ing, display, sales, and credits; man- 
ager will have complete charge, in- 
cluding all buying and merchandis- 
ing; will sell 25 per cent interest to 
right person; only very capable 
men need apply; all correspondence 
strictly confidential. Address “M., 
4430,” care J C-K. 


A New York wholesaler of watch mate- 


rials, findings, and jewelry specialties, 
with an operating capital of $15,000 
and now doing an annual volume of 
$75,000, with a sales organization sell- 
ing to retail jewelers and watchmakers 
throughout the country, desires to con- 
tact manufacturer of individual and 
meritorious jewelry products’ which 
can be sold in conjunction with our 
regular line; our aim is to either 
merge or develop a plan whereby both 
organizations can be mutually helpful 
in increasing the annual sales volume. 
Address “T., 4462,” care J C-K. 





WOULD YOU like to retire from busi- 


ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details; you will 
not be obligated; references from 
many jewelers who have had us 
liquidate their business recently will 
be sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to MeRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, IIl. 





PARTNERSHIP offered to a practical, 


all-around man about 40; must be 
clean-cut, American, with some years 
of experience, alert and energetic; if 
you can qualify, this is a most unusual 
opportunity ; I have a fine retail store, 
located midtown Manhattan; rated 
high and not incorporated for past 24 
years; a good size, clean stock and 
agencies for best makes silverware, 
watches, and jewelry; some wholesale 
business and a national mail order 
business; well equipped to handle re- 
pairs on premises; I cannot continue 
to conduct this by myself as my busi- 
ness keeps growing; I will eventually 
sell out to my partner and retire; «2m 
not seeking partner for promotion or 
financial aid; about $18,000 cash re- 
quired ; this arrangement with the right 
man would be a wonderful opportunity 
to expand; I offer my many years of 
experience and connections to hand 
down, like father to son; state your 
qualifications and references in the 
ae details. Address “L., 4332,’ care 








Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED: National Cash Register ac- 


count machine; must be like new. Ad- 
dress “K., 4347,” care J C-K. 





DESIGNS wanted for costume jewelry, 


gadget and conversational pieces. Ad- 
dress “E., 4288,” care J C-K. 





WANT TO BUY jewelry store for cash, 


in small town up to 50,000 population. 
Address “L., 2513,” care J C-K. 





WANTED, watchmakers’ lathes, attach- 


ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, Ill. 








WELL-established jewelry store in New 


England or Middle Atlantic States, do- 
ing an annual business of over $100,- 
000; will pay for physical assets and 
good will, in cash. Address “W., 4360,” 
care J C-K. 





FLAT roller, hand or power, new a 
used, wanted at once; state condi. 
tion and price. Superior Diamond 
Co., ~_d N. Ashland Ave., Chicago 
22, Ill. 





CASH for’ surplus’ stock; 
watches, movements, diamon 
broken or new merchandise; ship what 
you have express collect; check 
return mail and your shipment held 
for your approval; bank references, RB 
Lowe, Holland Bldg., St. Louis 1, 


EF. 


5 





| 


DO you want to sell your business; dp 
you want a working partner; experj- 
enced watchmaker, jeweler and store 
manager will pay cash for small jewel- 
ry store, or interest in same, with 
plenty of repairs; will consider any. 
thing with a future in Texas, Louigj- 
ana or Oklahoma. Address “S., 4312." 
care J C-K. 





OLD watch movements, running condi- 
tion, or not, off-size, obsolete watch 
cases and movements, traveling clocks, 
automobile clocks, small desk clocks, 
needing parts or repair; ship express 
collect, with invoice, at reasonable 
prices; if acceptable, I will send check 
return mail; if not, I will return ship- 
ment prepaid. L Rankin, Ocean City, 
Md. 








Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





QUALITY always; Tell Bros. ; fine watch 
repairing, 192 N. Clark St., Chicago 1, 
Ill, Cable address—‘‘Tell Time.” 





SPECIALIZING in repairing of cnrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W. 48th St, 
New York 19, N. Y. 





WATCH repairing for the trade; fast 
and guaranteed service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, N. Y. 





WM. MORALES, expert watch repairer 
for the trade; prompt and reliable ser- 
vice; price list sent upon request. 35 
Maiden Lane, Room 709-A, New York 1, 
Ne de 





WATCH repairing to the trade; reliable, 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es 
planade 2-2963. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 








HIGH grade watch repairing for the 
trade, the factory way; fast_and 
guaranteed service at low cost. Watch 
craft Co., 132 Nassau St., New York 7. 
Beekman 3-5541. 








CLOCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guarant 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Il. 


— 


CAREFUL watch repairing, skilled work- 
manship; all watches checked 
timed on Western Electric Wa' 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 
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RELIABLE watch repairing for the 
trade, since 1921; efficient, depend- 
able mail service. Standard Watch 
Service, 949 Broadway, New York 


10. 


EXPERT watch repairing for the trade; 
many years of experience; all work 

teed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St. New 
York City. Walker 5-9264. 














WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience ; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ill. 








ELECTRIC clock repairing for the trade; 
fast and reliable service on General 
Electric, Hammond, Seth Thomas, Ses- 
sions, Telechron, Westclox; work guar- 
anteed; dealers cost price list mailed 
upon request. Acme Clock Repair Ser- 
vice, 4611 Clinton St., Los Angeles 4, 
Calif. 





WATCH repair specialists; a request for 
our special service and price list will 
show you why we have been compelled 
to expand three times since the first 
of the year; our files are filied with 
letters praising our work and service; 
let us convince you that this praise is 
justified. Karelin Watch Service, 8&6 
Bowery, New York City. 





WATCH repairing for the trade; 
prompt and courteous service; 
work fully guaranteed; repairs com- 
pleted within 10 days; special at- 
tention given to mail orders. Soloff, 
165 Ross St., Brooklyn 11, N. Y¥- 





EXPERT watch repairing; we specialize 
in mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St.. New York 34, N. Y. Lor- 
raine 7-1261. 





IF you are looking for a reliable Place 
to send your watch repair work, we 
offer service of the highest quality; 
all workmanship guaranteed: have 
satisfied customers throughout the 
country for the past 24 years; service 
within five days; postage prepaid one 
way; prices sent upon request. Josiah 
Odence, Inc., 215 Fourth Ave., New 
York 3, N. Y. 


WE guarantee you first class watch 


repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
ete.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 
Maiden Lane, New York City. 





HAVE you a 


watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost; our work is timed on 
Watchmaster Recorder and fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St., New 
York Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem- 


pered, sharpened. Valdemar Vir- 
.. 45 Park Place, Morristown, 





MODELS and designs of every descrip- 


casting made to 


tion for centrifugal 
64 W. 48th 


order. Charles Lipstein, 
St., New York 19, N. Y. 





JEWELRY repairing, specializing in ex- 


pansion bands; fast service, all work 
guaranteed; factory method; write for 
price list. Parkers, 124 W. 6th St, 
Los Angeles 13, Calif. 





Y AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all —— 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 





DIAMOND setter wishes work from 


out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
— Address “B., 2361,” care 





JEWELRY precision centrifugal casting, 


gold and silver, also special low-priced 
metal for inexpensive jewelry; experi- 
mental work perfected; “you name it, 
we'll cast it”; metal molds exclusive. 
S. Bitter & Co., 355 E. 149th St., 
Bronx 55, New York. Melrose 5-7937. 





ATTENTION 


jewelry manuacturers: 
rubber molds of quality, manufactured 
from your own models; produced by 
skilled technicians utilizing modern 
equipment and technique; every mold 
is tested for perfection and perform- 
ance; confidential; efficient service; 
estimates and details on request. Philip 
Laurence Co., 261-9 W. 125th St., New 
York 27, N. Y. 





Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 





PATENT your good ideas; send me your 


simple sketch or model; free con- 
fidential advice-literature; register your 
trademarks. Z. H. Polachek, registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 


Miscellaneous 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a wore 








DIAMOND setting, hammered work and 


scholastic work for the trade; prompt 
service guaranteed. Atlas Stone Set- 
ting Co., 44 Franklin St., Providence, 


LEARN WATCH repairing by doing it; 


thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





- 2 I. Jewelry Polishers and Lappers, 


Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 


WATCHMAKERS;; increase your ability 


through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 


Your jobber or trade journal. 





ENGRAVING service for jewelers; foun- 
tain pens, rings, jewelry, silverware; we 
engrave on anything; best references; 
reasonable prices. Ben A. Lindauer, 
109 N. Wabash Ave., Room 1304, Chi- 
cago 2, Ill. 








CASTING problems consult us; our 
technical department is at your ser- 
vice; if you are experiencing any dif- 
ficulty in any phase of jewelry cast- 
ing, we will solve your problem; visit 
or write us. Philip Laurence Co., Cast- 
ing Consultants, 261-9 W. 125th St., 
New York 27, N. Y. 


EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers; 
Jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; all watches 
are precision timed on our Watch- 
master; there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 545 Fifth 
Ave., New York. 





BEADS of all kinds restrung by ex- 
perts for the e@; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, 





Legal Notice 


NOTICE is hereby given that on July 12, 

1946, I. Dubrow, Inc., of 618-20 South 
Philadelphia, Pa., sold its stock 
fixtures and good will to 








BEAD restringing to the trade by ex- 
perts; we use the best cord in the 
world; all work guaranteed ; new clasps 
furnished; give us a trial. Thobe & St., 


WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 


tled and thoroughly cleaned, Harri 5 i 
, 125 Pulask 4 2, in trade, b 
ten thu anurings you st the anese | Om” OO RS Pn eae PE De 


tion, thus assuring you of the finest 
Job possible: all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
Pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
folph, 1548 Belmont Ave., Chicago 13, 





brow” at the same address, and who 
will be solely responsible for all ob- 
ligations thereafter incurred in con- 
nection with the operation of said 
business. Wexler & Weisman, At- 
torneys for I. Dubrow, Inc., 902 Mar- 
ket St. National Bank Bldg., Phila- 
delphia, Pa. 


EXPANSION bands repaired and pol- 
ished; all types trade work; no riv- 
ets punched through caps; prompt 
mail order service. Shermans Brace- 
let Shop, 124 W. 6th St., Room 
305, Los Angeles 14, Calif. 
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STRAW IN THE WIND 


Durine THE past few weeks a strange phenomenon 
has begun to appear in New York. Sidewalk “pitch- 
men” raucously hawking trays full of costume jewelry 
are getting to be a fairly common sight along several of 
the main thoroughfares—something that we haven't seen 
in many years. 

The Jewelers Vigilance Committee has expressed con- 
cern—and rightly so—over the fact that these itinerant 
vendors are probably not reporting or paying the jewelry 
excise tax, since they have no established place of busi- 
ness and the Internal Revenue Bureau therefore cannot 
hope to locate and check up on them. 

But the situation also suggests another angle which 
may indicate an even more serious possibility for the 
jeweler than the competition of tax-evasion on a rela- 
tively few small-unit sales. A few months ago, manu- 
facturers couldn’t turn out these goods fast enough to 
fill the demands of regular retail stores. How is it, 
then, that today there seems to be this surplus of this 
kind of merchandise available to these peddlers? 

Is it because too many manufacturers have entered the 
field, or that they have stepped up their production too 
fast for their regular outlets to absorb? Or has low- 
priced costume jewelry passed its sales peak? And if 
so, will this same condition begin to be felt in other 
lines? 

We don’t know the answers. And, of course, this 
whole development is only one straw in the wind. But 
to our way of thinking, it’s a straw that may very well 
indicate which way the wind is blowing and the prudent 
jeweler will do well to watch developments carefully in 
the next few months. . 


WHERE'S THE ECONOMY? 


WE'RE FIRM BELIEVERS in economy in government, but 
there was one bit of penny-pinching by the last session 
of Congress that doesn’t seem to us to make very good 
sense. 

In the budget which the Census Bureau asked Con- 
gress to approve was one item of $10,000,000 to cover 
the cost of making a complete census of business—a 
study which would give businessmen accurate, detailed, 
up-to-date figures on production, sales, employment, 
manufacturing and selling costs, number, size and loca- 
tion of retail and wholesale outlets, and how much they 
sell of various kinds of goods—and the dozen and one 
other things about which businessmen want to know. 

Up-to-date information on such points is of the utmost 
value in planning business activities, and no such census 
has been made since 1939—a year whose figures are 
utterly meaningless today. The ten million dollars that 
it would cost to gather and compile the data would be 
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repaid many times over in the benefits that it would 
bring to business and therefore to the national income, 

So what happened? Congress decided to be economi- 
cal and lopped off that ten million dollars—the same 
Congress that cheerfully voted not millions, but billions 
of dollars in handouts for this, that and the other, 

If we’re going to have economy in government—and 
heaven knows we need it—let’s begin by eliminating the 
non-essentials that cost billions, and not by cutting down 
on the really valuable services where the potential “say- 
ings’ are relatively microscopic, any way. 

Every business man might well protest to his Con- 
gressman and Senators about the elimination of the 
business census, and demand that the appropriation for 
it be restored. 


A NEW DANGER 


So you pon’ LIKE the 20 per cent tax on jewelry? 

Well, consider yourself lucky if you aren’t located in 
Maine, because in that state after November 1, the total 
tax on retail jewelry sales will be 25 per cent. The 
Maine legislature approved on July 26 a so-called “lux- 
ury” tax program, which on top of the Federal excise 
tax, imposes an additional state levy of 5 per cent on 
luggage, furs, cosmetics, theater admissions and jewelry, 
effective November 1, 1946. 

Although the industry, thanks to wartime spending 
and the absence of competition from other products, has 
not been particularly injured by the 20 per cent tax, 
these two elements will be much less of a factor from 
now on, and the pyramiding of state taxes on top of the 
already high Federal excise rate may have serious 
consequences. 

True, this double taxation has appeared in only one 
state so far, but these things have a way of spreading, 
and it’s entirely possible that other legislatures may be 
tempted to follow suit. 

There’s a two-fold job, therefore, to be done on taxes 
by jewelers’ organizations. The industry’s national tax 
committee has the responsibility of trying to obtain re- 
lief from the high Federal rate, but state associations 
must also be on the alert to the danger of new taxes by 


their states, and be ready to head off any such threats” 


when and if they appear. The example set by Maine 
proves that the threat is not an idle one. 


Editor 
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1500 
New Saleable Jewelry 
ITEMS 


Wholesalers 
Distributors 
Quantity Users 
Retailers 
Exporters 


for 


Write now for our latest illustra- 
tions of low and medium-priced 
costume jewelry, novelties, watch 
attachments and the nationally- 
advertised 


CLEOPATRA PEARLS 


On your next New York trip, see 
this sumptuous assortment of 
money-making resell items. 


IRVING SACKS, Inc. 
Manufacturers and Exporters 
264 Fifth Avenue New York 1, N. Y. 
Tel. LE 2-6950 Cable Address Sacksirvin, N. Y. 





Sorry...... 


UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply mew customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements. 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 
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Develop the scholastic trade in your vicinity 
by featuring our complete line of grammar 
school and high school jewelry. These customers 
are your future potential buyers of watches 


and diamond rings. Send for our catalog. 


Samples sent on memo. 


METAL ARTS CO., Inc. 
~ DEPT. 40, Rochester, N. Y. 


Manufacturers of class pins, sterling silver and 10K gold 
rings, fraternal emblems, athletic awards, etc., fer over 
30 years. 











FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 


Refiners & © PRECIOUS 





Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET, 


BROOKLYN, N. Y. NEW YORK CITY 
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THE NEWEST PEN IN THE WORLD 


Van Cleeve Fountain Pens 
with Revolving Sapphire Ball 
Point. 


A NEW PHENOMENA ... 





Perfection of Craftsmanship... 


Precision of Performance... 








Everlasting Beauty. Made in 
\_J 14K Solid Gold, Sterling Sil- 


PEN 
CLOSED 








ver and other finishes. bot 


Will write anywhere from 5 months to 5 years de- 
pending upon the frequency of its use. Opens and 
closes with one hand. Can be refilled anywhere 
by injecting special Van Cleeve Ink supplied in 
LARGE COLLAPSIBLE TUBES LIKE TOOTH PASTE. 


CLEEVELANDT CORPORATION 


33 West 46th Street New York 19, N. Y. 
Patents Applied. 





Sterl ing 
ON CRYSTAI 


NON.-TARNISH 





Silver deposit ware on 
crystal — of pre-war 
quality — backed by 
Silver City high stand- 
ards. The 10” Vase is 
but one of several items 
in this charming new 
Rose Pattern, now being 
offered in limited quan- 


MERIDEN, CONNECTICUT 

















For the Perfect Host or Hostess! 


~ VA Created for 
SIMPLICITY and BEAUTY 


The “MODERENE” 
by EMSON 

















<r. 
CEZEE- POUR TOP 


Just read these excellent features: 

@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 

@ No loose parts to misplace or 
drop— 

@ Strainer is easily removed for 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


Individually boxed. Write for full particulars about 
EMSON’S full line of BAR ACCESSORIES and 
GIFTWARE. 





EMSON PRODUCTS 
Bridgeport, Conn. 






























PUT Sales Power 10 WORK 


Your easiest sales are made on 
items with Famous Names. Plan 
ahead from our superb lines 
of renowned jewelry leaders. 


AldosHaltin x Co, JEWELERS 


740 SANSOM STREET + PHILADELPHIA 6, PA. 
MEMBER NATIONAL WHOLESALE JEWELERS ASSOCIATION 








WHOLESALE 

















Just Received! 
A Very Important Stock of 


CULTURED PEARLS 


At Very Advantageous Prices 


Upon request, samples of Loose Pearls and 
Necklaces will be sent anywhere in U.S. 


CULTURED PEARLS INC. 
630 Fifth Ave. New York 20, N. Y: 
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of / Authority... 


The touch of the master-designer's 
hand is evident in the smart! 
individuality of jewelry’ 


creations by ‘ 


The faithful execution of | 
Marce’s conceptions is en-} 
trusted to the most talented | 

craftsmen, whose skill is | 
identified by this mark 
’ el 
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WILLIAM B. OGUSH. INC. 


CREATORS OF FINE JEWELRY AND WATCHES @ ENJOYING THE CONFIDENCE OF THE INDUSTRY 





33 WEST 60th STREET | NEW .YOR® ‘23... No 7. 
B. 











A ring mounting, in order to be durable 
and long-wearing, should be die-struck from 
rolled and forged metals stock. 


Why are Die-struck Rings Better? 


1— Because of the tremendous pressure 
exerted in die-stamping, the grain is finer 
and metal takes a higher lasting finish. 

2— Metal is non-porous. 

3 — Metal is non-brittle. 

4 — Die-struck rings are easier to finger-size. 

5 — They are easier to set or engrave. 

6— They are more durable. 

7 — More resistant to tarnish. 


. 
i 
' 
i 
i 
i 
: 


Our complete line includes settings... 
shanks...wedding ring blanks... mountings 
». dinner rings...stone rings...signets, etc. 
‘Available in all colors and karats of gold, 


two-tone,and platinum. 


“MAKE IT A POINT TO ASK FOR 
MSTRUCK RING MOUNTINGS” 





VE SELL EXCLUSIVELY 
O MANUFACTURERS 
AND WHOLESALERS 


KARLAN & BLEICHER, inc 


"THE LEADING RING FINDING MANUFACTURERS” 


188-192 WEST FOURTH STREET 
NEW YORK 14, N. Y. 
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NATIONALLY ADVERTISED 


*Reg. U.S. Pat. Off. SOLD THROUGH LEADING WHOLESALE JEWELERS 


COLONIAL MFG. CO., INC., 74 WEST 46th STREET, NEW YORK 19, N.Y. 
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In jewelry palladium the industry has ac- 
quired a second white, all-precious plat- 
inum-group metal and it becomes in- 
creasingly evident that its popularity 
among those who buy and wear jewelry 
continues to grow, for mention of palla- 
dium jewelry in connection with people 
in the public eye is so frequent in the 
daily press. 


The jewelry industry can not be anything 


. but conservative and cautious in adopt- 


ing a new metal for fine jewelry, but 
palladium has proved for so many years 
that it has all the necessary qualities 
from intrinsic value, ability to stay white, 


bring out the full beauty of diamonds 


and hold them securely against loosen- 
ing, that more and more manufacturers 
are including palladium jewelry in their 
regular lines. 


BAKER & CO., INC. 
113 Astor Street, Newark 5, N. J. 


San Francisco 2 Chicago 2 


YOR SEPTEMBER, 1946 


AS PRECIOUS AS GOLD 


AND NATURALLY | 



































Beginning in October, the universally , 
a sendoff fit for a Queen — wit 
calculated to yield a bumper crop uf profitable sales for alert 
jewelers. For Bretton “Queen” is something more than a aiithiapuiaiedl 
streamlined ladies’ expansion wateli band — it is a distinctive 


jewelry creation that sells on sight. So prepare now to satisfy 


the big demand in your city for this incomparable watch band. 


* 


CONSULT YOUR WHOLESALER 


NOTE; Bretton “Queen” now features stainless steel springs! 


» 


« 


BRUNER-RITTER, Inc. 630 Fifth Avenue, New York 20, N. Y. © Factory: Bridgeport, 
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ADS WILL INTRODUCE BRETTON “QUEEN” TO 
MILLIONS IN AMERICA’S LEADING MAGAZINES 
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PINE LS 


...a gift that to you means profits and 


customer satisfaction. Demand Bristol trade-marked ring ; 


today and enjoy more sales tomorrow. 








Whether it’s a painting or a ring creation, it takes 
an artist to produce the finest. Bristol craftsmen . 
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WHAT’S $O IMPORTANT 
ABOUT A NAME? 


Trade names are symbols of merit. Th. represent protec- 
tion and assurance. People want idemuy, shey look for it. 
They want names, for in names they trust. Perhaps the most 
trustworthy name in diamond rings is AMERICAN BEAUTY 
Implicit in it is a guarantee of quality and a promise of 
lifelong satisfaction. That it also identifies skilful styling is 


just another reason why your handling of AMERICAN BEAUTY 
diamond rings will yield rich dividends im satisfaction. 

















THE SHADOW 
AND THE SUBSTANCE 


tul, in this business of producing quality jewelry. 
Here at Jacques Kreisler we even watch our shadows. 

[hese shadows are the enormously magnified images of the tiniest component parts o7 
Kreisler jewelry, projected on a glass screen in a device known as a shadowgraph 

By superimposing these images on equally enlarged scale 
drawings of these parts, we main- 
tain constant control of the accuracy 
of our manufacturing processes. 

The shadowgraph ts but one of many 


precision instruments used in 


ac TKA (Ime MU Lal -Tale fale ME hacelamm coMols-tont- Maan: 





finest jewelry and watch bands that 
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One out of every 20 co-workers of the Kreisler family of 1200 is 


an engineer, an inspector, or a chemist...guarding 
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toretront ot new developments in the jewelry industry. 
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The Dein. Manufacturing Company, Que, 
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NEW YOR K CHICAGO LOS ANGELES 


NATIONALLY DISTRIBUTED THROUGH THe WHOLESALER 
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To betoken that most brilliant of* moments... 
the unquenchable fire of a matched set of 


u | 
DIAMOND RINGS OF MASTERPIECE QUALITY ~— 


i 
PR 


4 Each Diamond Tested for Quality, Cut and Brillia 3 
# Each Mounting Selected for Style and Di 
LAxvaileble in, sae: ok 4 | 





for those who want the fine: ‘in gems, precious metal 
Perfected with a lasting finish, styled with a modern touch 


x 


ws, 


and offering excellent value . . . Jacobson rings are easy to sell. 


BSON and SON 


62 WEST 47th STREET « NEW YORK 19, N.Y. 
Los Angeles Office: 707 So. Broadway 
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An unexcelled selection of dia- 
mond-adorned jewelry of high 
AT YOUR COMMAND style and exquisite craftsman- 


, one of America’s ship is always available for 
your selection at cove 


emerald cut 
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great collections of wareh 
round, square and “THE HOUSE OF DIAMONDS” 
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FABRIKANT BROS. inc. 


and DIAMOND ADORNED JEWELERY 


DIAMONDS 
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66 BOWERY at Canal « NEW YORK 13, N. Y. 


COnel 6°5953+5354-5355 
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NEW HORIZONS 
oF WATCH STYLING 
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OUTSTANDING 
VALUES 


DIAMOND SEI RINGS 


HAND CARVED 
WEDDING RINGS 





Hand Carved 14Kt. Wedding Rings....from 3.50 to 














ALL PRICES QUOTED KEYSTONE 
Anticipate your Fall and Holiday Requirements 
by Ordering Now at Current Price Levels 


Our various lines are produced by expert crafts- 
men in 14 and 18 Kt. yellow and white gold as 
well as 10% iridium-platinum. 


FAST TURNOVER GUARANTEED 


Samples on request to established jewelers. 
State price range and styles. 











Diamond Set Rings of Every Description, from $9.00 to $2,500.00 
Diamond Set Bridal Combinations. ..... from 17.50 to 1,250.00 













75.00 














&- Companr 


tt WEST 42°° STREET, N.Y. C.18, N.¥. 
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Why:the new 
Elgin Watches are 


the finest ever... 


\ 





\. 


\ 






Electric current as it is generated com- 
mercially is not good enough to operate 
the intricate electrical machines used 
in timing Elgin Watches. It is too un- 
even. So, to make sure that the power 
flow to Elgin’s delicate machines is 
of exact frequency, an amazing elec- 
tronic device generates the standard 
timing currents. Thus, the timing im- 
pulses used in the making of Elgin 
Watches are as precisely accurate as 
the time taken directly from the stars at 
Elgin’s own observatory. 
Elgin National Watch Company 

Elgin, Ill. Also Lincoln, Neb. and Aurora, Ill. 


No matter how much progress 
is made in the development of 
scientific equipment, the keen 
mind and the deft hand are of 
vital importance in watch mak- “ 
ing. Long and patient traming 
produces a superb craftsmanship which is 
applied to the manufacture. assembly and 
testing of every Elgin Watch. : The new Elgins we are shipping are made 

with defter craftsmen’s skill and improved 

techniques gained in our 

years of war work. : 


ELGINS Grade/ 9 


eee eee eer eee seer eee eereeenreeeeeeeeeeeeeeee 
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Vice-President 
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SOLD THROUGH SELECTED WHOLESALE DISTRIBUTORS 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 
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THE NATIONALLY ADVERTISED TRADEMARK 
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They prefer it for its unfailing good taste, its superior 
craftsmanship, its rightness for every occasion. 


These attributes make SWANK a favorite with 


jewelers, too, who relish a steady, dependable 


and growing source of profit. 


GAN — roe. U.S. Pat. Off., Swank, Inc., Attleboro, Mass. 
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BASKIN diamond-set wedding rings—created of precious platinum | 
and reflecting in every way traditional BASKIN standards of quality == | 
and excellence, are winning unstinted praise among better jewelers | 

coast-to-coast. Carefully made in several authoritative styles, you 

can depend on these rings to yield a bountiful measure of good - 

business and good-will . . . ee 


BROTHERS, Inc. 
38 WEST 48TH STREET 
NEW YORK 19, N. Y 


50 Years of Service to the Retail Jeweler — 1896-1946 


f We have pledged 
——- 
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Mi ster, this pat on the back is for you! 


Still, even to boost production, you wouldn't want us to7 
skimp on M-B quality. When we ship a Manning-Bowman ~ 
appliance to you, we like to know it’s right. And we want 7 
you to know it’s right when you sell it! ! 


It’s from all of us here at Manning Bowman. 


We appreciate the way you've answered those hundreds 
of questions about our products. And urged folks to be 
patient. And managed to keep on smiling. 


We know how tough it is! 


We know you aren’t getting all the M-B appliances you 
want. But we’re doing our level best to ship you more M-B 
irons, toasters, waffle bakers, broilers, percolators, and 


table grills. 


We know our national advertising is bringing you lots | 


of inquiries—almost too many to handle, sometimes. But 
don’t forget—it’s also building lively interest, continuing 
demand, and lasting good will for the future. 


We’ve been in business close to 90 years, and we want © 


to stay in business at least another hundred! 


If that’s the kind of long-term opportunity you want— 
built on sound products, solid satisfaction, and loyal good 
will—we’re sure you'll keep on recommending M-B appli- 
ances to your customers and urging them to wait a little 
longer, if necessary, for the best. 


One of these days, you’re going to have enough to keep 
up with every order—and then we'll all be happy! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada), Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 


cr 
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BcoMPARABLE BEAUTY ...IN PALLADIUM-FILLED AS WELL AS GOLD-FILLED 





LAL TS a i (i 


CAAULN o oF ov Inspired by the revival of the ‘‘golden-age” in fashion 


Palm Royale designers present this latest addition to their renowned list of 
successes... “‘JEWELACE”’ is so fabulous in its elegance, 
different, so beautifully made and finished that patrons will 
be surprised at its modest price. In a wide variety of motifs, as startlingly 
beautiful in the luxurious white luster of Palladium-Filled 
aS they are resplendent in the glamorous 
color of yellow Gold-Filled. All exquisitely packaged... 
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watcnes IN NEW WADSWORTH cases 






new FAMOUS-NAME 





The finest movements are cased by WADSWORTH 











THE WADSWORTH WATCH CASE COMPANY, INC., DAYTON, KENTUCKY 


cosnsoossesees 
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Goch! What a Fast Fish Bbind ‘ 
SESSIONS ’ CLOCKS. om 


4 
3 . 
% 








9 Million Advertising Messages! 
A Famous Name in Clocks! 
A Complete, Reliable Line! 





YOU COULDN'T ASK for a better set-up 
. or a better line of clocks to bank 
on, now and in the future. The reliable 
Sessions line has, not only a well-known, 
customer-accepted name behind it, but 
also has the terrific push of generous 
space advertising in The Saturday Evening 
Post... House Beautiful... American Maga- 
zine... The American Home... Christian 
Science Monitor Magazine. A total of more 
than 9 million guaranteed advertising 
messages to build up trade for you! 


Now is the time, with a buying public, to 
lay your foundations for a solid future 


: . : ba 
cee = Vagsions (locks 
“The House of Wettminsler Cloimas* 


FORESTVILLE, CONNECTICUT * MERCHANDISE MART, CHICAGO 
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We have had many visits from returning veterans wishing 


to invest in jewelry stores — all of them with previous: 
jewelry experience before going into service. | 
They have asked us to be on the look-out im our travels 
and have authorized us te bay a store for them | | 


when the right store comes along. 


\r.-° 
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you have been considering selling your store 
and want to sell it as a going business, 


won't you communicate with us now? 
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—.. ADVERTISING 


breaks this fall in these 
BIG 5 Magazines with this Handsome 


The Failure of American Edvcetion 





Mr. and Mrs. ickes—a Love Story 





: YOUR GUIDE TO THE FINEST IN 
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BIG AD, 


so) (sXe tc1o ME oMMolalslol¥ lala <M oMl ol cele celui me)i 
onal Advertising featuring J-B Watch 
ids exclusively. Art work is striking, space 
big and the magazines on the schedule 
tops... assuring a reader audience in 
high millions. In addition to J-B's exten- 

ve program of national advertising, J-B 
ffers valuable dealer helps to all jewelers 


Mat Service, Displays, etc. 


Distributed Through 


Wholesale Jewelers Exclusively 


JACOBY-BENDER, INC. 


161 Avenue of the Americas, New York 13,N.Y 


The advertisement shown here 
reduced from actual size. 


WATCH ATTACHMENTS 
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Yow wately, howe 


watt head 


You'll thrill to the tasteful styling of 

your JB Watch Band . . . glow with genuine 

| pride at the compliments it earns. For each JB band 

is modern in mood . . . classic in design . . . luxurious 
in finish. Ask for JB Watch Bands by name. 


Protected with the Exclusive JB Prest-0- Slide Safety Buckle 
You get double protection with a JB Prest-O-Slide Buckle. 
Protection for your watch—it can’t fall off your wrist. Pro- 


tection for your fingernails—never a broken nail. 


TO OPEN— just press... slide... 
the buckle opens automatically, 


TO CLOSE—just slide... snap... 


it’s locked securely, sofely. 


J-B Watch Bands for Men and Women at Jew- 
elers everywhere ...from $3.75 to $13.50, gold 
filled... your choice of yellow, white or pink. 

















Delle—Golden-fac- 
eted, 14K, 21 jewels 


Tul: ne—Handsome, bold- 
Seatured, 14K gold, 21 jewels 


ime, tov lwo- 
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Claire—21 jewels, encased 
tn ruby-studded rose gold 





To whisper the seconds of their life together 
in soft rhythm — what could be more meaningful than his 
gift of a watch to her—and hers to him? 

Waltham, so long associated with the tradition-of-giving — 
has created a new line of wrist watches 

with the great gift significance of fine jewelry. 

All made possible, your jeweler will tell you, 

by the exquisite beauty within of the new Walthams. 

Their outward distinction is possible only through the use 

of America’s finest craftsmanship combined 

with the newest precision skills. Models for both men 

and women—from $47.50. As with all precious gifts, 

let your jeweler be your trusted adviser. 





THE 


me WALTHAM 


FIRST 


Donna—Sleek, classic 
beauty, 14K, 21 sewels 





AMERICAN WATCH 
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42 MILLION 


the second 


potential wrist 
in the Series watch purchasers, 
through CON- 


TINUOUS 


of striking 
full-page 
4-COLOR 
Waltham 


advertising in 


the pages of 


advertise- 
these national 


ments 
magazines... 


The Saturday 


Evening Post 


reaching 


Collier's 

Look 

Liberty 

American Magazine 


Seventeen 


Esquire 
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Here Is 


advertising 


designed to 


ELC 
Waltham 
America s 
most wanted 


watch. 





THE 
NEW 
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Today and every tomorrow 


are ELGIN AMERICAN 


al 





The brand they know is the 
brand they buy. Millions of 
consumers know that the nationally 
advertised name Elgin American gives 
gift prestige—means supreme 
designing and finish, the finest craftsmanship 
in compacts. And gifts are 
bought every day! Keep Elgin American—THE 
national brand—well displayed always—and 
you'll keep your gift business flourishing, 
every day in the year. 


Aimentan ILLINOIS 


Empire State ane. Pittsheld Bldg. 
New York Chicago 


COMPACTS ¢ CIGARETTE CASES « DRESSER SETS 


T.M REG. U. S. PAT, OFF. 
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RINGS and PINS” 


‘Memo Selection on Request 


0 ot Oe om) oo Oe OP 


Manufacturing Jewelers 


21 WEST 46th STREET NEW YORK 19 
BRANCH OFFICES: 29 E. Madison St. 1210 Guardian Bldg. 


Chicago, Illinois Portland, Oregon 
527 Canal Street, New Orleans, La. 
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OTH SAILING 


WHEN YOU USE... 


HANDY & HARMAN 
SILVER and GOLD 


Your spinning, stamping, machining, hand tooling and other 
silverware and jewelry-making operations sail along easier, 
faster, surer when you use Handy & Harman Sterling Silver 
and Karat Golds . . . For these top quality precious metals 
give you working properties, scientifically balanced for each 
operation . . . It’s smooth sailing too, because you can depend 
on unvarying uniformity in fineness, finish and gauge in every 
ounce or pennyweight of silver and gold we produce... 
Production that moves along smoothly without interruption 
is profitable production—that’s a most important reason why 
so many silversmiths and jewelry manufacturers use Handy & 
Harman Silver and Gold regularly. 










PRODUCTS 
Rolled Sterling Silver + 999 “PLUS” Fine Silver Anodes + 
“Special Refined” Grain Silver Gold and Silver Wire + .Karat 
Golds and Gold Solders,Gold Bars—Silver Bats + Platinum 
Metals * “HANDY” Silver Solders + and other Silver . 
Brazing Alloys. a 
REFINING SERVICE. We refine all kinds of manufacturer's 

scrap, sweeps and other waste containing precious metals; also 

old gold, silver and platinum received from retail jewelers. 









H AN D Y & HARMAN 


82 FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn * Chicago, Ill. * Los Angeles, Col. » Providence, R. 1 * Toronto, Canado 
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ESTABLISHED AT COPENHAGEN, ls —e ROYAL ORDER OF DANESROG 
1740, WINNER OF 32 . A ANO 
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ROCKEFELLER CENTER “SScigese=” = 630 FIFTH AVE., N.Y.C 20 
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Wadsworth 


‘Inspired by the Chinese! Fan Powder Cases to retail 


from five to fifteen dollars. Nationally advertised. 


THE WADSWORTH WATCH CASE COMPANY, INC. 
Sterling, Gold and Silver Plated Cases with Spill-proof Inner Compartments 


DAYTON, KENTUCKY +» NEW YORK, 385 FIFTH AVENUE «© CHICAGO, 35 EAST WACKER DRIVE ; 
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The jeweler who sells Lady Crosby 


diamond sets knows that there is no 


- Tea OE Manx 


FOS 


glamorous rings ... Their beauty, and ‘ Matc Lod. 


better patron, no more loyal customer 


than the bride who wears these 


quality are always “at hand” to remind Le 
eae " nee SE Diamond Ring S 5 3 


her of his store and his services .. . 


> 
Nationally Advertised, 


Beautifully Packaged... 





62 


Kelp You 
StL! 


ro 
STH WATCH CASES are Precisely Made 


4 _.. and smartly styled from highest 


(4H) " 


quality materials, assuring positive 


protection, Malokiamcalrleliiamerlate 


maximum beauty, for your watches. 


TRADE MARKS 


Executive Offices and Factory: LUDINGTON, MICH IGAN 
Sales Offices: 630 Fifth Avenue, New York 20 704 Market Street, San Francisco 
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NOW! COMPLETELY DEPENDABLE 
ly 


a 
] WATCHES 


In the NEW SENSATIONAL EYE-CATCHING 


(Reg. U.S. Pat. Of 


As handsome as a 

piece of jewelry, this 

red and black plasti¢ ES 
box means BIGGER & co nee RAW FORD WATCHES 
CRAWFORD SALES : By te by, Braun-Crystal 
FOR YOU 3 


Red velvet tilting 
platform with © 


adjustable collar. 


Built-in slot for 
retail price tag 


Attracts attenti@d to your, lowe: Wonderful for 


window displays « Makes more profits for you al ih ee per- 


manent keepsake of high utility value os a cigarette box, button or stud box, etc. 





CRAWFORD NOW GIVES YOU THE | PERFECT PACKAGE FOR THEIR PERFECT WATCH 


Just another FREE Crawford Watch Service to tie in with 
Crawford’s great National Advertising Campaign (110,000,000 
impressions in 1946—with even bigger plans for 1947) and 
Crawford's new FREE mat service. Eye-catching ads to bring 
people to your store. WRITE FOR DETAILS. 


BEAUTY (prauyerd ACCURACY 
waTcH C/ corP. 


170 Broadway - New York 7, N.Y. 
MANUFACTURERS AND IMPORTERS 
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ON HER FINGER, 


AS ON HER WRIST... 


ae a 


There’s a story behind our GARLAND Diamonds and Watches—the sto 
y ry 


of three generations of jewelry experience. Ever since 1865 The Ball 


Company has specialized in smart jewelry of superior quality. | 
On her finger, as on her wrist—a GARLAND, the symbol of elegance | 
and taste. | 


the BALL company 


Originators of GARLAND * Diamonds and Watches 
WHOLESALE JEWELERS « DIAMOND IMPORTERS 
THE GARLAND BUILDING 
58 EAST WASHINGTON STREET + CHICAGO 2 


* “GARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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(who, through the years, have done such marvelous things with Deltab 
+ Peioulated pearls) than to maintain without exception our policy of 
f confining the Deltah line to jewelers only. Pearls belong in jewelry 
‘ “sores and jewelers are entitled to feature Deltah and sell them 
“without competition from other sources. We believe, too, that 
Deltab i is the most strikingly packaged fine quality line in the country, 


and that no other brand sells so easily and profitably—a belief 


: shared by thousands of Deliah jewelers of long standing! 


“L. HELLER & SON, Inc., 411! Fifth Ave., New York 





‘ 
JHE BRIGHTEST WEA EVER 
a , Sie; c 


prec i 


« 


aggeill } 
ER AND BIGGER 
ee 8 as > 


, Jj Sanus F ‘Let its magic work for you—get in on the tre- 
GS. i re tod e over this Miew if gi¢—a patented mendous sales possibilities of this fast-seller 
" formula that takes the “rub” out of keeping that has strong, universal appeal. Suggest Vigil 
silver bright. For Vigil eliminates polishing— when you make a silver sale—put it in your 


saves time and trouble, and saves silver, too. own show cases to save polishing of silver. 


Jars sell for 
a Jars cost YOU 


YOUR PROFIT - - 





by“) Tested and approved 
ery by Good Housekeeping 








Simply place an opened jar of Vigil in a silver cabinet or TO RETAIL AT 


drawer—that’s all there’s to it. Vigil “guards that gleam” 7 5 
by absorbing tarnish-elements—keeps sterling and plated 


ware bright and shining from 4 to 6 months. MINIMUM FAIR 
. TRADE PRICE 


Ask Your Jobber about Vigil—If he can’t supply you, write 4 
VIGILANT PRODUCTS CORPORATION + 40 EAST 34th STREET, NEW YORK 16, N.Y 
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- KIDDIE KRAFT GR 


4 story backed up by 
The Marathon Company 
Creators of the 
ORIGINAL KIDDIE KRAFT 
Fine Jewelry 

















oa 


* 





illions 


of mothers and dads know that 


KIDDIE KRAFT fine jewelry is the 


perfect gift for a child. 







DON'T MISS THIS 
GOLDEN OPPORTUNITY 
to profit from the vast 
market that Kiddie Kraft 
has created for over a 
quartervof a century. 

For greater volume... 
JOIN HANDS WITH THE 
KIDDIE KRAFT GIRL... 





THE RED SAFETY SIDE REST bars on each side of the off the board when the iron is rolled to rest on its 
General Mills Tru-Heat Iron hold the soleplate up side. Lessens the danger of iron tipping or falling.” 


Its safe...it rests on its side 


The General Mills Tru-Heat Iron on its Safety Side Rest is 
87% more stable than an iron tipped up on a heel rest . . . safer 
because it hugs the board on broad, low supports. And the 
natural easy motion of rolling it to rest on its side takes 15% 
less energy than pulling an iron up on its heel. 


Safety Side Rest is just one feature...there’s Tru-Heat Control, 
which reacts faster to changes in temperature than ordinary 
types of iron heat regulators...the scientifically shaped 4-Way, 
Full-Vue Ironing Surface with more working area than any 
of five leading makes...the Tru-Heat Fabric Selector 
with both fabric and temperature settings. Each 
adds ease and speed to ironing—and selling! 


NOW BEING DISTRIBUTED IN: Minnesota, es 2 

the Dakotas, Wisconsin, Upper Michigan, Montana, Idaho, 
Wyoming, Utah, Colorado, New Mexico, and parts of Illinois 
and Indiana. Other states to follow soon! General Mills, Inc., 


Home Appliance Dept., Minneapolis 13, Minn. 
THE IRON SPONSORED BY Bett Crocker 
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No. 3033...HEART PADLOCK ON ROPE. 
LINK BRACELET...Sterling Silver —Complete 


Your cost $4, 50 eo, 


_ Keys slip on ea 
* off... Sterlir g Silv 
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st takes them 
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OVER A QUARTER-CENTURY eles | fold. Yewelsy So she jewel 
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To the many friends and customers who 
visited our Booths at the Waldorf A.N.R.J.A. 
Show... 


Ci. apologies! 


To the many people who were unable to 
see our Fall line because of space limitations 


there... 


a 


All our salesmen are starting out on the 
road, covering all territory, and will be in to 


see you on their regular Fall trip .. . 


Whlter Lampl 


e e 
WAIBURT — DIVISION OF Wolter Lamp! 
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EXQUISITE RHINESTONES—SET IN STERLING 


A—4362—Rhinestone-paved circlet Earring. . . . pair $11.00 
B —4367—Rhinestone-banded circlet Earring . . . pair 10.50 
C—266E—Rhinestone-set petal Earring . . . . .~ pair 11.50 
D—266P—Rhinestone-set spray Pin . . . . . . each 27.00 
(Above can be had either Rhodium or Gold finish Sterling) 
E —1530—Rhinestone-set half-ball Earring . . . . ~~ pair 9.00 
F —1528—Rhinestone-set large flower Pin . . . . each 30.00 
(1530 and 1528, Rhodium finish Sterling only) 


KEYSTONE PRICES 


Style Interpreted in Jewels ee Walter Lampl” 
48 West 48th Street + New York 19, N. Y. 


. | SZ y4 ae dah 
OVER A QUARTER-CENTURY wleed Gold Gee My tor the jeweler 


~ 
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Here's a smash hit to put new punch in your SAFRAN sales—an exclusive Clear-Vue patented package that completes 
the elegance of our. famous expansion watchband. It’s colorful! It's clever! The band is displayed through a wide rein- 
forced cellophane window and is framed with soft sky-blue plush. Stamped gold lettering creates an effective contrast. 
The top is hinged for easy handling. No gift could peer from a prettier package. ... Order your SAFRAN expansion 
watch bands in this new sales-producing packagé today! Prompt delivery..All sales made directly to jewelers. 

GUARANTEE—SAFRAN will replace or repair any watch band that becomes mechanically defective within one year from the 


date of purchase. 


M. A. SAFRAN CORP. 107 SOUTH 8th STREET - PHILADELPHIA, PA. 
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IN DESIGN IN MATERIALS 


iN WORKMANSHIP 


Really fine quality means more than merely meeting 
certain specifications. It is an uncompromising ideal 
against which each piece of Krementz jewelry: et 


be meas ured, 


Fine quality i is ; evident 3 in the shoacledeia oe 
taste of each Krementz design —in the fine work- 
‘manship of e every piece—and in the long-wearing, 


14 ket. rolled gold overlay. 


“Becauae sock quality engenders cobdilautae ar 
val will, finer stores a lagi feature Keementz 
: jewelry for Prestige and pro it. 
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pearls ot 


Marvella Pearls, Inc. 
136 West 52nd Street, New York 19, N. Y. 


é Certainly, I want a free copy of your Marvella merchandis- 
ing booklet, ‘Pearls of Ideas.” 


Store 





Address P 





Executive’s name 





Pr yourself in the lead, selling 
Marvella Pearls! Get your free copy of 
the highly original, highly informative, 
new Marvella merchandising manual 
containing: 
* convincing selling sentences and 
sales tips 
* clever headlines and copy slants 
* original ideas for window and in- 
terior displays 
* plenty of smart, ready-to-run 
newspaper ads 
* scads of promotional ideas for your 
entire store! 


Use this manual and step up your repu- 
tation for modern, up-to-the-minute 
merchandising of Marvella Pearls. Mail 
the coupon today. 


MARVELLA PEARLS, INC. 
136 WEST 52ND STREET, NEW YORK 19, N. Y. 
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One of the Wold Great Welches... 


CG . 
GLAZLLLZE, 


% 
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= 


1 LOT ef 
PROTECTED 


EXCLUSIVE INCAFLEX CONSTRUCTION 


The Wyler is the only shockproof watch made with the 
Incaflex F-L-E-X-l-B-L-E Balance Wheel. Its flexible spiral 
spokes (see illustration) .G-I-V-E, counter-acting shock and 
preventing damage to the balance wheel mechanism 


which is unconditionally guaranteed in writing! 


® NATIONALLY ADVERTISED... 


te ae ae aes 
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THE VALLEY FORGE (Waterproof) THE CAMBRIDGE 
14K Solid Goid $160.00 Retail... Stainless Steel $57.50 Retail 14K Gold Filled $52.50 Retai! 





























THE SARATOGA THE EVANGELINE 
14K Solid Gold $62.50 Retail | 17 JEWELS Gold, 2 Diamonds $125.00 Retail 


Courctenally Preaulifil vs sis: 


Wat isleltiaaalelaet: 


.. INTERNALLY RUGGED 


WATCH AGENCY 


SHlome fice: / / | Chicago Qfice : 


ia FIFTH AVENUE, NEW YORK ] NEW YORK — 29 EAST MADISON STREET, CHICAGO 2, ILLINOIS 


Faclory : BIENNE, SWITZERLAND 
t i i I 
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SUGGESTED RETAIL PRICES (TAX NOT INCLUDED) 
Yellow Gold Green and Rose Gold 

Brooch No. 754......$55.00 Brooch No. 822......$85.00 

Earrings No. 12......$45.00 Earrings No. 32.....$45.00 


*Center stone blue zircon, side stones white zircons 
Handsome Presentation Boxes 


_— See OF NEWARK 


RINGS AND JEWELRY IN 10 KT: AND 14 KT. + _DISTRIBUTED THROUGH WHOLESALERS 


th 
ANNIVERSARY 


SHIMAN MANUFACTURING CO., INC., NEWARK 5, N. J. © NEW YORK SALES OFFICE: 15 MAIDEN LANE, 7 
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Proved in quality ...designed and packaged for sales appeal... backed by 
national advertising in Saturday Evening Post plus concentrated Sunday roto- 
gravure advertising in 10 major metropolitan markets. Keep your eye on 


BOULEVARD — America’s coming line of watches. Priced $21.50 to $82.50. 


BY MEAD 


Since 1883 


M.A.MEAD & COMPANY 
CHICAGO + + + NEW YORK 
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acai ‘Available In all assorted colors and widths. — 





@ Handsomely embossed, with polished edges 


®@ Of choice quality pigskins and calfskins 








lance - convinces you these fine NEET straps are achieved 
Sp aeeone’ catamen in the authentic he-man, western style. 
As reflections of the modern trend in watch straps, they have 





CONSULT YOUR WHOLESALER 
ARISTOCRAT OF 


WATCH STRAPS 





All Lady Alice 
Pearls 
Elegantly Packed 
in Luxurious 
Crystal-Velvet 
Satin-Lined Box 


Single, Double 
andTripleStrand 
Necklaces. Also 
Hand - Knotted 
Oriental Rep- 
licas. 


IMMEDIATE 
DELIVERY 


THIS GOLD SEAL 
IDENTIFIES 
LADY ALICE PEARLS 


*Simulated 


Consult your local jobber, 
wholesaler or distributor 


LADY ALICE PEARLS* 


OReg. U. S. Pat. OF 


53 West 47th Street, New York 19, N. Y. 


Chicagd — Los Angeles 
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Registered 


DIA 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firn 


234 WEST 39TH STREET - NEW YORK 18, N. Y. 
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Akron, O. 





Cleveland, O. 
Columbus, O. 
Dallas, Tex. 
Dayton, O. 


Denver, Colo. 





WME x, 





Ylatioual MAGAZINE AND NEWSPAPER CAMPAIGN 





48 Insertions 14 Magazines 
WITH FULL PAGES IN LIFE EVERY 


MONTH ...AND DOMINANT INSERTIONS IN ALL OTHER MAGAZINES 


LIFE 

ESQUIRE 
MADEMOISELLE 
GOOD HOUSEKEEPING 






LIBERTY 
SEVENTEEN 
CHARM 


Des Moines, la. 


} Atlanta, Ga. Detroit, Mich. 

) Albany, N. Y. Duluth, Minn. 

) Allentown, Pa. El Paso, Tex. 

| Austin, Tex. Erie, Pa. 

| Baltimore, Md. Evansville, Ind. 
Birmingham, Ala. Flint, Mich. 

| Boston, Mass. Fort Wayne, Ind. 

| Bridgeport, Conn. Fort Worth, Tex. 

| Buffalo, N. Y. Grand Rapids, Mich. 
Canton, O. Hartford, Conn. 





A. H. 


Houston, Tex. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kansas City, Kan. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lawrence, Mass. 
Lincoln, Neb. 
Little Rock, Ark. 


GLAMOUR SILVER SCREEN 
MOVIE STORY MOVIE SHOW 
MOTION PICTURE SCREEN GUIDE 
SCREENLAND 






500 Insertions in 
100 of America’s Largest Cities 


Long Beach, Calif. Philadelphia, Pa. Shreveport, La. 
Los Angeles, Calif. Phoenix, Ariz. Sioux City, la. 
Louisville, Ky. Pittsburgh, Pa. South Bend, Ind. 
Lowell, Mass. Portland, Ore. Spokane, Wash. 
Lynn, Mass. Providence, R. I. Springfield, Mass. 
Memphis, Tenn. Reading, Pa. Syracuse, N. Y 
Miami, Fla. Richmond, Va. Tacoma, Wash. 
Milwaukee, Wisc. Rochester, N. Y. Tampa, Fla. 
Minneapolis, Minn. Rockford, Ill. Toledo, O. 
Nashville, Tenn. Sacramento, Calif. Trenton, N. J. 
Newark, N. J. Saginaw, Mich. Tulsa, Okla. 

New Bedford, Mass. St. Louis, Mo. Utica, N. Y. 

New Haven, Conn. St. Paul, Minn. Washington, D. C. 
New Orleans, La. Salt Lake City, Utah Waterbury, Conn. 
New York, N. Y. San Antonio, Tex. Wichita, Kan. 
Norfolk, Va. San Diego, Calif. Wilkes-Barre, Pa. 
Oakland, Calif. San Francisco, Calif. Wilmington, Del. 
Oklahoma City, Okla. Savannah, Ga. Winston-Salem, N. C. 
Omaha, Neb. Scranton, Pa. Worcester, Mass. 
Peoria, Ill. Seattle, Wash. © Youngstown, O. 


POND CO. INC., SYRACUSE 2, N. Y. 











ivinCwncunre 


The biggest, most dra | 
matic national advertising 


oolaslelellelamlam Mele laloMaltilela, 


VOGUE 
HARPER'S BAZAAR 
MADEMOISELLE 
= GLAMOUR 
2 HOLIDAY 


Z 
#. 


NEW YORK TIMES 
MAGAZINE 


BRIDES MAGAZINE 


BALLET RUSSE 
DE MONTE CARLO 


Are you ready for the biggest 
gift buying season in years! 


= ie 


ROYAL CRAFTSMEN. INC 
Svea 32nd St New bela | we 
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Showing PRO-TECTO* with its patented} device, 
which adjusts to fit onto any size wrist. watch. 














LAY 
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Answering the demand for a post-war cigarette case that is MORE CONVENIENT 
and KEEPS CIGARETTES BETTER <item 























the automatic cigarette case 


PATENT PENDING 


Presenting the Lido . . . a change in cigarette-case history. 
Lido opens in one smooth motion. Inside rack moves 
upward and forward, slowly and gracefully, and presents 
your cigarettes. Cigarettes remain firm and fully-packed, 
enjoyable to smoke because you handle them less. 
Lido provides the evening's quota. 

In beautiful modern designs, gold-lustre 
finish. Retail price $7.50. 


Usual discounts. 
; IGHTERS 


Setting the pace as always, are these 


Thorens Automatic Lighters, imported 
from Switzerland, with their press-and- 
le-the-button actions. No difficulty 
ng a pipe with Thorens. 
1ble in gold plated finish i 





PRESS THE 
BUTTON 






REXON INC., GENERAL DISTRIBUTORS, 295 FIFTH AVE., f 


REXON INC., SERVICE DEPT. AND WAREHOUSE, 122 FIFTH 
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Center of attraction Ay 
on the counters 45 
of stores 
where 


QUALITY 
counts 


most! os 
Eon clsste 


11 STMUEKLER «800.10 





ve) Po ap) 7 y) 
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ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.)% 
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#910-—FORTUNA 
Link Bracelet Watch 
twith or without cover) 


#311—BONA DEA 
tink Bracelet Wa 
(with or without 


Once again Sparkes presents the strih 


unique . . . this time in fine watch-bracelets distine- 
tively different—outstandingly beautiful! Only 14-Karat 
Gold could set off these precision timepieces with such 


gleaming richness . . . only the exclusive ‘‘Sparkes- 
#914—FORTUNA 


aa bed * ti 
Lapp Process’ could impart such uniform perfection ar eee 
... such ‘'Sparking” high-lustre radiance to each custom- 


finish multiple-facet link! 
F#919—BONA DEA 


 Veblavack aa Clitherd Streets 
Newark 5, N. J. 


‘New York San Francisco 








Dream away, young lady-... your wish is coming 
true! Jewelry as smart as your mother’s, as Charming as your 
ownr-sweet self, is coming to life daily in the Eskay : 
a q j_ workshops. Planned for.you and you alone, these 
treasures will be proud possessions now.. .. < 


cherished mementos, all your, 


Tell your mother’s jeweler — who- 
ever he may be—to keep in touch 
with his wholesaler... for that way. 


ee you'll get your dream wish sooner ! 


5. KOREE RON 
Manufacli ung Jewelers 


NEW YORK OFFICE: 505 FIFTH AVE 
KORFF BUILDING: 914 WALNUT STREET, PHILADELPHIA 7, PA. MEL BRUDER, Representative ‘ 
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Chains and sig- 
Dozen $30.00 


T2:18—Tie Guide Set Each $ 7.50 


© T2-19—Tie Guide Set Each $11.00 


Feast Sellers / 
I saidebsiditenille Delwvery / 





Announcing the opening of new enlarged offices at 36 West 47th St., 
New York, N. Y. Industrial Trust Bank Building, Providence, R. |. 











IMPORTERS 
EO) :3:)4-S meelare, 
DISTRIBUTORS of 
DIAMONDS 
etare| 
JEWELRY 
BRANCH OFFICES 

WHOLESALE JEWELRY CO. 

; “73 

1308-10 MAIN STREET FORT WORTH, TEXAS 


Beeeree SPAY EXCELS’’ 


JN 
YORK e pRo™ 
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HEUER “SPECIALIZATION” 


GIVES YOU THESE GREAT ADVANTAGES 
IN TIMERS AND CHRONOGRAPHS 





















When you feature Heuer, you are featuring timers and chrono- 


graphs backed by selling power unrivalled in the industry. 


No timers and chronographs on the market offer more 


Vv advanced scientific developments. 


No timers and chronographs on the market offer greater 
Vv accuracy and dependability. 


No timers and chronographs on the market offer greater 
V dollar for dollar value than Heuer. 


Specialists tn 
Dimers and Chronografitis 
exclusively sence 48EZ 





406 13 lig. waterproof / 961 19 lig. pocket timer 
wrist chronograph 


LOUIS AISENSTEIN & BROS., INC ° Exclusive Distributor in United States and Possessions - 630 FIFTH AVE., N. Y. 20 
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The franchise for REGISTERED PURITY 
DIAMOND RINGS is a valuable asset. 
It may still be available in your city. 
Inquiries are invited. i 


M.W. SCHIFFMAN 2 CO. 


eee weer 42O' STREET, NEW YORK 19, 


Diamond Merchants for Four Generations 
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“TY Keen i 
A PERIODIC DIGEST OF CROTON ADVERTISING AND MERCHANDISING NEWS 


SELF-WINDING 
SIMPLIFIED! 


‘ew booklet shows why ’ 
it’s so easy to service the 


CROTON AQUAMATIC 


































Here’s one booklet that watchmakers are ‘pleased as ee 
punch” about! It tells all there is to know about the 
slf-winding mechanism of the leading self - winding 
watch—Croton Aquamatic. 

Ina few colorful pages it explains how to “take apart”’ 
theAquamatic, for adjustment and“service. It describes 
the five simple extra parts that make an Aquamatic wind 
itself. When these five parts are removed, the Aquamatic 
issimilar to any fine 17-jewel movement. 

DID YOU RECEIVE YOUR COPIES OF THIS BOOKLET? 

_" been sending them out as fast as possible. However, if you’ve 

n missed, drop us a note or ask your Croton Sales Representa- ow» 

tive. This is nae beeline worth Guage keeping! 4 “Brothers Under the Skin 
' Both Aquamatics illustrated — Model B and 


$ .50 $ .00 Sweep Second—contain identical 17-jewel move- 
Al 49 — R ETA LING Al 45 nar Daeg ments. Our supplies are still far short of de- 
. ‘—_* as mand, although we hope for larger shipments 
this season. Meantime, our large-space adver- 
tising campaign continues in LIFE, SATURDAY 
EVENING Post, TIME, COSMOPOLITAN and 
AMERICAN LEGION! 


THE “INSIDE STORY" OF TH 
OF 
___ CROTON AQUAMATIC SEL on ens 


F-WINDING WATCH 








FAILING 


€ 









FOR ALL TIME SINCE 1878 


CROTON WATCH CO., INC. 






OETILE, brides 


SEE THE DIFFERENCE IN 


















RHODLGEM RINGS | | 


Unsurpassed craftsmanship in the 
carving of Rhodi-Gem Rings sive, 

in exclusive Rhodigold, that 
whiter-than-white precious metal 
that never dulls. ee has distinguished 
them with the public as well as 

the trade as rings of superior 


design, fashion and beauty. 


THOSE RINGS OF A FLASHING 
BEAUTY THAT NEVER DULLS 








GOODMAN & COMPANY 


“mA es (3 ( ie ee Ew EILRY SW ea 
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Rensie Watches are on the Air... Coast to Coast 


beginning September Ist 


“FLIGHT WITH MUSIC” 


Listen to this new, sparkling music-and-variety show, starring 
Marion Ilutton and guest stars including Dest Arnaz, Bob 
Eberle, Danny O' Neil, Miguelito Valdes, the Phil Moore Four, 
and others. Every Rensie Watch dealer will benefit—directly! 


Check your local newspaper for time and station. 
‘, (ela 


“Exquisite as dmerica’s Beauties’ - Engineered for Accuracy 


a 
mes. “4 


Te 


© 1946 Rensie Watch Company, Inc., 580 Fifth Avenue, New York 19, N.Y 











AT LAST!.. THE FIRST 
TERRIFIC PROMOTION IN 
LOW PRICED WATCHES 


SINCE PEARL HARBOR’... 


The Guilford is a sturdy reliable timepiece. Its war-tested, war-improved 
movement features the exclusive, patented “Compen-Spring.” It is electronic- 
ally timed...made with 129 years of “know-how.” HERE IS THE GREATEST 
WATCH VALUE IN AMERICA TODAY, BAR NONE! 


LIMITED QUANTITY—“’FIRST COME—FIRST SERVED“ 
LIMIT: One unit (20 Guilford Watches) per customer per month 
each unit { 4 Guilford Watches, chrome top, steel back, leather strap. (Cost: $6.19 each) 


8 Guilford Watches, yellow top, steel back, leather strap. (Cost: $7.15 each) 


consists of \ g Guilford Watches. yellow top, steel back, expansion bracelet. (Cost: $10.00 each) 


NO SERVICE PROBLEMS FOR YOU! 


Customer mails watch direct to factory, if repairs are needed. A written guarantee, 
with each Guilford Watch, will give your customer the assurance of complete satis- 
faction It provides for 90 days of service for a 25c handling charge. After 90 days, 
the movement will be repaired for $1.00, regardless of damage; the case will be re- 
paired for $2.00, regardless of damage If both movement and case are damaged they 
will be repaired or replaced for $3.00. 





TELEGRAPH—PHONE—OR WRITE YOUR ORDER IMMEDIATELY TO: 


GUILFORD SALES DIVISION, RENSIE WATCH COMPANY, INC., 580 FIFTH AVE., N. Y. 19 


ay Ana 
AMERICAN 


MADE 








Chrome tarnish-proof top, stainless 


steel back, with leather strap. 


YOUR COST BOXED $6.19 





RETAIL 
SELLING $ 50 
PRICE plus Fed. Tax 


Yellow rolled gold plate top, stain- 
less steel “back, with leather strap. 


YOUR COST BOXED $7.15 


kaa 


* RETAIL 
SELLING 
PRICE 


Yellow rolled gold plate top, stain- 
less steel back, with expansion 


bracelet to match. 


YOUR COST BOXED $10.00 


IGE. 


RETAIL 
SELLING 
PRICE 


Now more than ever— 


BONCORT’S 


for the 


RING-WISE! 


Tr 
Por variety of types, styles and 

designs, the BONCORT ring line is 
second to none. We aim to keep it 

just as comprehensive as we can, 
providing you, at the same time, with 
eminently saleable rings of unquestioned 
quality and workmanship, and priced 


to insure superior value-giving. 


*BUY THROUGH * 


I. B. GOODMAN MANUFACTURING CO. 


CINCINNATI 
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AMERICA’S NO.1 PLASTIC 


WATCH STRAP AND NOW 
THE MOST IMPORTANT 


Bee AP [MN THE WORLD 


Featured universally, ELASTRON has created a new 
era in watch straps with an ever increasing demand 


for their fine performance. 








IFIETL GEIR 
RINGS 


SINCE 1880 


Ladies’ Fine 14K Rings, set with 


Precious and Semi-Precious Stones, 
ornamented with Diamonds. Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 


4 F FFD 


Reg Trade Mark 


F. & F. FELGER, INC. 


Manufacturing Jewelers 
480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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iewelry for men and women, attractively priced to 








Lik Bris with Meth ering 


(Solid Constraction— Not Hollow) 





MANUFACTURING JEWELERS 
2 GARDEN STREET NEWARK 5, 


Member American Gem Society 
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Lucerne, Switzerland, and Mount Pilatus. (Photo F. Schneider) 


Lonville watches are made in Switzerland, famous 


for scenic beauty—and fine watches 


The mechanisms are made under one roof—a rare accom- 
plishment even in Switzerland where most watches are 
assembled from parts made by various factories. 

One undivided control and responsibility governs the 
rigid, high standard of quality in all Lonville watches. 

All the parts are standardized and interchangeable so 
that in any civilized country a Lonville watch may be 
repaired at low cost and in quick time. 

Lonville watches are noted for reliability and consis- 
tency. You may sell them with assurance that at the 


prices there are no better watches—and no finer service 
at any price. 








Peas are 
not alike 


Perhaps you heard your mother or 
grandmother use the expression, “As 
alike as two peas in a pod.” Actually 
no two peas are exactly alike. 


But you can take a part from each 
of two Lonville Watches of the same 
type and they are absolutely identi- 
cal. You can exchange one for the 
other without any adjusting or special 


fitting. 


That is what we mean by standard- 
ized and interchangeable parts. What 
a joy to the repair man when a Lon- 
ville comes in to him! All parts and 
calipers are numbered so that repair- 
ing is done in the least possible time 
and thereby gives him the least cost 
to himself and to Lonville owners. 


This is a good selling thought. Cus- 
tomers should know they are buying 
a pedigreed watch that can be re- 









Jhe Cavalier 


17 jewel. Rolled gold plate case, 
silver steel back. Silver dial, 
sweep second, raised gilt numer- 
als. Retail price $39.75. 

Fed. Tax included 








paired quickly if accident breaks a 
part. 
You are building a business on a 


sure foundation when you sell Lon- 
ville Watches. 





3 











HARRY RODMAN = 
580 FIFTH AVE. Sole U. S$. Agent 
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NEW YORK 19, N.Y. 


onvill 


WATCHES 
Through Your Wholesale: 


89 
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Wy. Ht rings of distinction 


bear the Aementvarce name! 





Fine, high polished, crack-resistant American-cut Onyx in 
settings unexampled for quality, satiseseitais of detail, smart 
modern styling. Here once again the master touch of 
Remembrance designers is everywhere in evidence, providing you 


with. ring creations that sell without resistance, and stay sold. 


Remembrance’ RING COMPANY, Inc. 


1 WEST 47TH STREET, NEW YORK 19, N. Y. 


» 


*REG. U.S. PAT. OFF. 
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| 
ESQUIRE* MADAMOISELLE 


+ 


A | —_ 
The Watch of Confidence 


| ! SOLD AT 








BETTER JEWELERS 











+ 


3 COUNTRY 


E+ TOWN 





wat fe 
CH MANUFACTURERS 
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Kirg Edward 
Silverplate 


mean 


Here are three of a series of eye-catching, compelling 





King Edward Silverplate advertisements 
appearing in important women’s 
magazines —True Story, True Confes- 
sions, Medern Romances, Redbook, Screen 
Romances, Movie Story, Motion Picture 
and Modern Screen. (Total readership 27 million!) Part of a great 
campaign that is helping to make distinguished King Edward Silverplate 
the outstanding favorite in the popular-price field. 


NATIONAL SILVER COMPANY spusiness FouNDED IN 1890 


New York e¢ Chicago « Detroit *« Miami « Atlanta « Los Angeles « San Francisco 


92 


USINESS 


for you! 








¢ Portland (Ore.) 
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ELREX WATCH COMPANY, Inc. — 
: * 
551 Fifth Avenue, New York 17, N. ¥. 


* 4 
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(Post THE FAMOUS NATIONALLY ADVERTISED 


IJ 


Brett on 1LCC10" 


* 


LADIES’ E-X-P-A-N-S-1-O-N WATCH BAND 


{ IN 14 KARAT GOLD 


~~ sae 


Trim, smart, graceful and 
) streamlined, it combines “buy” 
appeal with “eye” appeal. In yellow, 


a pink and white 14 kt. gold. 


Immediate Delivery. 
$42.00 each Keystone. 
Retails for $50.00 each including tax. 


BROWN, GOLD COMPANY 


110 South 8th Street Philadelphia 7, Pa. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














THROUGH 


DISTRIBUTED 


WHOLESALER 


YOUR 
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THE LADIES’ E-X-P-A-N-S-1-O-N WATCH BAND THAT 
MEANS SO MUCH TO SO MANY FINE WATCHES 


NATIONALLY ADVERTISED 


Bretton 


_N 14 KARAT GOLD a 

If your eye is peeled for greater sales potentialities, : 
you'll be quick to place your order for the 14 kt. gold = 
- Bretton “Queen”—one of America’s most beautiful and) 
original ladies’ expansion watch bands. Beginning in ae : 
October, the “Queen” will be wpa sane intensive 
national advertising campaign to stimu e BENE: 

relming demand, Cash in on at 
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Louis Aisenstein & Bros., Inc. 
ROCKEFELLER CENTER 

630 Fifth Avenue - New York 20, N.Y. 
* 


Sole Distributors for United States and Territories for 
All Mido Watches 
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» ACCURATE TIMING 
>) WITHOUT WINDING 


Player or spectator — 
your arm's natural 
motion during normal 
daily activity keeps your Mido fully wound. 
Note in the mechanism sketch the motion of the 
hammer pendulum which swings gently to and 
fro with every movement of your arm. 

Midos are 100% waterproof, shock-resistant, 
anti-magnetic—3 more reasons why they stay 
accurate throughout the years. Sold and serviced 
in 65 countries. All have 17 jewel movements. 
Priced from $42.50 up. (Federal Tax included). 


Write for illustrated booklet P96 and name of nearest dealer, Mido Watch 
Company of America, Inc., 665 Fifth Ave., N. Y. 22, N.Y... . in Canada, 
410 St. Peter St., Montreal. 


LTIFORT - 
Mw“peraitomatic - 


PIONEERS OF SELF-WINDING 100% WATERPROOF WATCHES 


¥ 
o 
> 
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Quality 03 lhe he ystene be silos! 
7, y 


Beauty and craftsmanship are a 
double compliment... dependable 


qualities you can always count on 


to sell for you. 


Merchandise illustrated 
slightly larger than actual 


sine to 8 . ; 
ize 10 how Ee ae write for our brochure of rings and 
watches. 


G4 aS Clnylity 16 EAST 52nd St, N.Y. 22 


THE JEWELERS’ CIRCULAR-KEYSTONE 













WATCH NEWS OF THE YEAR! 


National Advertising in 8 Big Magazines 
tells 22 Million Readers monthly 


that Pierce Watches are... 


WATCHES 


MONTH IN AND MONTH OUT during 1946, an are scientifically checked and charted before the watch 


avalanche of advertising will blanket the country with 


Pierce’s dramatic new story, ‘’Pre-timed by Electronics.” 


is allowed to leave the factory. 


M ; To the jeweler who sells Pierce Watches, the guarantee 
This national advertising for Pierce Watches is keyed 


to a proven fact: that dependable timekeeping is the 


customer’s first consideration in the purchase of a 


—‘pre-timed by electronics’’— offers an added assur- 
ance of accurate, trouble-free performance. To the 
purchaser it means a new and greater confidence in 


watch.* 
the dependability of the watch he buys. 


And now, Pierce gives the American public a precise 
standard by which to measure the accuracy of a watch 
—to a split second! Through the miracle of electronics, 


the performance characteristics of every Pierce Watch 


Thus, another significant chapter is written in the 
history of Pierce Watches...renowned since 1883 for 
their traditional precision, beauty and craftsmanship. 


PIERCE WATCH CO., INC., 22 W. 48th STREET, NEW YORK 19, N. Y. 
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OF TESTED ACCURACY 


*A recent American 
Magazine survey of 
consumer buying 
habits rates accuracy 
first among all other 
considerations in the 
purchase of @ wotch. 
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We Have Pledged Our Financial Support To 
The Jewelry Industry Publicity Board’s 






Three Year Pregram. HAVE YOU? 











<tnintahnepesnstamnesinounlie 








Your wholesaler knows the answers to your buy- 
& ing problems--and gives them to you straight. 
He knows that your success is his success. 


Acme Ring Therefore, his counsel is unbiased, construc- 
tive, conscientious. He makes it his business 

Mig. Co., Inc. to build your business by keeping you supplied 
OF NEWARK, N. J. with the kind of merchandise that will sell 


MANUFACTURERS OF fastest at the best profit for you! 
10 AND 14 KARAT GOLD RINGS 





DISTRIBUTED THROUGH LEADING WHOLESALERS 








100 THE JEWELERS’ CIRCULAR-KEYSTONE 








a 





here is a Diff 


XTENSION bracelets may 

look alike to the casual eye, but 
those who sell and those who wear 
Kestenman Extension Watch 
Bands know that they are un- 
equalled in design, craftsmanship, 
inner ruggedness, and velvet- 
like comfort. 


Nationally advertised in 
Vogue, Seventeen, and Esquire. 





KESTENMADE 


) WUT ee Le) 
FOR OVER A QUARTER CENTURY 
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TRADE MARK 








Sold thra wholesalers 


ROTHMAN & SCHNEIDER, INC. 


Manufacturing Jewelers 


2 West 47th Street AO \ ae Kl) ee Le ee 
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Princess Beatrice 
17 jewels . . . 22 diamonds 
#9721 .. . $600.00 


Princess Eileen 
17 jewels . . . 34 diamonds 
#9764... $1000.00 





Princess Alma 
17 jewels . . . 20 diamonds 
#9760 .. . $550.00 





Princess Madeline 
17 jewels . . . 22 diamonds 
#9747 .. . $775.00 


ALL CASES 10 PER CENT IRIDIUM PLATINUM 


COMG g 





WATCHES BY 








Borin available for your discriminating clientele . . . beautiful platinum timepieces’ 
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styled in the traditionally expert KINGSTON manner...priced from $350 to $2000. 
This and our popular priced line NATIONALLY ADVERTISED. 


Gee GHOn 71 VHA, Va APH oede | 


48 WEST 48TH 


STREET 


eRe TORR 19 ORK 
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? Quick, Easy Adjustability. |m- 
proved construction* permits almost 
instant length ‘adjustment of any Domi- 
nant band. No tools are required. A 
penknife or scissors is all you need. 


2 Super-Safety Buckles. Dominant 

buckles cannot open accidentally. 
They are a ‘double-safety’ type. Yet 
they may be opened when desired in- 
stantly — with a finger flick. 


Greater Gold Content. Dominant 

bands feature I4Kt. gold instead of 
I2Kt. gold in the gold-filled quality. This 
greater gold content increases band 
value, assures longer band wear. 


@ Extreme Flexibility. Dominant 

bands are so flexible they may be 
coiled around your finger. They hug the 
wrist, never bulge, present a ribbon- 
smooth surface. 


Dominant Bands available in 1/20 I4Kt. gold-filled (pink 
or yellow). *Patents Pending on Bands #110 and #150. 


Sold thru Wholesalers Only | 


= 
ULE LAR Te 


e Attleboro e Massachusetts 





Geeause of ther ¢ Important pbduantages 





a 
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a DRAMATIC DISPLAY taar errecrivety 


BACKS UP A DYNAMIC 
MERCHANDISING PLAN... 


tou a 
ESTED [Sa 
\# 












ae) LOURE-TESTED § 
/ LOVEBIRD 
4 DIAMOND; 
ARE Your 
GUAP 
DE 














DRAMATICALLY DEMONSTRATING 
THE QUALITY OF LOUPE-TESTED 
LOVE BIRD DIAMOND RINGS 








The best way to convince customers is to let them “see for themselves.” And that’s 
exactly what this dignified, powerful-selling display does! It lets window-shoppers see 
with their own eyes the true magnificence and clarity of Loupe-Tested Love Bird 
Diamond Rings, the utter loveliness of the settings. It captures their attention, their 
interest and finally, their business. 

Progressive jewelers in communities across the country have been capitalizing 
on the consistent quality and value of Loupe-Tested Love Bird Diamond Rings: This new 
power-packed display will bring them added profitable volume. IT CAN DO THE 
SAME FOR YOU! | 


Franchises still available. Inquire today! 


vy € S.3 
. qnavet MAR, 2 


| 


4 “Oupe restt? ° 
a G 
Onp Rk! 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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THE SINGLE STANDARD OF UASSE VARTA 


She WIVSSE VARIN factory in 
Le Locle, Switzerland, began its long 
career of fine watchmaking just one 
hundred years ago. Excellence in every 
detail — in every timepiece has won 
WLYSSE \VARDIN. a reputation which 
is synonymous with style and 
limitless skill in manufacturing 


faultless and beautiful watches. 


over 3000 


8 Grand Prix lt Observatory Awards 


UWLYSSE \ARDIN welcomes inquiries for franchises 


from reputable jewelers. 


mo ULYSSE NARDIN 


" INO mo 2) - 
LE LOCLE WATCH AND CHRONOMETER CORP. OF AMERICA 


SUISSE 580 Fifth Avenue New York 19, N. Y 
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DIMINUETTE . .. Ladies’ watch, blazoned 
by 28 finest quality, single cut diamonds. 
American cased in 10% iridium platinum 
...9 ligne, 17 jewel Swiss movements. 
Priced to retail at $875... 

Federal tax included. 


FIRST NIGHTER .. . for star performance 

... Rose colored, American case and 

basket weave band in 14 kt. solid gold 

... gold numeral dot dial, hand cut crystal... 
17 jewel, 6x8 ligne Swiss movements... 
Priced to retail at $400.00... 

Federal tax included. 


SAFETY IN NUMBERS... 


Landau is not a manufacturer's agent, but a free agent... 
not limited to one source of supply but sensibly selective... 
Our own ‘resident buyers abroad contact with several of 
the leading Swiss makers to insure a comprehensive line... 
and can always shop freely for new fashions, new ideas, and 
our customer’s current requirements. 

This open house policy gives the Landau line of imported 
watches outstanding value in every price range... permits 
the progressive jeweler to meet the needs and tastes of his own 
clientele with suitable stocks at saleable prices... and to meet 


competition on a better than par basis!...The franchise will 


grow in value as Landau watches grow in age and appreciation... 


Landau imports are priced to retail from $27.50 to $750. 


Your inquiries are invited. 


MAX LANDAU & COMPANY, INC. 


22 West 48th Street, New York City 
... opposite Rockefeller Plaza 


5 N. Wabash Avenue, Chicago, til. 
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Sceptron jewelry is sold through jewelers 


only. Consult your wholesaler 


Jewelry Creations 


SCEPTRON JEWELRY CREATIONS, 7 East 42nd Street. New York 17, N. Y. 
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SHRINE-EMBLEMS 


K41 


Available in platinum and palladium, 
either mounted with diamonds or un- 
mounted, drilled ready for setting. Also 
can be had in yellow gold, plain. 


EASTERN STAR EMBLEMS 
) K.55P Available only in yellow gold, 
2 enamelled emblem. 


359P Available only in yellow gold, 

i mounted with synthetic rubies, blue or 
@ae white sapphires, genuine garnets; em- 
~blem enamelled in official colors. 


KNIGHTS OF COLUMBUS 
-K 58 Yellow gold, diamond set, un- : 2 : 
mounted,.or plain. Enamelled. emblem. a K NIGHTS 0 , PY T. HEA 5S 


ODD FELLOW < K 56 Yellow gold, diamond set, un- 
3 K 57. Yellow gold. Enamelled emblem. ~ mounted, or plain. Enamelled emblem. 














| ee tae ae aaa isan 


Established Over A Quarter Century 


No matier what your fraternal order, no 
matter what your style inclination, there is 
an LB emblem that will meet with all price 
requirements. And the fact that it is an LB- BRO 





made article is your assurance of high 
quality at lowest possible prices. Wher- 
ever gold appears in descriptive copy in 
this advertisement, it indicates that mer- MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


chandise is 14K gold. 2 WEST 47 STREET © NEW YORK 19, N. Y. 
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How to Solve 


- Your Watch Problems! 


Ee Contact your wholesaler. Let him show you the new 
PACKARD and HYDE PARK 17-jewel watch creations, 


ke each a smartly-styled, dependable timekeeper 


available in several choice styles and case 
qualities, including 14 kt. gold, gold-filled, 
rolled gold plate. Make your selections 
and see how easily cheap idialies sell! 


Emil Leichter Watch Co., Inc. 
551 Fifth Avenue, New York 17, N. Y. 


. SEE YOUR WHOLESALER 
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YOUNG HEARTS SKIP A BEAT WHEN YOU 


Lovely matched sets, wedding rings and engage- 
ment rings in luxurious plastic gift boxes-—sell 
them separately or in sets. 

Wedding Rings With or Without Diamonds 


Sets available|in all price ranges 
starting from $25 


SELECTION ON MEMO TO RATED JEWELERS 


jethie SHLT ZL, Uy, 
Sticthe 








WHOLESALE JEWELERS * 80 NASSAU ST. * NEW YORK 7, N. Y. 
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This distinctive 
advertisement, another in the 


impressive 1946 Vulcain series, will appear 










‘color in the Fall issues of leading national 





you recommend a Vulcain Grand Prix Watch 


* 


your customers, it suggests their desire 


Yi 


tor the finest. For Vulcain Watches have 





been prized by perfectionists for 


almost a century. 


VULCAIN 


GRAND PRIX WATCHES 


CERO S 


~ ee SE 


WATCH COMPANY AVENUE NEW Y 
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Men's extra-heavy 
ring. Beautifully fluted 
mounting in 10K or 14K yellow 
gold, set with synthetic ruby, blue spinel, 
etc. Cabachon, buff, or faceted tops. 





LEADING WHOLESALERS FEATURE 


OTTON / FR 


BAER BUILDING BUFFALO 2, N. Y. 

















TRADEMARK MEANS QUALITY AER RINGS 
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RINGS BY 
“Buffalo Ring Q,, 


offer Old World Stones in 
sparkling New World settings 
... preferred by retailers 


everywhere. 


( 


BUFFALO RING CO.INC.] 


135 SOUTH DIVISION STREET BUFFALO 3. N.Y. : 


be | 
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TOP-FLIGHT — 


from every standpoint 


Waa we meon is that DOXA is not just another 
watch line, but a celebrated line that rates with 
the finest in the world! From the standpoints 
of distinguished quality and all-around 
dependability, as well as inimitable styling. 
You see here several strikingly designed new 


DOXAS that reflect the current trend... . 


BRIDGE WATCH COMPANY, Ine. 


Emil Leichter, Pres. 


CEERI SED £Oe. THE M.S. a. 
Shi FIFTH AVENUE % NEW YORK 17 
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Pest 


THE EMBLEM 








OUR INDUSTRY'S BRIGHT FUTURE 


The jewelry business... YOUR BUSINESS... can continue 


to be good, or get bigger and better, if your 
JEWELRY INDUSTRY PUBLICITY BOARD 


is permitted to carry thru its promotional program 





DON'T DELAY... 


PLEDGE YOUR FINANCIAL SUPPORT... TODAY 





























Have you? 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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Yes, like a racing thoroughbred, Alsan 
wedding rings are in front in gleaming 
eye appeal... Every Alsan Hand Carved 
Wedding Ring glows with elegant sim- 
plicity-—the result of careful finishing. 
Ask your wholesaler today to show 
you the beautifully finished Alsan rings. 










Sold thru wholesalers only 
THE “LINE OF BEAUTY” BY 









62 West 47th St., New York 19, N. Y. 


Western office: 220 West 5th St., Los Angeles, Calif. 
Mr. Albert B. Cohan, representative 
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S. J. SURNAMER CO. 


READY NOW — 
OUR 20th CONSECUTIVE 


OEM RY ALITA 
eatalog 


Replete with actual, vivid full 
color drawings, genuine 
process engravings ard 
effective layouts. Your choice 


of 35 pages. 


newspaper 
ULM hie 


35 romantic photographs, specially 
posed with Powers’ Models. 


Hundreds of line drawings. 
Terrific captions and copy. 


Dynamic layouts. 


two (2) days app 


S.J. Surnamer €0. 


ADVERTISING | 


370—7th AVE., N. Y. 
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Bridal Ring Company 
87 Nassav St. 
New York 7, N. Y. 








you'll be 
delighted 
— and amazed 
— at the 
speed they selll 


every account 

on our books 

has repeat ordered 
time and time again. 


you will tool 


a revelation 
awaits you. 


Bridal Rings sold 
direct from 
manufacturer to you. 


see this 
super-selling 
line to-day, 
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‘Canine Giassies 


three-dimensional 


BROOCHES 


STERLING SILVER 
OXIDIZED OR ROSE BURNISHED 


ji 4) 
CAA 4 ss 


LIPPER), 


Be to appeal to those who 
appreciate the exquisite features 
of the modern thoroughbred. 


Currently advertised in Vogue, Glamour, 
and The New Yorker. 


B. A. BALLOU & C0., INC. 


Established 1868 _ Direct to Retailers 
PROVIDENCE 2, RHODE ISLAND 


New York Chicago San Francisco 
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CULTURED PEARL GENUINE BLUE ZIRCON 
SYNTHETIC RUBY SIDES 


GENUINE STONES K SYNTHETIC 
TOPAZ SARDONYX ONYX ZIRCON RUBY SPINELS 
AMETHYST CORNELIAN HEMATITE EMERALD SAPPHIRE PERIDOT 
AQUAMARINE | TOURALINE 


IMMEDIATE DELIVERY FROM COMPLETE STOCK 
LADIES AND GENTS = GENUINE AND SYNTHETIC STONES 


SOLD THROUGH YOUR WHOLESALER ONLY 
Strato-liwe Kéwgd 31 NORTH STATE STREET, CHICAGO 2 
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FOR A CO @fwpeeTE SELECTION 
OF */~2 12 KT. GOLD-FILLED JEWELRY 


MATCHING 
NECKLACE 
ALSO AVAILABLE 

NO. 8761 


FEATURED BY 


36S. STATE ST. CHICAGO 
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DIAMOND ROUGH-GLORIFIED! 


For many years jobbers have been getting chip 
diamond jewelry through various companies. 
Now, we can give’ you the real facts! The 
Regal Ring Corporation is the direct source of 
chip diamond jewelry... for the jobber only! 


For the most complete line of promotion items 


i ensaatll 


ever developed .. . for beautifully made sets in 
10 kt. and 1A kt. gold in sizes from 4to 13... it 
will pay you to see Regal first!Write for confi- 


dential price lists and for memo selections. 


jy Linnean PRESIDENT 


REGAL RING CORPORATION 


HOME OF BUNCH RINGS 


Regal is your best source for inexpensive wedding rings 
and mountings. Regal gives you the job complete and 
typical of Regal values are the few styles shown here: 


Upper Left: 14 kt. gold set. Engagement ring 
with three chip diamonds — wedding band 
with five chip diamonds. Upper Right: both 
14 kt. gold. Five chip.diamonds in engage- 
ment ring—seven chip diamonds in band. Lower 
Left: Birthstones for the young lady. 8/6'/2 
octagon, hand engraved, highly polished. 
Lower Right: Individually cut birthstones. 10/8 
cushion. Artistically mounted, beautifully en- 
graved. Complete birthstone selections 











THE JEWELERS’ CIRCULAR-KEYSTONE 














FoR SEPTEMBER, 1946 





se 





OW Much Does 


» 


cost per carat 


Gel ailinia: costs atehaatiate yet if i 
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Z the success of your business — choose 

Wim your source of supply for diamonds 

: ~ &. carefully! Here, at the US Jewelry 

< “- Company you get a plus value with 
y = @- y eve fel all AaTe Lottialolactm Dilolislolale Mm Slalom Zell 
i } ( s oan mM O i eC buy Over 3 decades of fair dealing ir 
quality merchandise has established 
the US reputation for relaalol(chacMeastlive 


DIAMOND RINGS bility The beauty, the perfection the 


fine quality of Pride-more Diamond 
Buy them and sell them with — merit ie commence of — 
a who in turn are anxious to gain the 


300d-will of their customers 


WE INVITE YOUR INQUIRY 


D-23) 
W-X137 





D -XB225 
W-XA 146 


U.S. JEWELRY C€O.! 


———EEEEE WHOLESALERS 


BALTIMORE-1, MD. 


EASTON WATCH IMPORTERS 
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Bliss DOES IT AGAIN 





IN ADDITION TO OUR 


Rings- OMsis3 TRAY 






THROUGHOUT THE COUNTRY 




















we have developed a 24-hour Engraving service .. . 


To secure this wonderful service, an order for 
twenty sets of wedding rings will place our 
beautiful tray in your hands immediately. Your 
investment is less than $200.00. 


The engraving service is part of our regular 
24-hour service. The cost of engraving a set 
of initials is 75 cents per ring. This action will 
stimulate business. 





The symbol of 
fine rings 
for over 50 years 
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29 EAST MADISON STREET 
a CHICAGO 2, ILLINOIS 
— phone STATE 3876 ° 


Rings-O-Bliss 
service 
across the nation! 
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AS THY PURSE CAN BUY 


SLI fo SHO 


GRANA WATCH CORPORATION 


OF AMERICA 


NEW YORK 








--- In your store advertis. 


ing too, tell ’em— 


“As fine thy watch 
as thy purse can buy.” 


We're doing it in Fortune, 
Vogue, Esquire, and Glam. 
our. 

A beautifully mounted 
reproduction of the cur- 
rent GRANA advertisement 
is now ready for the count- 
ers and store windows of 
GRANA dealers all over 
America. 


Ask for yours. 


® Retail prices begin at $45. 


® Movements made by Kurth 
Freres in one modern plant. 


® Readily available parts are 
standardized and interchange- 
able. 


® Caliber range is 5% to 11%. 


® Cases in 14k gold; gold filled; 
and Stainless Steel. 


® Styles for men, women, boys, 
and girls, (and a limited number 
of lapel watches are available.) 


GRANA WATCH CORP. of AMERICA 
521 FIFTH AVE., NEW YORK 17,N.Y. 
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First ing 

to those } t d iM 

gance in come) | @ 

and quality in Op or " 
ities tn Star Rings “a e. 


ae = 


efforts to give high gneds prone si the 
advantages with Star Rings to which 
their business codes entitle them. 


PNA, AABr A eee RGA PIG ne anette an Sakae 


To protect you against the vicisitudes of 
indiscriminate retailing, distribution of Star 
Rings is invariably through wholesalers 
whose co-operation is so effective in servic- 
ing the saleability of Star Rings. Ask your 
supplier for details. 


Na es ER, 











pS «one OE De AME AEE 


Star Kiag ' MANUFACTURING ree 


|Melelisksel | } 1.O | 


887-889 MAIN ST. fae fe BUFFALO 3,N.Y 
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NC 


PEARLMAN, 


R 
ZATORS OF FINE JEWELRY AND WATCH CASES 


CR 


> 


N. Y. 


NEW YORK 2, 


0628 


0627 


WaAlker 5 


83 CANAL STREET 
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FoR YOUR LINE 






ACCESSORIES BY 





a 
} 
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prover 


A nay care faeh 


SATURDAY EVENING POST 
COLLIER’S 
HOLIDAY 


ESQUIRE 
VACA NATIONAL ADVERTISING APPEARS IN VOGUE 


=({ PROMENADE 


APPAREL ARTS 
HARPER'S BAZAAR 
TOWN & COUNTRY 








EVANS CASE COMPAD | 








a 
oa 


WATCH CASES 


A quarter century devoted to the principle: 


“Chere is no substitute for Craftsmanship” 


ACME WATCH CASE COMPANY 
270 Lafayette Street, New York 12,N. Y. 
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TAILERS AND THEIR WHOLESALE SUPPLIERS 
TELL US * THIS STATEMENT IS TRUE 
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UNIVERSAL’S MNhew 


Vij GOES THEM ALL ONE BETTER! 


—-IN BEAUTY, FEATURES, SALES APPEAL! 








NIVERSAL is proud to announce the new 1. Toast-Timer Dial—Makes toast to your taste 


addition to an illustrious family—a new, from “dark to light.” 
fully Automatic Toaster in the best tradition of a a a ea aay ae eee 
top-quality table appliances. It is beautifully witha temmmmegting tomting cycle. 


streamlined with new exclusive automatic fea- 
tures which make it the leader in the field. No 3. Clean-Easy Crumb Tray—Hinged bottom 


other Automatic Toaster equals it in sales appeal. tray is easily opened for cleaning. 









LANDERS, FRARY & CLARK . NEW BRITAIN, CONN. 
Unive.sal Appliances distributed in Canada exclusively by Northern Electric Co., Ltd. 


JEADERSHIP THAT BUILDS YouR a 
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ONE SPEED - ONE QUALITY 





<A SLE OS ANGE BER OR a Sa SI IE PRE ple 




















Hand work, skilled work, at a quality pace 
with no shortcuts, —that is the basis for 
the tradewise preference for the line that 


bears this mark . . 
ESTABLISHED 1880 


Cusyfee CHEEVER, TWEEDY & CO., INC. 


NORTH ATTLEBORO, MASS. 
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ELITE WATCH CASES — 
IN 10K YELLOW GOLD 






















with ‘4 

. STAINLESS STEEL BACK . 
For any 10!/. or 11!/, ligne movement, a . 

plain or sweep, thin or high. a 


% 


ELITE WATCH CASE CO. * 150 Varick St. New York — 
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@ Every Flex-Let Expansion 
Product is fully guaranteed 
* for one year. Ye 





XN > 

® We pledge that Flex- let 
Expansion Products ore 
sold exclusively through | 
reputable retail jewelers. \ 





P Giamal Bracelets gold 
"Individually boxed. 


\ 
\ 
\ 
\ 
\ 





f 





scribed, initialed or mounted with - 
fraternal emblem, Gold filled. 













Ci ( 
Dy Po iil 


FLEX- LET EXPANSION. PRO 


ured by F. & V. Mfg. Co. Inc., 373 Taunton 
| asta thy ive Sales ‘Olaatas 20 Wlact A7th St 









2 





. 


Here’s a smartly classic plaited bracelet fashioned 
after Grandmother’s braid, or the equally effective 
Sterling silver eye-stealer in a dainty basket weave. 
The simple elegance of our gold-plated Sterling 
silver Fleur-de-lis may, be used as fob or pin on 
gown or hat. 
SOLD THROUGH YOUR WHOLESALER TRADE MARK REG. U. 5. PAT. OFF. 


714 Sansom Street ¢ Philadelphia 6, Pa. 
Chicage Office: 10 South Wabash Ave. ¢ Harry W. Sherril 


Copyright 1946 by Admark THE MARK OF OUALITY JEWELRY 
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CARL-ART, inc. 


MANUFACTURERS of CHAINS and JEWELRY 


\ 


PROVIDENCE - RHODE ISLAND 














Delicate simplicity in 14 Karat gold jewelry by Louis Neff. 
WIDE RUBY STAR SET WEDDING BAND was designed 
and originated by the Ruby King. 


742D (Plain) $30.00 Keystone 
742/12 56.00 
742/15 62.00 
742/18 68.00 
742/24 80.00 


(Last number indicates number of stones) 


BRACELET BLINKER BALL, used as a drop, lends mystery and 
intrigue. Its emeralds, rubies, turquoises, sapphires, garnets and opals 
sparkle and blink with the light. Enchantingly decorative. Amount of 
stones vary with size. 


%" Diameter $120.00 Keystone 
1” Diameter 150.00 
1%” 180.00 


JEWELED SPRAY, aartistically sim- 
ple. Rubies or sapphires adorn individ- 
ual spokes. / 

¥% Round 5 stones $130.00 Keystone 

Full Round 8 stones 170.00 Keystone 

PLAIN SPRAY—shows perfect rich- 


ness for the basic taste. 


% Round $ 90.00 Keystone 
Full Round 100.00 Keystone 
( NOTEL— Matching earrings can be furnished with both 
jeweled and plain spray 


SPORT RING—designed with smooth 
elegance. Studded with 4 rubies, 1 dia- 
mond and | star sapphire. $150.00 Key- 
stone. Or 5 diamonds and 1 star sap- 
phire. $190.00 Keystone. Platinum and 
gold mounting, only $70.00 Keystone. 


ORDERS IN EXCESS OF $200.00—10% DISCOUNT 
ALL PRICES ARE KEYSTONE 
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DELPHIA, PENNA. 
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THIS 
IS. THE 
ADVERTISEMENT 


THESE 
ARE THE 
MAGAZINES 





Month after month our National Advertising is planned to help you 


sell more Nancy Lee jewelry. This advertising, reaching millions of readers in every 
part of America, is planned to bring more customers 
into your store. These customers will want to see and 


buy Nancy Lee jewelry creations. Take advantage 
of this national demand for NANCY LEE. 





One-twentieth, 12 carat gold filled bracelets, chokers, pend- 
ants, chatelaines and earrings, complete sets or single pieces. 


PROVIDENCE STOCK COMPANY e¢ PROVIDENCE ¢« RHODE ISLAND 


FOR SEPTEMBER, 1946 145 











FOR ALL TIME...FOR ALL MEN 





LEMANIA has for more than half a century met the most rigid requirements for accuracy and depend- 
ability. During the war, tens of thousands of LEMANIA chronographs and other precision instruments 
were used by the British Navy, Army and Royal Air Force under all conditions ... in every climate. And 
in peacetime the LEMANIA chronograph and the 
LEMANIA Stop Watch have been recruited for split 
second timing in international sports events! 

National advertising is scheduled in leading maga- 
zines to introduce the LEMANIA chronograph to the 


American Market. Prctsten Inilumenl Wakerw 


Since 188F 





WEST COAST: 649 SOUTH OLIVE STREET, LOS ANGELES 14, CALIFORNIA 


Sole Agent for the United States 
BERNARD S. LIPPMAN & CO. + 630 FIFTH AVENUE, NEW YORK 20, N.Y. 
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WATCHES 
ON TIME 
THE 


WORLD 





ERA WATCH CO. iro. 


VOL! Dhis 


ARTHUR BALCER CO. U.S. REP. 
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Or. rie V1 VIP LAA 


6 WEST 16th ST. N.Y. 19, N.Y. 
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THE JEWELRY WOMEN ADMIRE —DESIRE TO OWN 


The china is exquisitely transparent, the silver sterling, the 
glassware lead crystal, and her jewelry . . . Curtis, of course. 


Sold only through wholesalers 






THE a 


144 ~~ | CURTM AN - R. I. 
—_ iV! — 


INC PAUL BERGMAN, 144 Pine Street 
. Providence, Rhode Island 


Chicago Repré 

MAX COHN, 29 E. Madison St 
Los Angeles Representative 

AL GOLDBERGER, Pershing Square E 


CURTIS STYLED LED AND 10 KARAT GOLD 
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Lathin Watches Lead In 
All New Styles tor Post-War Demands 





... Scientifically constructed 
... nationally accepted 


» 


WATCHES OF ACCURACY #3 








LATHIN WATCH COMPANY 


Importers op Watches 
580 FIFTH AVENUE ‘ NEW YORK 19, N. Y. 
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A brilliantly original bird motif 
by French in sterling silver 
finished in yellow gold and dash- 
ingly enlivened with flashing 
rhinestones and contrasting 
colored stones. 


a YOuR ome Se ee ee eS 


Cheneh Yurelry Co 


—_ 


86 PAGE STREET PROVIDENCE RHODE ISLAND 
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OME years ago, at the start of 
“these troublous times”, we laid 

a course that we felt we could 
steer through the war years and the years 


of reconversion following. 


We called 
a spade a spade when commenting on 
the future. But we believe we kept faith, 


We made no rash promises. 


—steered a straight course, protected 





those who went along with us—in spite 


New York: A. H. Betz, 
9 Maiden Lane. 


Chicago: A. B. Pinero, 
29 E. Madison St. 


Seattle: J. F. Loveridge, 
4014 Brooklyn Ave. 





CHAINS « BRACELETS * LOCKETS « KNIVES 
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Steering the Course 
we had Planned} 


and making Progress against wind & tide 


* BABY JEWELRY 


\ 
™ 





of adverse winds and tides and fogs of 
those abnormal years. 





Today we are doing a ZJittle better in 
volume and variety of styles. 


Still we make no rash promises. Pro- 
duction conditions have not yet really | 
improved. Adverse winds, tides and 
fogs are still there. 1, 


But we are steering the course toward | 
full service for you. 


‘ é 

; 
i a 
bE; 


LeStage Mf g. Co. 


NORTH ATTLEBORO, MASS., U.S.A. 9 


aes - 
i. 


* IDENTIFICATION BRACELETS 4 
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All over ive world. . 


MADEMOISELLE 
the watchword is 


HOMIS Hie 
a CAQUULE. 


HOMIS WATCH COMPANY, INC. * Manufacturers of fine timepieces since 1898 BS; 





Distinctive beauty and 


precision movements are an 
integral part of every Colomby 


watch ... the gem of fine wrist watches. 


COLOMBY WATCH CONG. 


580 FILPTH AVENUE, NEW YOR K 19 ‘4 
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AKnown the world over 


for craftsmanship beyond the reach 
of common art, Superb cases are again going to all parts 
of the globe by international demand. 
We offer our deepest appreciation of this enthusiasm, 
and promise continued prompt deliveries. 


SUPERB CASE MFG. CO., PROVIDENCE, R.1. 


LIGHTERS 


CIGARETTE CASES 
COMPACTS 












€ t, : 
Clever hands create feauly 
0 








e., 
| wy Fs 
f Yf ~“ 








WV TRUL / INE fou Avs | 


Many extra hand operations by highly skilled 
craftsmen gives Truli-Fine creations that subtle dif- 


ference — that “custom-made” look. 


1/20 12K gold filled jewelry 


NY} fo Mele Wa iiinolele Lam Zell amwaslolityel its 


IT'S DIFFERENT...IT'S FASHION-WISE...IT'S TRULI FINE 























Manufacturers of Truli-Fine Jewelry Creations 





SO WEST EXRCWANGE STREET * PROVIDENCE 3, R. I. 
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No. 455 
Heavy Cast 
6% dwt 
$16.50 each 


Heavy Cast 
64 dwt 
$16.50 each 


* ROGERS & BROS. 
DEWALD RADIOS an CHAS. ROTHMAN 
EXCELL KR - RICHELIEU PEARLS 
EVANS CASE CO. ‘RESee “s, SAART BROS. 
FINBERG MFG. ‘ x SHIMAN MFG. 
ISKIN MFG. and WATCH CO} . SPEIDEL CORP. 
KESTENMAN BROS. OSTBY & BARTON . =). >.>. VAN DELL Co. 
S. KORFF & SON P.& HW BRACELET {1c 4h, WALES WALLETS 


LEDERER (GOLDEN WHEEL) RAMEL MFG. =. sy) + © | WEBSTER SILVER CO. 
id ; g _and many others 





ILBERT E. PRICE | HE 


10 SANSOM STREET @ PHILADELPHIA 6, PA. | 
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For you, you retailers who are planning to 


cash in on the biggest holiday season in history dry shaver ¢. y WARD 


.. Christmas Eve is here right now! 


* 





Vestpok has had astonishing acceptance by the 
public ever since it was introduced last April 
and the demand has never slackened. Here is 
rapid turnover and substantial volume for 
you. Perfect for Christmas. 
















But, supplies are still scarce! We may be 
forced to do some rationing of orders again. 
It will help us to help you if you'll get your 
Christmas order in quickly! Vestpok Division, 
Ward Machine Co., Inc., 966 Main Street, 
Brockton 64, Mass. 


” *Reg. U. S. Pat. Off. Pat’d. and Pat. app’d. for. 
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SEMCA WATCH COMPANY 
30 Irving Place, New York City 
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ciiver-Plated 
# GIFT TRAY? 





P ERENNIAL gifts—always 
good. Armor silver-plated 
trays are finished in a beauti- 
ful, high polish — handsome 
and profitable additions to 
your gift section. 





The plain and pierced canape trays 
shown are about 11” in diameter. 


Large Waiter size approx. 12” x 20” 





“GIFTS OF MERIT” — 





BY MASTER CRAFTSMEN 





+ comr 
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: FELCA WATCH CORPORATION © 522 FIFTH AVENUE, NEW YORK |! 
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ORDON COMPANY 
Little Folks 


100 STEWART i PROVIDENCE 3, RHODE 














MANUFACTURERS OF he Lelie Grade rote] Gol -1 31 1-te] =a") 1 - Sa ete) Moll \\lolicto! Moll 41 ak 10) 
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B-254 Two-tone Massive tial Bracelet 
$9.00 dozen 
N-854 Two-tone Wii Choker 

; $18.00 dozen 

: L-736 Gold-filled hand engraved Locket 
3-Tone finish. Gift Boxed $30.00 dozen 

be L-734 Gold-filled genuine” 

Mother of Peérl Locket 

: iG 820s gift boxed $30.00 dozen” 

Not shown 1-735 Geld -filled hand engraved 
3-Tone finish book shaped Locket 
as above. Gift boxed $30.00 dozen 

. 











OUR LINE 1S OPEN FOR SELECTED WHIOLESALERS IN A FEW TERRITORIES 


HL. WIRSH & CO. 


OE casa Es hia oie 


89 EDDY STREET PROVIDENCE, RHODE ISLAND | 
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For 142 Years the art of creating trustworthy time- 


pieces of distinguished beauty has been a Blancpain 
Family tradition . . . Today, the same high standards 


of precise timekeeping and exquisite design are main- 
tained in the new selections of Blancpain watches, 
featuring Custom-fashioned cases . . . Inquiries from 


representative jewelers are invited. 


‘Distributed in America by 


ga 


* 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incablot can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal to that of the other 
parts. This device ensures greater solidity to all watches, in 





their working capacity as well as their value. A watch withoul 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 


How it works 


The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man ju 

stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





INL . LL) 


Now look how it works in the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. imme- 
diately after, thanks to the pressure of the Incabloc spring, the 
balance automatically resumes its original centrical position. These 


<> halance staff 
tea minimum movements represent 5 to 7/100 mm. but are sufficient 


‘ y a) (}) 2 . WD to eliminate the danger of rupturing. 
LVOABLOC é 


of, 
me ITS POPULARITE 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable — a great advantage to 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of ifs quality — have never come up fo the real Incabloc. 


The block 


Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 











Incabloc spring 








A remarkable discovery in itself. 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 








/ UML 
WLLL 
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i AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK | 
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A Well Matched Pair 


MATCHED for quality, durability and style, Verflex 
expanding watch bands for men and women will be 
an important item in your inventory of quick-selling, 
customer-pleasing jewelry. 

PACKAGED distinctively in modern transparent cases, 
Verflex bracelets sell themselves. They combine deli- 
cacy and beauty of style with strength and durability 
of construction ...a combination that keeps customers 
satisfied. 

ASK YOUR JOBBER to tell you about Verflex expanding 
watch bands and our dependable service, or write 
directly to us. For customer and dealer satisfaction, 
Verflex bracelets for men and women are a well 
matched pair. 





¥ 


355-365 DEXTER STREET * PROVIDENCE,R.1. ef 





Ss 



































Approximate Retail Prices (plus tax) 
892 E — Earrings $6. pr. 
: t " 1056 P — Pin , 10. ea. 
uxurtous and stately “Period Pieces’’ 190 — Pin & Earring Set a> Ber ost 


1105 — Pin 11.25 ea. 
a: 1120 — Chatelaine 21. ea. 


in gleaming gold-plated sterling resplendent 
with glittering jewels.* 


Sold through wholesalers Moderately Priced 


MANUFACTURERS OF FINE GOLD JEWELRY 


HTTLEBOR® @ MASSACHUSETTS ° Rew YORK! © 38 CAST Bern STREET 
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BBMETINE .. <nece arsine ae 


Ever since the first showing of Hemetine — which met with such unqualified 
acceptance, all eyes in the jewelry trade have been watching HEMETINE for new 


developments. Now it’s here . . . the New HEMETINE Countersunk . . . a 


one-and-only in design, priced exactly right for your mass market. 





a Delivered with hole and slot to provide quick, easy 
attachment .of the initial or fraternal emblem. 







pb Note! Initial or emblem set flush with top of stone. 
Won’t catch, crack or tear off. 


SEE THESE STONES IN THE NEW PRESENTATIONS OF 


AMERICA’S BEST RING MAKERS. GABRIEL WILLIAMS COMPANY 


17 West 60th Street . New York 23, New York 











.*REG. U.S, PAT. OFF., PATENTS PENDING. 
(Not to be confused with hematite, or other substitutes.) 
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English Gadroon 
Book Ends. (No. 32) 


Double Cherry Crystal 
Ash tray (No. 27) 


THE CHOICE OF THOSE WHO PREFER THE FINEST | 









Your first step 


A TORR te 


to greater profits 


Baby’s “first” shoes preserved in bronze, 
silver or gold are heirlooms to be treasured 
always by millions of parents, grandparents 
and friends in all walks of life. And it’s top- 
quality Mason Masterpieces that appeal to 
this vast, ever-growing market. 

Your “first step” to cash in on this market 
is to inquire about a Mason Masterpiece deal- 
ership. Write us today for details on this , 
high-quality, profitable line. Agencies are 
available in many communities! 


L. E. MASON COMPANY 
BOSTON 36, MASSACHUSETTS 
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old Fill 






Destined for wide appeal in the fashion world . . . 


beautiful 1/20th 12 Kt. gold filled jewelry, created in 






the tradition of fine craftsmanship. Look to these original 







designs, glowing with lovely simulated stones and pearls, 


to give new and added impetus to sales. Encased in attrac- 






tive American Beauty velvet boxes. 







‘ee CORO, INC., 47 West 34th Street, New York 1. N. 








+i $7.75 each, boxed 
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185 EDDY ET © PROVIDENCE 3, R. 1. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











3 3 Pus ai fi. ie pe : é 
ys sf. <i tl : eS : ae : Pe 
DO RAP RE ee pe Bie 


a 





Re | 


DPB) oy 4 


oe 


aoe 
» 


ae 





a F 
rad « 
x ~~ F 
." 
> v9 
> e 
i eth 
2 al 
r 4s ? 
; 
? * 
* | ce 
" 
* 
% 
‘ 
, 

















with exquisitely delicate golden Jace studded ratio! 


Sparkling Oriental Tubies, and bound with a perfect diamond 


knot. The complete pin is handwrought to Perfection in our 
Own shop. 


des 


| en. a 
‘ans patented 


_ 











to match all pieces 


Brilliant, colorful flowers frozen not in ice but crystal- — 

clear lucite! Here's a spectacular Anthony creation, a 
process never before used, The almost unbelievable 
artistry in three dimensions creates the most striking 
effects ever achieved in lucite. The pieces are set with 


gleaming rhinestones on gold-finished sterling silver. 


Anthony proudly presents the newest application of 
lucite to jewelry with irresistible sales appeal. 


Sold thru Wholesalers Only 


NOVELTY 


ee eee ee ee PROVIDENCE, RHODE ISLAND 
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OVER 250 DIFFERENT STYLES 
WRITE FOR CATALOGUE 


OLAND JEWELRY CO. 


87 NASSAU STREET . NEW YORK 7, N. Y. 
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JEWELRY ¢ AUTOMADE 








DEPENDABLE — ca Zauakity 


DEPENDABLE — «a Workinaushi~f 
DEPENDABLE — ¢«« Value 


AUTOMATIC CHAIN CO-. 


ee ee ee ee ee ee - | - 
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America’s Distinguished Ladies’ E-X-P-A-N-S-I1-O-N Watch Band 


+ 


Available for Immediate Delivery 


Beautifully designed, gracefully stream- 
lined, the Bretton “Queen” is one of the 
most popular expansion watch bands on 
the market. New friends are being won 


by this 14 karat gold era macas: day. 


Order your supply now and display 
aataeel prominently. $42 each Keystone. 


Retails for $50.00 each including tax. 


MAX SCHECHNER & CO. 


Wholesale Jew lers and Im porters 


48 WEST 48th STREET NEW YORK 19, NY. 
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DISTRIBUTION THRU 
WHOLESALE JEWELERS 
EXCLUSIVELY ..... 





MARVEL JEWELRY MANUFACTURING co., PROVIDENCE 


178 





THE JEWELERS’ CIRCULAR-KEYSTONE 





¢y ALESSIO 


D ISCRIMINATING retail jewelers who sell Alessio 


creations have the opportunity of satisfying a select 
clientele who want the smartest fashions in jewelry. 


#222 Cover Watch . . . 14-kt. pink gold #504 Pin and #61 Earrings to match 

adorned with diamonds and rubies. . . . 14-kt. natural gold set with dia- 
monds, rubies and moonstones or 
white gold set with diamonds, sap- 
phires and moonstones. 


JOSEPH ALESSIO 


MANUFACTURER OF FINE JEWELRY 














607 FIFTH AVEFTNEW YORK 17, N. Y. 
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ASK YOUR WHOLESALER FOR DETAILS OF 
HOW TO CASH IN ON THE AMAZING 
PROGRESS OF THE VELVA PEARL LINE 





Sold Exclusively in Canada by Arennes, Inc., Montreal 
Sold Exclusively in South Africa by H. Canard & Co., 


Johannesburg & Capetown 


Sold Exclusively in Cuba by Del Riesgo, Havana 




















© inies design which helps 
= ) to magnify the size and brilliance 
4 ae of each diamond distinguishes 
these new platinum diamond ring 
mountings by Marlin. Created 
with an eye for beauty and origi- 
nality, they fulfill the exacting 
standards which characterize all 
= Marlin Jewelry— dependable qual- 

ity, expert craftsmanship, original 


design and unexcelled value. ay 





iphe 
| 


Feature rings by Marlin for extra 





, 
yh Ni 


prestige and profit. 











<MARLIN =< 


TRADE MAw« 









» 


Division of PERKEL & KNAPP, Inc. 
10 West 47th Street * New York 19, NY. 


MARLIN 










CHICAGO: Louis E. Sherman, 29 E. Madison St 
SAN FRANCISCO: Horold L. Levene, 210 Post St 
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-ynt-FLEX 


_ pENDING BRACELETS 


Symmetrically made 
with jeweler’s technique 
24 Karat gold plated with 
that “real jewelry” look 








The maker of a good article never hesitates 
to place his signature on his product. 


All of this is true because we have our imprint 
by die on each article, as well as having same 
suitably tagged for your identification. 


Uni-Flex Bracelets imply style and craftsman- 
ship with a finish simulating expensive jewelry 
—looks more than the cost. A sturdy made 
bracelet, built with the “know how”. At popu- 
lar prices. 


LOOK FOR THE SIGN OF THE UNICORN 





Sales Representative: rthu 
SHOWROOMS: 366 FIFTH AVENUE, NEW. Y 
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A piece of jewelry of classic beauty 


executed in 10K gold. A new watch 


band, fully expansion, created for you 


by La Mode, a name to remember. 
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ZIPPO national advertising 
to boost your holiday sales 
will be more than double 
any previous campaign. 

To the left are shown but 

a portion of the media 

that will bring orders 

to your store. We have 
available counter cards, 
streamers, mats, cuts, 

radio scripts, suggested 
advs., etc., etc. 

Get back of ZIPPO—the 
lighter that made the world 
lighter-conscious. Remember 
no dealer or customer ever paid 
a cent to repair a ZIPPO. 


ZIPPO MANUFACTURING CO., DEPT. X, BRADFORD, PA. 











, like Case 
siie0.$ 1.00 extr e re retail ! 
for jnitial or 548 Prices quoted - I 
eT Attach to firm letterh i 
exer ead and mail , 
THE AMERICAN aon Sen OR. I 
LEGION BRADFORD, PA. | 
MAGAZINE Please send price list of complete ZIPPO line and new items. | 
- I 
l 
a : ~tniaticd 
meee eee aaa a eae ee eee ae — 
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*New “LOVE and VANITY” 
design with genuine 
white Zircons 


=|. 
Jashioned in 


with beauty to spare 





















amimariino 


SAMMARTINO BROTHERS COMPANY 
FINE JEWELRY CRAFTSMEN SINCE 1917 






PROVIDENCE 3, RHODE ISLAND 


p24 
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i het Watches 


STYLED by Shanhotty 





The beauty of line nied styling 
seventeen rpear ai 
to kindle the 

two and twenty- th 
Pid rg prndirens ngewe out. 
by the changelese brilliant whiteness of) — 
the palladium cases. : a ee 














3 SYNSOM STREET 
PHILADELPHIA 6, PA. 
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Costume Jewelry 
of Rare Distinction 


New visions of beauty . . charming 
.. lovely . . to thrill the woman with 
gleam of gold and flash of color. 
Jewelry styled by artists and 
brought to perfection by skilled 
craftsmen to whom each detail is 
of utmost importance. This com- 
plete line of costume jewelry will 
- truly bring the glamour of Fifth 
Avenue to your counters and 


displays. 


In 10 Karat Gold and 
1/20 12K Gold Filled 


ATLANTIC NOVELTY JEWELRY CO. 


387 Charles Street * Providence 4, R. I. 
New York * Chicago * Los Angeles 
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There’s no doubt about it! The unique Guildcraft erole)o Mm lelth} 4.44441 1c 


KM 


pattern — COSMOPOLITAN 
is evoking a tremendous response among discriminating 


campaign — featuring the inspired ‘Concerto 


aaa oe AMERICAN HOME 

women everywhere! Appearing in 9 leading national 

magazines, these distinctive, deeply-appealing PARENTS’ MAGAZINE 

advertisements are creating a ready and highly profitable. BETTER HOMES & GARDENS 
' ’ ‘al ; 

market for you! As increased quantities of Guildcraft HOUSE & GARDEN 

Silverplate become available, you will find it wise 


BRIDE’S MAGAZINE 
to feature this outstanding line. 


GUIDE FOR THE BRIDE 


uildvig HOUSE BEAUTIFUL 


masterpieces silverplate 


NATIONAL SILVER COMPANY 


BUSINESS FOUNDED IN 1890 





New York * Chicago * Detroit * Miami * Atlanta * Los Angeles * San Francisco * Portland (Ore 
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Her diamonds would Fool a jewel thief. = 
The tyth is — they are fabulous LITTLE WHITE LIES".... 


LEAD! NG JEWELRY 4 faa” Steiner 





SEE THE ENTIRE COLLECTION aT 389 Fifth Avenve, New York. 


*Rhinestone-sTudded jewelry in casted Sterling silver. 
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PRESENTS 
WITH 
PRIDE... 


ao 


ae 


Ladies expansion bracelet — so 
beautiful, so dainty, in precious 
1/20 12 kt. Gold Filled. Stain- 


less non-corrosive springs. 


Pipa EUER-HEART 


The child's expansion bracelet is a worthy 
companion to her mother's “LADY EVER- 
HEART.” New in styling—new in designing. 
Rich three-tone finish, hand engraved...hand- 
crafted. 1/20 12 kt. Gold Filled. Beautifully 
boxed. 


SOLD EXCLUSIVELY THRU THE WHOLESALER 


*Registration applied for. 


JEWELRY MFG. CO. 


157 ORANGE STREET* PROVIDENCE 3, RHODE ISLAND 
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Manufacturers and designers of fine specialty boxes and displays 





Middle Village. New York 
HAvemeyer 8-1276 


& 3 
ee 
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SMART 


NEW COMPACTS 
bY 


* 4” Diameter 
* Wafer Thin Edge 


* Beautifully Designed 


* Beautifully Packaged 
(Gift boxed if desired) 


In offering your customers the True- 
art compact you are supplying the 
top values and the top styles of 
today. 


Illustrated are the smart new Trueart 
Flappettes finished in hand-en- 
graved, hand-tinted. brocade; gold 
satin, adaptable for an engraved 
monogram or etched name, and 
handsome brocade design. 


These are the vanities of the year. 
For over a quarter of a century we 
have kept our customers up-to-the 
minute in style, quality and value. 


THRU YOUR WHOLESALER ONLY 


ESTABLISHED FOR OVER A!|QUARTER/|OF A CENTURY 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Dvcct le ete: 


= | © @) Gy ex i PROVIDENCE, a4. N. Y¥. ‘OFFICE, 286 5th AVENUE 
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REG. U.S. PAT, OFF, 


ABSOLUTELY PREVENTS TAL 














Our Fall national advertising campaign starts in September. 


Women will come to you for chests and wraps made 
with Pacific Silver Cloth—it prevents tarnish. Promotion 
materials shown here are yours for the asking: (1) counter 


display, (2) package folder, (3) ad service bulletin 


showing newspaper mats and other helps. They will increase 


your store traffic and sales. PACIFIC MILLS, 214 Church Street, New York 13. 


a 
een OR 4 hitung OF 


" Guaranteed by ® 
Good Housekeeping 
40740 tc at 











Distributors Chests| Bags | Wraps; Rolls 




















THE GORHAM COMPANY 

Providence 7, R. |. * * * * 
EUREKA MFG. CO., INC. 

Taunton, Mass... * * * « 
THE ALVIN CORPORATION 

Providence 7, R. |. * * * * 
THE GRAHAM ROLL CO. * * * 
1329 S. Floyd St., Louisville, Ky. | | 

WOLFSHEIM & SACHS, INC. * 

20 West 47 St., New York 19 * 
REEVE & MITCHELL CO. * * 


1110 Sansom St., Philadelphia 7 | ‘ 








WOLFF PRODUCTS CO. 
1150 Broadway, New York 1 * * 








L. LURIA & SON, INC. 
160 Fifth Ave.) N.Y. 10;Miami36 | * * 
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DISTRIBUTED EXCLUSIVELY 
THRU THE BETTER WHOLESALER 








MANLEIGH « Inc. « PROVIDENCE 3 « RHODE ISLAND 
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H. WEINREICH CO. INC. 


1321 Arch Street, Philadelphia 7, Pa. 
347 FIFTH AVENUE, NEW YORK 


MIAMI, FLORIDA @ DALLAS, TEXAS @ PITTSBURGH, PA. @© LOS ANGELES, CAL. 


FOR SEPTEMBER, 1946 








202 


Make haste with your wasted space, 
no matter how small! Luxurious, 
styled-right MAXIMILLIAN luggage 
will make it a money-earner—and 
there’s a real mark-up in it, too! All 
nationally advertised MAXIMILLIAN 
luggage is price-fixed within approved OPA ceiling prices. 








#6518 — Sleek beauty in a fitted Travelmate, 12” x 744” x 5%”. 
Alligator-grained leatherette with smart lucite handle and brass 
hardware. Red, blue, brown. Dealer $4.65, OPA Retail $8.45 plus 
tax. 


#715Z— Useful Utility Case of finest aniline-dyed cowhide. Ful! 
length zipper — waterproof lining. Suntan and Cherrywood. Dealer 


$5.75, OPA Retail $11.50 plus tax. 


#6535 — Attractive jewel case of saddle-stitched grained leatherette 
in red, blue or brown. Velvet lined inner tray with ring slot — case 
lined with moire. Dealer $7.50, OPA Retail $15.00 plus tax. 


#790Z— An outstanding, gentleman’s Dressing Case of smooth 
aniline cowhide equipped with gleaming chromium fittings. Suntan, 
British Brown, Cherrywood. Dealer $11.25, OPA Retail $22.50 


plus tax. 


#6516 — Desirable Cosmeticase and Overnighter for Milady in Alli- 
gator-grain leatherette, 11 1/3” x 9” x 5%”. Fitted removable tray; 
shirred pockets; washable lining, lucite handle. Red, blue, brown. 
Dealer $13.50, OPA Retail $24.00 plus tax. 


MAIL ORDERS FILLED PROMPTLY Since 1888 CIRCULAR ON REQUEST 


Incorporated 


I. PRESS z SONS 


811 CHESTNUT STREET, PHILADELPHIA 7, PA. 
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RISING TO NEW HORIZONS OF POPULARITY... 


firs Cess fo oe 


the ladies’ expansion band of precision, style and design beyond 
comparison . . . combining eye-appeal with sales appeal for easy 


selling. 
The perfect sales companion to the King by Enel. 


Place your orders now and be ready to tie in with our Fall and 


Winter advertising promotion. 


ENEL MANUFACTURING €0., INC. 


178-80 West 102nd Street, New York 25, N. Y. UNiversity 4-1920 
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COMPARE THESE 
~ ROLBALL FEATURES: 
: es Guaranteed to write 2 years 
| with average use on a single 
| @ New ink cartridge available 


for $1.00 in exchange for the 
‘old one. 


-@ Writes smoothly on any kind 


la _ of paper or material! 
pee pes a 
_ © Dries instantly as it writes! 


ey water and high in the sky! 
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For FASTER, MORE PROFITABLE 
in BALL-POINT PENS ~_ 









































nT a 





21 East 40th Street ee New York: 16, NEY. a 












NO OTHER BALL-POINT PEN 
HAS SO MANY EXCEPTIONAL FEATURES 
AS ROLBALL AT £7.50 (retail 





No other ball-point pen sells as easily and effortlessly as the & 


popular, strikingly packaged ROLBALL. For ROLBALL is the mir- 
acle achievement of ball-point pen making, embodying every : 
worthwhile feature for easier, smoother writing. Smartly designed 
and sturdily constructed for lifetime satisfaction, it has a tiny pre- 
cision steel ball and ca chemically perfected ink cartridge which 


_will write for two full years, with average use, without refilling. 


Be the first jeweler in your city to feature and cash in on ROLBALL © 
— America’s greatest ball-point pen value! 


Contact Your Wholesaler or Write, Wire or Phone Us Direct. 


LAURIE SALES CO., Inc. _ 


Sales Representatives . __ 


Telephone: MUrray Hill 3-8238 ~~ 


NEWSPAPER AD-MATS 
AVAILABLE TO DEALERS 
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Gleaming beauty handset 
in sterling silver.... 


. 560 


Wathitel (Xe im At-ae Galel iat 
Made to Order 


Sherwood Lee combines utmost skill 
and infinite care with the basic beauty 
of sterling silver with a rich Rhodium 
finish . . turning out their marcasite 
masterpieces. Diamond-bright beavu- 
ties that follow the latest trends in 
women’s jewelry . . distinctive vari- 
ations on men’s tie chains personal- 
ized by initials or Shriner and Masonic 
emblems. All designed and crafted to 
appeal to the knowing eye. Making 
Sherwood Lee the name most promi- 
nent in the marcasite field . . from 
fashion jewelry to crosses and mir- 
aculous medals. 


No. 407 $59.00 No. 319 $8.50 

No. 307 $35.00 No. 502 $11.00 

No. 323 $13.00 No. 560 $15.00 
No. 555 $18.00 


All Ulustrations Two-Thirds Actual Size 








Cal inant fe i COMPANY 700 cuestnut st « PHILA. 6, PA. 
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Catalog On Initial Tie Chains Sent On Request 
All Prices Keystone plus Federal. Tax 
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y adjustable. Double guard. In 
>wi/2012 K. gold filled, 
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MEN'S EXPANSION WATCH BRACELET 


201-Y' Super-flex end links. Expands 2'2 times 
closed length. Beautifully carded. Guaran- 
teed. ! 20 12 K. gold filled, stainless steel bacle. 


Yellow or pink gold. 


SOLD THROUGH WHOLESALERS ONLY 


CLASSIOUE JEWELRY MANUFACTURING CO. 


Factory: Offices: 
117 36th Street, 395 Broadway, New York 13, N.Y. 
Union City, N. J. WOrth 2-7663 
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HRSA Aas GOMPANY 


Famous for es ewelry of Elegance 


= APIS, 
SE cae >, 


Introducing a new fashion 
jewelry trend . . . Asymmetric 
jewelry of Sterling Silver, 
_ 19K, Gold plated. Available in 

Aqua, Ruby, Amethyst, Topaz, 
Sapphire simulated stones. 


ol a 


7 ; > 
ae ier. - & 
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ANNOUNCES 


A Catalogue Presentation 


of their complete line 


COMPACTS 
with innovations exclusively Zell in CIGARETTE CASES 








metals and leathers. in metals and leathers. Individually or 
‘ in sets. COMBINATION SETS 
compacts and cigarette cases or cigarette cases 
and wallets for the ladies. Cigarette cases and 
wallets for the men folk. 


oa \ 





Our complete new line 
‘mow on display at 
ZELL Showrooms 


d 
347 Fifth Avenue, New York Sen f or pour cer of 


this catalogue now 
THE ZELL coMPANY 
536 BROADWAY, NEW YORK 12 


"Proud Possessions of Particular Women 
... who appreciate the finest” 
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Presents the Glamorous BRETTON QUEEN 


S BANK BUILDING 
New York Office: 58 
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MARKINGS ON THE TAPE 


ee 49 


ACCURATE 
DEPENDABLE 


THIS BOOK ANALYZES THE 













TIME? ee 






LESS 2% FOR CASH 


PRICE INCLUDES 
EAR PHONE 



















New 
1 ir 
Additional Gey". 
Improvements a 


found 
only in the 


NEW 


MODEL G 


PAULSON 


TIME-O-GRAF 


IMPROVED MICRO PHONE PICKUP with increased 
sensitivity. Can be used for waterproof and curved back 
watches without the need of an adapter. Patented spring 
clamp for holding watch on microphone . . . IMPROVED 
PRINTER ASSEMBLY that rates watches of all beats 
. .- MOTOR ENGINEERED for one specific job . . . 
CONTINUOUS RECORDING ... rolls of tape easier 
placed in machine. Latest type tubes used in electronic 


Science of 


INCLUDES 
HEAD PHONE 


PAULSON FIRST IN THE WORLD 


PAULSON FIRST — FAR IN ADVANCE 





ideas in efficiency. 


CRYSTAL CONTROLLED. 


Which means absolute accurate time comparnon 


tape, ready to wee on 110-125 wok, 60 
cycle current. =A 


4, yy 
ae Taran 


WITH WATCH TIMING MACHINES me) (aA 


When you know the REAL FACTS nothing 
will keep you from installing the PAUL- 
SON TIME-O-GRAF with its superior ad- 
vantag Paulson, you know, the first to 
introduce timing machines has kept the 
lead and today offers you the very latest 


MODEL G a 
idan a recording AY \e) 30% 
a ? if 


$490 "6 oe rie , | 


i) 


CONTINUGUS 
TAPE 


INSTANT 
READING 
































circuits, which increase operating efficiency. Circuits de- 
veloped in war years which represent advances in design 
and accuracy of Frequency Standard and Multi-Vibration. 
Complete re-design of chassis and case to permit fast 
and economical repair of any damaged or worn part. 
Printer designed so that immediate repair can be made 
on a unit replacement basis which aise the life 
of the overall machine. 


COMPACT IN DESIGN, LIGHT IN WEIGHT AND STYLED TO MEET MODERN DEMANDS. 
OTHER EXCLUSIVE PAULSON ADVANTAGES 


ROTARY PRECISION DIAL consisting of 7 parallel 
lines which quickly find the angle and with dial second 
marks on rim shows instantly the exact fraction of sec- 
onds, of gain or loss .. . RECORDS obtained in all posi- 


HENRY PAULSON & C0. - 
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37 SO. WABASH AVE. 


tions on one continuous tape, all quickly and easily com- 


pared. No delay or confusion... CRYSTAL CONTROL 


always certain with absolute accurate time for compari- 


son. A tremendous advantage. 
CHICAGO 3, Ill 
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+ RUST-PROOF 
* STAIN-PROOF 


I: adjustable! It's scientifically designed to fit any wrist watch! It’s easily moulded 
to fit the wrist contour comfortably! Ideal for engraving, this wrist watch band will 
add to the attractiveness of any watch. Available in two models: The standard TRAIL 
BLAZER, made of highly polished stainless steel in a natural finish to retail at $3.00; 
or with outer surface plated with yellow gold and stainless steel next to the skin, to 
retail at $7.50* Trade Metal Products, Inc., which has taken over the complete stock 
and sales facilities for Trail Metal Products, pledges itself to a rigid adherance to 
the style and quality standards which highlight the value of this fast-selling band. 


IMMEDIATE DELIVERY! 





ATTENTION JOBBERS: Sold through job- MR. RETAILER: Order through your job- 


bers exclusively; write or wire for full details. ber only, or send us his name and address, 


*Priced Keystone 


ot 
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FEATURES: 


* WATER-PROOF 

- NON-MAGNETIC 
- NON-CORROSIVE 
* STAINLESS STEEL 
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aioe ad Sheer / 


Yeunanwrily Vref le! 
Lelicaiely Heahimed! 


Send for 


and Price List 
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4 These bright new bracelets are charmingly 
fashioned from the miracle metal. Instantly 
appealing to fastidious women because they will not 
discolor, tarnish or corrode from contact. Always bright 
without polishing. Simple to clean with soap and water. 
Available in 18 adult styles and 5 children’s styles, 
priced to suit all, from $1.95 to $7.95 retail. Order 
from above or write for catalog and price list. 


1704 GRANT BUILDING, PITTSBURGH 19, PA. 
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The World 2 Finest Engraving Machine 
NEW HERMES PORTABLE 


Meet tomorrow’s The fast modern way 


competition by Yolo mcomslelslem-1p 
graving... eliminates 


personalizing 


jewelry and merchandise returns 


alehavaelass _.no more refunds! 

















Western Representatives 


HIGBEE & DORRER 


) fee y ; 
; P Yj 315 West 5th Street, Los Angeles 13, California 
SCM CONICS, Ine. — ny) 


D) y HE tlh, Ceca LA7G Vp = VER 


13-19 UNIVERSITY PLACE, NEW YORE 2h Ff 


GRAMERCY 7-877-41 


FOR SEPTEMBER, 1946 






















| MATCHED DIAMOND BRIDAL ENSEMBLES 
& 


CREATED AND DISTRIBUTED EXCLUSIVELY BY 


ili, MeMdsaks Cepulens 


“THE HOUSE of JEWELS” 
VALDOSTA, GEORGIA 


ee ee 
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Bracelet by Leriek 


A new Lerick creation...a new jewelry 


Y-Vakvois(olgham Olala-meele lol iamellaulare [-tallel ers 
ol-X1felaMelsle M10] ol-1¢ Mage lactealelsriallo) 
scores with ‘The Dragon,” the 

24k gold plated bracelet that 

is setting pre-release sales 


records. Retail:about $10. 
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..T0 MAKE TODAY'S FINEST WATCH BANDS 


Yes, we're making today’s finest watch bands, But NO, we're NOT satisfied 
. . and here’s why! We want to make ‘omorrow’s finest watch bands, too. 





That's why we are constantly improvirg the styling and quality of 
ADMIRAL Watch Bracelets . . . constantly alert and alive to new oppor- 
tunities to make our products still more saleable and still more profitable for 
you. Right now, we are readying for market the smart new styles in watch 
bands for both Men and Ladies that will sell fastest in tomorrow's market. 


THE e 
E-X-P-A-N-S-I-O-N 
BRACELET 


Reg. U. $. Pat. Off. 
In Stainless Steel and Yellow or Pink Goild* 
Sturdy * Smooth-Fitting + Precision-Made 
Sold Through Jobbers Only 


M.F.G. WATCH BAND COMPANY 
98 Canal Street, New York City 


Chicago Office: SYDNEY SCHEINBERG 
29 E. Madison St., Chicago, Ill. 
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NS 
N. S. Jewetry Mec. Co., Inc. 


Manufacturers of Watch Cases 


Moved their factory and 


main office to — 


6215 MADISON STREET 


West New York, New Jersey 


Tel. UNion 3-7694 


New York Office — 7 West 45th St. 
Tel. BRyant 9-7452-7457 


Los Angeles, Cal., Office — Mr. Louis Rex Haven 
509 Loew's State Bldg.—Tel. Tucker 6300 


Chicago, IIl., Office — Mr. Louis N. Rose 
29 East Madison St., Rm. 1105 
Tel. Dearborn 2975 
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Star of France 
$9.50 


French Hevallion * 
A new line of Leonard Originals $11.75 
makes its debut, with these 
GF, musik pire? “Heirloom Pieces”. 


ca 2 Gold: ‘on Sterling, brilliantly cut imported 
“stones ina variety of jewel tones. 





JEWELRY \CO., Inc. (Wholesale Jewelers) 
» New York Office: 17 East 16th St., New York City 3 
West Coast Office: 111 New Montgomery St., San Francisco 5, Cal. 


/ 


| 
| 
| 
| 
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IN BUFFALO THE W@ acess | CIRM. ee 


IRA Rat) LENT : 


Featuring Americas Most Distinctive lewelry. Line 
SERVING JEWELERS EVERYWHERE 





- for. Now available for immediate d 








PARKER PEN . . . SHEAFFER PEN . _ KIDDIE KRAFT . 


. BLISS CO. & 

















IRAL DIAMONDS FREmaen JEWELRY . . . SONIA LEE .. . IJRAL PEARLS 









VAN DELL IRAL STERLING AND PLATED HOLLOWARE .. . LA MODE 








BRUNER-RITTER . J. B. BANDS 





GOLDEN WHEEL DRESSER SETS 


Crystal Perfume Sets — Aluminum Ware 


IRA LEVITE 


© aeCourt Street. . . < Buffalo 2, NY. 
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AMERICA’S MOST COMPLETE LINE 


OF FINE LEATHER STRAPS 


DISPLAY FOLDER BOOK 
A complete assortment of men’s and 
ladies’ better quality straps—calf, pigskin, 
lizard, alligator, cordovan— extra long | 
and extra short. Loose leaf pages, easy to 

replace. Holds 1 gross; takes a minimum ~ 
of counter or shelf space. Order complete, ~ 


KARLTON 1-PC. STRAP 
America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 
watch. . 


* 


#600 LADY BETTY 
Popular hand-braided 
straps in Calf or Pig- 
skin. Findings to fit 
any watch. 


ovr SOLD TO AND THRU 
a Are © WHOLESALERS ONLY—WRITE FOR SAMPLES! 
and polished 


ae wi aie DAVID GUSS & COMPANY 


Hond Be 
n 
Edge * MAKERS OF FINE WATCH STRAPS SINCE 1922 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 
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THE Georgian POWDER CASE 


LV GLEAMING STERLING SILVER 


Elegantly precise décor... 


constant play of light and s 











G-2—GS 10K Gold 
and Stainless. 
; Leatherette gift 
| box. $32.50 retail. 
Fed. Tax Inc 


G-1 —GFSe 1/ 20 12K Gold Filled 
and Stainless. Carded, $11.50 
retail. Fed. Tax Inc 


THE peacetel rom LADIES | 


BOE AA 
ed CHA} la ont 
ECO 4) / 
SASS 
" L-2—GS 10K -Gold and 


Stainless. Leatherette Gift Box. 
$25.00 retail. Fed. Tax Inc. 


L-l1—GFSC | 20 10K Gold 
Filled. Stainless Back. Carded, 
$9.00 retail. Fed. Tax Inc. 


SSS —m 


THE 
BADGE OF QUALITY, 
10 K. GOLD 


AND 
Svarmeess STEEL 


) —F ‘( ; 
STONE \ OS BB rRges 1s ht . me 


: A io, 
WAS) Si einth ¥ Atkips Q. 4874 . 
1. DIAMOND 


=. GELLER 220) \G Sth St. Loos A ra 


:, b adi Oa i i ale Fa te 
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We Announce 5 


NANASI Co. INc. 


Manufacturers of Watch Attachments 


Moved their factory and 


main office to — 


6219 MADISON STREET 
WEST NEW YORK, NEW JERSEY 


Tel. UNion 3-7448 


3-4465 
New York Office Los Angeles, Cal., Office 
7 West 45th St. 608 So. Hill St. 
Tel. BRyant 9-7452 Suite 413 
9-7457 Tel. Tucker 3939 
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So that the wounded... 
shall never be forgotten 





—, 








— Join the "52" Association 





On February 5, 1945, 52 public-spirited men met and formed the “52” Asso- 
ciation, whose purpose is to do everything possible for the wounded service- 
men. In an incredibly short time, the membership increased to over 1500, 
and many thousands of servicemen have been given the best evening they 
ever had—a carefully planned evening that is paid for out of the $52 yearly 
membership dues. 


They are taken to the Waldorf-Astoria, Longchamps, Reuben’s, Gilmore’s, 
Ronnie’s, Hickory House, Tavern-on-the-Green—or any other fine restaurant 
cooperating with us. The wounded boys can order anything they want on 
the bill of fare—including their favorite drink. 


They are taken in Army limousines to a broadcast studio to listen to a 
program specially arranged for them. Then they are taken to see one of 
Broadway's favorite hits . . . and they sit in the orchestra. 


Everything possible is done to make them happier while hospitalized, and 
to assist them after their discharge. “52” has already placed over 100 Purple 
Heart wearers in jobs that are best suited for their particular talents. Piqnos 
have been donated, and even special typewriters have been bought for 
blind servicemen. 


Won't you please join by filling in the application and sending in your check. 


APPLICATION FOR MEMBERSHIP 


| hereby apply for membership in the 
"52 ASSOCIATION, Inc." 


840 8th Avenue, New York 19, N. Y. 








| ene eae wr eee ee TST Be 
Regular Member . $52.00 
STREET ADDRESS____ ZONE NO.____ 
Contributing Member 26.00 
‘ CH a ee eee 
C] | will personally go along as a sponsor 
| evening a year. : BUSINESS EPs eo... 
C | will not go along as a sponsor | eve- : 08 Gr Quan ee 
lias ; Se ES oe le 
This Ad paid for by Jewelry Industry Members. 
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PERSONAL LEATHER GOODS 


THERE’S A LOT OF MONEY IN CORDURO WALLETS .. . the nationally-advertised wallet of 
Shell Cordovan—‘the platinum of all leathers”. For behind their popularity lies the double- 

barreled sales story of beauty and strength. Cordovan’s glossy, gleaming beauty is enhanced by skilled 
leather craftsmen. Cordovan’s remarkable strength is possible because it comes from the rugged butt 
of the horse, which produces a leather so air-tight, so waterproof, that of 18 leathers tested, Cordovan 

proved best. i And Corduro’s Nylon “strength-stitching” withstands a pull of 60,000 

pounds per square inch! Millions of wallet customers read these dramatic facts in 
Life, 7 Esquire, Pic and daily newspapers. That’s why you, too, will 

find .. . THERE’S A LOT OF MONEY IN CORDURO WALLETS! Wire or mail your orders today! 


a diudsion of SERVICE MANUFACTURING CO., INC. 
Manufacturers of Fine Shell Cordovan Leather Products 


120 East 16th St., New York 3, N. Y. 
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. % wid . “ hi 
Plan now on stocking up to take THE FAMOUS - e, 4” high) 
of the anticipated heav GALTER 
sts , d PRECISION-MILLED 


holiday consumer demand cre- 


fi IGNITION WHEEL ee 
ated by our national advertising. ; 


Pepe ae 


ENAMEL FINISH 


by servicemen because 
of rugged dependabil- 
ity and generous fluid 
capacity. Boxed 12 to 
open display carton. 


ALL CHROME 
Stock No. 80 — Wind- 
proof with same rugged 
dependability of all 
Zephyr lighters. Heav- 
ily chrome plated with 





A TABLEL 













glistening high polish. 
Individually boxed. 


Retail Price, Ea. $ 
Dealer's Cost 


$14.40 Doz. 


Individual display en- 
closed. 


Retail Price, Ea. $] 


Stock No. 100—Ideal for executive's desk . . . hostess’ serving 
table ... bar... end table. Needs only 4 fillings a year! 
Beautiful modern design. Covered in simulated Lizard, Alli- 
gator, and Morocco; in black and tan. Heavily chrome plated. 
Individually boxed. 


Retail Price, Ea. $5 Dealer’s Cost, Ea. $3 


GALTER PRODUCTS COMPANY 


711 W. LAKE ST., CHICAGO 6, ILLINOIS 
SOCHHSHSSSHSHSSHSSSHSSSHSHOHSSSHHSHSHHSHSSESESEES 


Dealer's Cost 








| Stock No. 70—Favored 


GALTER PRODUCTS CO., 711 W. Lake St., Chicago 6, Ill. 





Please ship: 
[] No. 70—Zephyr Windproof Lighters......... vo $7.20 Doz. 
No. 80—Zephyr Windproof Lighters.......... $14.40 Doz. 
Over 16,000,000 cincutation O 
af , [1 No. 100—Giant Table Lighters................ $3.00 Each 






Advertising currently appearing in America’s 
major magazines to help you sell Galter 
Lighters. 
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Western Belt Buckle Sets 
In Gold — Styled by the 
Dons of Old California BF »mentic desions « 


in Gold, Cali‘orni 
engravea ov ¢ .iL¢ 
gold iwo .on2 
withoui s*/ny2.ie 
hana coar'ec 


seis peri 2c.l 


| 
Sixe ae 2 Keepers 


Wane te meee —ti(“‘ié‘zI7S Www wk. ME 
1ese..” . a be es we Se. ee 6 
10K GOLD OVERLAY 


2510 . a. =. We" (narrow). . . . . . $6IS . rr . $7.20 
ae arr » 2 ee 
tt | ee 
 _ re re 


- 10K GOLD OVERLAY WITH RUBIES 


onn0n. wwii‘ asé‘(ati ra rr. CCC I . $13.45 
i ee re cre 
ee ee ee Ai 
25215 ae See en ee . 29.35 


WESTERN BUCKLE WATCH STRAPS— niin, 
2503 . . 1K GOLD Overlay ...., . . Ror %"tvg . $5.00 
25035 . .10K GOLD Overlay with Synthetic Ruby . Kor %" lug. . 8.00 
25624. . WEGOD. 4... » owes Ores... oe 
(Available in three sizes for on medium or large wrist) 


HAND CARVED LEATHER BELTS 
STANDARD WESTERN SCROLL PATTERN IN ANTIQUE FINISH: 


2824 .. . .BROWN .. . . 1%” belt for %” buckle. . . . $3.65 
ee. ee Rola os 1” belt for %” buckle . . . . 2.65 


2525 ... .BROWN .... I” belt for H” buckle . ... . 268 
J -| atfazas: 4 Co 2784... . BROWN. ... A” belt for Ye” buckle . . . . 2.40 


(one keeper only) 
FLORAL DESIGNS INLAID WITH ANTIQUE BACKGROUND: 


BROWN .. . .. . I%e"belt for I” buckle . . . $470 
1031 West Seventh Street . as BROWN ° lee -s. y 1%” belt for %,” buckle ee ey 4.35 
‘BROWN . . - « « . Whaleter 67 belo . 5. 
(Above belts also available in black) 
SPECIAL DISTINCTIVE DESIGNS OF FINEST CRAFTSMANSHIP: 
(Belts for two keepers only) 
: 2771 . . BROWN Carved Poppy Design—1'2” belt for a 1” buckle . . $5.00 
'F OUR REPRESENTATIVE HAS NOT 

| CALLED ON YOU-ORDER DIRECT TODAY! 2772 . . BROWN Carved Desert Scene — 1%” belt for a %” buckle . 14.00 
Sizes of belts range from 24 to 44. When ordering, state number, size, quantity, whether for} or 2 keepers 


Los Angeles 14, California 


THE JEWELERS’ CIRCULAR-KEYSTONE 















| fii ls Wom [hn ; Sp teNE 
1\ THE EYES (EEE 1 ie 


-emdoar 





ATURING A FINE SELECT 
OF RINGS BY: 
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6-450 STEEL BUILDING 
DENVER 2 COLORADO 
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'\ THE OLD WAY 
‘note protrading 
surface 


“Initeoduced barely one month ago, the Ma 
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Metal Cigarette Cases handsomely made with the 


* 
' 
& 
' 
‘ 
. 
} 
? 
' 
% 


new handclasp” .. . for single-handed handling. | 


Exquisite jeweler’s finish, with the fine craftsman- | 


ship and detailing that is typically Karnee. 
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THE HEARTS AND FLOWERS GROUP 


Betrothal sets that sparkle and glow with the living lustre 
of precious stones ... The engagement Ring: a diamond 
enthroned in platinum trim which enhances the beauty 


and warmth of the stone; the band, of fourteen karat yellow 


or white gold ... The Wedding Ring, the ingeniously 


fashioned platinum trim setting superimposed upon a 
band of fourteen karat yellow or white gold, complementing 
the engagement ring in design and in spirit! 
Another Wilberg achievement in popular-priced 
jewelry for the young lovers who throng the 
Main Streets and Broadways of America. 


Mats furnished for newspaper advertising! 








NOBLE 


. WanifaNire VO of 
JEWELERS’ FINDINGS and SOLDERS 


METAL PRESENTATION BOXES 
TROPHIES * MEDALS - BALL CHARMS 


F. H. NOBLE & COMPANY 559 West 59th Street Chicago 21, Illinois 


MEMBER OF GEMOLOGICAL INSTITUTE OF AMERICA 








yt 
YOUR RING SALES WILL REACH NEW wt'o 


If you put the national advertising of 
Art-Carved Rings by Wood to work for you! 


No, we really don’t suggest that you follow up a ring sale if you have 
to scale a flagpole. 

But you'll make more sales right here on terra firma . . . if you 
offer your customers Art-Carved Rings by Wood. 

Right now, Art-Carved Rings are worn by more brides than any 
other rings in America! 

Right now, they’re backed by the most extensive advertising cam- 
paign ever sponsored by a ringmaker! 

Month after month, 108,400,233 readers see for themselves the 


beauty, value, and quality craftsmanship of Art-Carved Rings in 
FULL PAGE advertisements in: 


LIFE MADEMOISELLE LOOK 
CHARM ESQUIRE GLAMOUR 
SEVENTEEN VOGUE PHOTOPLAY 
HARPER’S BAZAAR JUNIOR BAZAAR 


You can profit from national advertising. Make your store local 
headquarters for the Art-Carved Rings your customers want to buy 
... and both your sales and your spirits will soar! 


Your Jewelry Industry Pub- 
licity Board deserves your 
interest and support. We have 
pledged. Have you? 
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*Trade Mark Kez. 


J.R. WOOD & SONS, INC. 
216 East 45th Street 
New York City 17, N. Y. 


BELOvVED BY BRIDES FOR ALMOST a cENTURY 
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LOOK TO 


THIN TAAL 


CAMPUS JEWELRY PRODUCTS, INC. 
121 DYER ST., PROVIDENCE 3, R. |. 
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Fabulous jewelry .. . exquisitely 


‘designed in 14 kt. red and 


green gold, 


“S004 


Harry C -Schick,i 
105 CHESTN 





MR. R. M; BLAKE MR. HUBERT A. WOOD 
105 CHESTNUT ST. ¥* 649 SO. OLIVE ST 





MR. THOMAS G. B 








































Here’s just one example of the scores of manufacturing 
precautions that are standing rules at the modern Hadley 
Plant: Every lot of metal used in Hadley Watch Attach- 
ments is assayed by our own metallurgist before one ounce 
of it is used. 

It represents the first in a chain of checks which control 
the quality of Hadley products from raw materials to finished 
packing. Collectively they add up to uniformly high quality. 


Remember Hadley . . . the quality line that’s sold only 
through reputable Jewelers. Display it for consistent year 
round profits, 


WATCH ATTACHMENTS e MEN’S JEWELRY ° = COMPANY, PROVIDENCE, R. I. 





Thar not as impractical as it sounds 
—now that there’s more Community 
available to meet your customers’ de- 
mand, For Community shares a spot with 
Lohengrin in the hearts of millions of 
bride-age girls, and your business thrives 
on romance, too. 


Month after month, these brides and 
brides-to-be see and love Community's 
famous FULL PAGE advertisements in 
the country’s top-circulation magazines. 
Everyone who’s a Community customer 
is likewise a customer of yours— for na- 
tional advertising pays off in local sales. 

That’s why Community craftsmen are 
working night and day to bring you the 
silverware that’s the choice of more 
brides than any other! That's why, when 
you have Community to offer . . . it's no 
trick at all to “live on love.” 





THE FINEST SILVERPLATE 














